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EXECUTIVE SUMMARY 

 

The paper explores the use of media in asserting youth agency and making their voices heard. It 

analyses youth agency as demonstrated in the content of youth-led digital media outputs produced 

for the Youth Media Programme in 2021-2022. The Programme’s overall goal is to establish a 

sustainable youth-centred and youth-led digital communications platform named Jeel01 which 

aggregates a variety of content showcasing youth voices, surfaces youth ideas and solutions, and 

champions youth causes to advance positive alternative narratives, during and beyond the life of the 

project.  

 
Figure 1: Jeel01 Products 

 

https://www.jeel01.com/en/
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This multiplatform-multiformat approach to reach, engage, and influence young people and the key 

stakeholders working for and with them resulted in 67 outputs across five media genres produced 

jointly by and with youth: podcasts;  interviews; dramatized series; blogs; and policy-reflective papers.  

 

The themes addressed in these outputs were identified as the most prominent youth issues, either 

falling “off the radar” or being absent from the public discourse. The themes were identified through 

a series of participatory engagements by 200 representatives of different youth groups, institutional 

stakeholders, and media representatives across Jordan. 

 

This paper focuses on the analysis of content produced in these various formats and examines how -if 

at all- was youth agency demonstrated in these media outputs.  

 

To analyse youth agency, we developed the “SICS Model of Youth Agency” building on a literature 

review of the term.  

 
 

 

The Model incorporates four elements of youth agency: Self-efficacy; Intentionality; Context and 

content knowledge; and Skills use and development. Using this Model, demonstrations of youth 

agency were analysed qualitatively and quantitatively in the textual content of 23 Café Stories 

interviews, which were the best suited medium for this type of analysis. The content of Café Stories 

largely demonstrated all four elements of youth agency, with intentionality featuring high (36.9%) on 

Figure 2: SICS Model of Youth Agency 

 

https://www.jeel01.com/ar/podcasts-ar/
https://www.jeel01.com/ar/espidoes-ar/
https://www.jeel01.com/ar/%d8%a7%d9%84%d9%85%d8%b3%d9%84%d8%b3%d9%84/
https://www.jeel01.com/ar/blogs-ar/
https://www.jeel01.com/ar/%d8%a3%d9%88%d8%b1%d8%a7%d9%82-%d8%aa%d8%ad%d9%84%d9%8a%d9%84-%d8%a7%d9%84%d8%b3%d9%8a%d8%a7%d8%b3%d8%a7%d8%aa/
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the list. Other youth agency elements were almost equally demonstrated with a marginally higher 

occurrence of the demonstration of content and context knowledge (22.2%).  

 

Interestingly, variation was noticeable in how female youth interviewees, demonstrated agency 

compared to male agents: the top agency elements for females were clarity of purpose, hope and 

optimism, and self-awareness. For males, the highest occurring elements were clarity of purpose and 

technical skills (Figure 3). Also, self-appraisal was demonstrated three times as much by female agents 

(29 occurrences) compared to males (eight occurrences).  

The paper highlights the need for a significant degree of intentionality to be applied when scripting 

and designing multimedia products that should ask questions about different aspects of youth agency 

in a comprehensive and balanced way and provide tangible examples of skills required for agency. 

 

The findings are limited in their scope and methodology, and the sample analysed do not offer in-

depth insights to help understand the results related to gender and female agency, therefore future 

research should further explore these themes and concepts within larger and different samples.  

 

The Youth Media Programme served as an aggregator of momentum, knowledge, and positive 

narratives around resilience-strengthening and prevention of violence efforts. Throughout, the 

programme served as a connector, providing opportunities for Jordanian youth leaders to express 

themselves and co-create, to showcase youth agency, advance positive narratives, and embrace the 

whole participatory experience as educational and emancipatory.  While this Programme represent an 

epitome for agency through media, interactive and in-depth tools that help examine, analyse, and 

learn from youth agency are still very much in demand. 

 

 
 

 

 

 

Figure 3: Elements of SICS Model by Gender 
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KEY RECOMMENDATIONS 

 

This content analysis paper summarizes findings and provides recommendations for future projects 

and programmes that aim to employ youth-centred and youth-led digital media communications, 

focusing on youth agency in practice.   

 

Based on the learnings compiled through the analysis of digital content hosted on Jeel01 platform and 

the audience reception and engagement with that content, the following set of key recommendations 

is outlined below for peacebuilding practitioners: 

 

For implementing partners 

• Interactive multimedia products that address issues which are identified by youth as 

important to them, and feature youth-led stories, scripted and narrated by youth, should 

continue to be produced – and scaled up. Media products akin to the audio-visual interviews 

in Café Stories represent a good indicator of format that is positively received by audience, 

and with which the audience engages.  

• What would make such products even more successful in the future would be the degree of 

intentionality with which the questions related to youth agency are asked and answered 

through these outputs. Sharing examples of crucial-for-development soft or inter-personal 

skills or turning a power-relations experience into explicit knowledge to be shared with peers 

would be the less-shown aspects of youth agency that could be tapped into by other 

implementing partners through various multimedia outputs. 

• Investing resources to script and design media outputs that ask more questions about 

different aspects of youth agency in a comprehensive and balanced way would result not only 

in a diversity of content but also in diversity of opinions, youth agents of change, role models, 

success stories showcased – and in diversity of reactions. This in turn will encourage 

discussions, make “noise”, and provide opportunities for youth to advance positive narratives. 

While time-consuming and often even emotional, the more this process is repeated, the more 

youth will have a chance to lead, and to educate, advocate, and influence their peers and 

other members of their communities. In short, such programming requires resources, and 

implementing partners should approach planning and design of future youth media 

programmes with that in mind. 

 

For donors 

• More programming is necessary to introduce a paradigm shift in the way how gender-related 

content is introduced, presented, discussed. In addition, the culturally sensitive and 

controversial themes such as gender are best introduced through visual and interactive 

mediums. 

• Careful selection of the most appropriate and effective medium and format is required to 

reach and engage different specific audiences, but all content, regardless of medium or outlet, 

must be conveyed in simple and appealing language, with brand associations being sensibly 

presented so to encourage, not limit, the audience engagement. 
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INTRODUCTION 

 

In recent years, media publishing has been viewed as a mechanism for the redistribution of power 

(Benkler and Ebrary 2006; Habermas 2008; Fenton and Barassi 2011a; 2011b). Civil society groups, 

educational institutions, and government entities are increasingly encouraging, and in some cases 

investing in, upskilling of youth, creation of spaces for youth-led media production, and critical 

reproduction and consumption (Hachelaf et al., 2022). The very act of taking podia, voicing opinions, 

making noise (Gildart et al., 2017) is empowering. In his widely circulated quote, Rupert Murdoch 

rightly noted that the internet had shifted power and reshuffled podia entitlement in a way not seen 

since the invention of the printing press in 15th century: “Technology is shifting power away from the 

editors, the publishers, the establishment, the media elite. Now it’s the people who are taking control” 

(Reiss, 2006).  

 

In analysing youth-led media content, researchers examine written, video, and audio products as 

examples of youth producing, co-producing, or creatively reproducing content to create noise and 

make themselves and their issues heard. This is because, on the one hand, media is pervasive and has 

considerable impact on our lives, thus shaping our values, attitudes, behaviours, knowledge, and the 

relationships we build with individuals and groups around us. On the other, youth are not passive by-

standers that are on receiving end of media messaging; they are increasingly crafting their own content 

and broadcasting it in varying degrees (Hachelaf et al., Op. Cit.).  

 

This paper examines how youth agency is demonstrated in youth-led content. The central research 

question is how, if at all, have elements of youth agency been enacted and demonstrated through 

media produced by Jordanian youth? The primary purpose of this paper is to contribute to theory on 

the potential of youth-led content in showcasing their leadership, offer recommendations for further 

research, and discuss implications for practitioners in the field. The premise is that taking podia and 

making positive noise is in itself an act of agency and a demonstration of it, as newly created media 

products have the potential to show alternative ways of occupying the public space and can be used 

to educate, advocate, and influence. Programmes that support youth in producing content have the 

potential to “validate multiple local knowledges and practices thereby disrupting existing hierarchies 

and power relationships,” (Bleiker and Kay 2007) and thus empowering youth by owning podia.  

 

The analysis is informed by the SICS Model of Youth Agency developed for this analysis, and applied to  

youth-led content produced as part of Youth Media programme funded by US embassy and 

implemented by Generations For Peace (GFP) between 2021 and 2022, which resulted in the creation 

and publication of 67 outputs, including 10 podcasts (Tahwileh), 23 audio-visual interviews (Cafe 

Stories), 15 episodes of the Dawsheh drama series, 10 blogs, and 9  policy-reflective papers. The main 

research question is answered through textual content analysis that quantitatively and qualitatively 

examines the 23 audio-visual interviews produced as part of Jeel 01 platform.  
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CONTEXT AND BACKGROUND 

 

The main objective of the Youth Media Programme was to establish a sustainable media platform that 

is led by young people to highlight the voices of youth, showcase their ideas and solutions, and 

promote their causes to create positive alternative narratives. To achieve this goal, the Programme 

employed a multi-format approach, utilizing innovative channels such as podcasts, visual productions, 

blogs, and policy-reflective papers to engage and influence young people, communities, stakeholders, 

and institutions across Jordan. The Programme's focus was to amplify and showcase positive examples 

of youth-led actions, role models, narratives, and behaviours to strengthen the resilience of Jordanian 

communities.  

 

The programme started with a youth media survey across 10 governorates in Jordan encompassing a 

total of 74 youth respondents, including 40 females. The objective was to analyse youth needs and 

beliefs regarding their role and aspirations. A substantial majority of the respondents (76%) indicated 

they are marginalized as a segment in society. The marginalizing force emanated mainly from either 

the government or society itself. Although 58% of the respondents confirmed that young people serve 

already as positive youth role models across different platforms, be they influencers, social media 

activists or podcasters...etc., a vast majority of respondents expressed a dire need for the creation of 

additional youth-driven platforms (94%). The respondents (70%) emphasized that these platforms 

should be created by youth-led organizations rather than the government or non-governmental 

entities.  

 

The Programme’s inception phase involved a series of Focus Group Discussions and an online survey 

with the representatives of youth, media, and institutional stakeholders to identify popular, compelling 

issues of interest to youth, and to use those insights to inform the creation of a youth-centred and 

youth-led digital communications platform – Jeel01. During this phase, a youth committee was formed 

to fulfil the main objective of the Programme and ensure that the platform is led by youth. To this end, 

GFP assigned a committee of 10 young people (50% male, 50% female) to participate in various aspects 

of planning for and production of media outputs. The committee was responsible for brainstorming 

ideas for scripts and visuals, reviewing transcripts, suggesting youth success stories for episodes, 

brainstorming questions to ask experts during face-to-face meetings, monitoring social media channels 

for feedback, and writing blogs under the main themes resulting from the focus group discussions and 

surveys. This intentional approach to involving youth in decision-making and creative processes 

created opportunities for them to develop important skills, gain confidence, and contribute to the 

Programme’s success. 

 

In the production phase, led by GFP and the youth committee participants, 67 media outputs was 

created, including 10 Tahwileh podcasts, 23 Cafe Stories audio-visual interviews, 15 episodes of the 

Dawsheh dramatized series, 10 blogs, and nine policy-reflective papers, all covering pressing youth-

identified and youth-selected topics, including arts for development, climate action, entrepreneurship, 

gender, inclusion of persons with disabilities, media, mental health, political engagement, and sport 

for development.   
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The Programme also required a comprehensive social media plan that was developed to disseminate 

the content produced. The plan was designed to reach a wide audience and increase the visibility of 

the Programme and its productions by leveraging various social media platforms, such as Facebook, 

Instagram, Twitter, LinkedIn, and YouTube. 

 

A CONCEPTUAL EXPLORATION OF YOUTH AGENCY 

 

Defined as “individual’s power to bring about change in the world” (Pangrazio and Sefton-Green, 

2021), youth agency is often approached from two different conceptual perspectives, both starting 

from an understanding of power. In the first, agency is best understood as the difference between 

capacity and capability, that is, the “transformative capacity” the individuals have in order to realize 

their goals (Campbell, 2009). In the second, the agency is understood as “the capacity of individuals to 

act independently of structural constraints” (Campbell, 2009). In the most basic form, agency is “the 

capacity for willed (voluntary) action” (Marshall, 1994). It encompasses acting from a free will with an 

awareness of the “structural constraints which limit individuals” (Pangrazio and Sefton-Green, 2021). 

 

From a practitioner perspective, a UNICEF report on youth agency and peacebuilding defines it as “the 

space for manoeuvre available to young people (in their second and third decade of life) in developing 

conscious or unconscious strategies that either support or hinder peacebuilding in relation to the 

broader cultural political economy context” (Lopes Cardozo, Higgins, and Le Mat, 2016). Along similar 

lines, The International Youth Foundation adopts a simple and clear definition of youth agency as “the 

desire and ability of young people to make decisions and drive change—in their own lives, in their 

communities, and in their larger spheres of influence” (International Youth Foundation, 2020).  

 

GFP understands youth agency as an ability of youth to use their values, aspirations, attitudes, skills, 

and knowledge to articulate their ambitions, set their own goals, make, and put in practice their own 

decisions, and achieve desired outcomes, for themselves and their communities.  

 

Despite recognition of youth agency and its relation to media in the literature (Soep 2006; Robinson 

et al. 2017; Clark and Marchi 2017), there is an ample discussion about the extent to which media 

projects can be an expression of “authentic” youth experience, or what some might call the “fantasy 

of authenticity” (Soep, Op. Cit). Many obstacles are inherent in processes of co-creation between 

institutions and youth, limiting the youth’s contribution to no more than “raw first-person testimonies” 

(Soep, 2006), or “lip service” partnership with no actual power-sharing (Blakeslee and Walker, 2018). 

It is important to acknowledge that, historically to date, there has been differing degrees of tokenism, 

to echo (Hart 1992) in the attempts of international and local organizations, funding entities and 

governmental institutions in supporting youth create media outputs and achieve agency-related 

outcomes. 

 

Yet, the way in which the outputs of the Youth Media Programme -examined here- have been co-

produced involved continuous consultation with youth taking important decisions on what, when, and 

how these products have been developed and published. Youth participation is instantiated in the 
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thematic focus of the episodes. Through Focus Group Discussions, youth themselves identified the 

nine thematic areas upon which the design and production was made. Second, a group of youth co-

producers were part of the team that led the scripting of the interviews and contributed to taking 

decisions for different ways these outputs were produced. This makes both the process and outcome 

an example of youth making the voice in consultation and support of institutions, to use an analogy of 

the Ladder of Participation (Hart, ibid), where youth strive to be in the higher rungs of the ladder, 

sharing decisions and directing the process, not just being consulted about the process and outcome, 

or present in a tokenistic way. 

 

The importance of youth-led media goes beyond its ability to be an exercise and manifestation of 

agency. By producing media messages, youth reclaim and occupy the public space and become part of 

the social and cultural forces that shape narratives. This is not to say that youths are not already 

occupying public spaces and not waiting for permission from institutional actors; but NGOs’ support is 

pivotal in amplifying their voices, professionalize their skills and support them with their platforms to 

counterbalance any negative narrative that may exist.   

 

Audiences including youth are surrounded by narratives that would exacerbate violent conflict, divisive 

perspectives, and exclusionary ideologies. This type of media has the potential to transform the 

narratives of hate and negativity (Yii and Christina 2007). By shedding light on stories of justice, peace, 

and inclusion, to echo (Clark and Marchi 2017b), it can play “a role in the articulation of collective 

moral commitments” to these ideals. While youths are already occupying the social media space 

without awaiting institutional support or permission, institutions and INGO initiatives can offer their 

podia and scaffolding structures to amplify those voices and shed light on the positive ones.  

 

It is important to also note that being a co-agent of change in partnership with an institution or 

mainstream media professionals in the creation of media messaging can be an emancipatory first step 

towards more autonomy. This co-agency also reflects the interdependent nature of actions for change 

(Lewin-Bizan, Bowers, and Lerner 2010) but must aim to ultimately increase independent impact of 

youth.  

 

Notwithstanding, we need to acknowledge that celebrating all youth-made media as a voice of agency 

can be contested (Soep 2006). While media, especially alternative new media, is arguably 

emancipatory and empowering in nature, equitable access to the ICT skills and digital space is 

restricted to privileged segments of society (Pickard and Yang 2017). On the other hand, we can also 

question the authenticity of youth experience as showcased on those media products (ibid.) in case 

institutions that support those platforms resort to tokenistic practices. In this way, only if accompanied 

with accessibility measures and high intentionality for genuine participation, should this media 

practice be empowering to marginalized and under-represented communities to have more voice.  

Thus, a critical account aiming at lowering any barriers in the face of increasing participation of youth 

and maximizing their input in all key aspects of production other than producing raw testimonies (Soep 

2006) is a necessity.  
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As previously mentioned, Jeel01 programme represents a mixed case, characterized by both merits 

and limitations. While the programme actively engaged youth in consultations and differing degrees 

of co-creation processes, it is important to recognize that not all decisions were exclusively owned by 

youth at every stage. Acknowledging these imperfections is essential in future to learn how to 

creatively think of inclusive and autonomizing processes where input of youth is maximized resulting 

in these media outputs deserving the appellation of genuinely youth led. 

 

THE SICS MODEL OF YOUTH AGENCY 

 

To examine youth agency and narratives of agency through the media outputs of Youth Media 

Programme, the “SICS Model of Youth Agency” was developed based on Campbell’s research on 

intentionality and voluntariness (Campbell, 2009), and adapts elements from the “Youth Agency for 

Social Change Model” (Ward, McBride, and Watson, 2022) that discusses self-efficacy, skills, and 

context knowledge. In creating the SICS Model, we also depended on the seminal work on self-efficacy 

(Bandura, 1997), and we reviewed and reorganized the “5C's Model” in the Positive Youth 

Development (PYD) (Catalano et al., 2004).  

 
Figure 1: The SICS Model combines four categories that demonstrate youth agency 

  

1. Self-efficacy: Encompasses self-awareness of strengths and weaknesses, coupled with a tendency 

for self-appraisal, which is an expressed belief of self-perception and capacity for positive change. 

It is a belief in personal efficacy and a self-appraisal of one’s capabilities (Bandura, 1997) premised 

on motivation and the attempt to make things happen.  
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2. Intentionality: Defined as the characteristic of having goals, desires, standards, and behaviours 

that are in the service of attaining the goal (American Psychological Association, n.d.). It includes 

acting on free will (voluntariness), clear objectives and intended impact (clarity of purpose), and 

hope and optimism as a key feature of agency (Catalano et al., 2004). 

 

3. Context and content knowledge: Defined as an awareness of the wider political, socio-cultural, 

and economic context and the constraints around the specific issues addressed (contextual and 

thematic/subject knowledge). Agents of change also understand the power-relations between 

stakeholders and how these impact on the socially marginalized/ disadvantaged (power-relations 

knowledge) (Foucault, 1980).   

 

4. Skills use and development: Defined as the youth agent’s use of and pursuit in developing skills, 

be they technical skills acquired through education and training, or soft and/or inter-personal 

ones necessary to communicate, work, and co-habit with everyone around us. 

 

METHODOLOGY 

 

To analyse youth agency in media content, content analysis was used as methodology in a semi-

inductive approach where pre-determined codes were amended/modified as new codes emerged 

through the analysis (Robson, 1993) to identify themes, patterns, and relationships both quantitatively 

and quantitatively (see Annex I). The preliminary codes of analysis were first tested on a 13% sample, 

and then amended and finalized (Annex I). Two coders analysed the content to ensure reliability.  

Furthermore, the analysis was both conceptual and relational, identifying themes and understanding 

relationships between them, (Klaus Krippendorff, 2009). Although all media formats have gone 

through an initial assessment, the analysis, however, was limited to textual elements only, using the 

sentence as the unit of analysis, through the AtlasTi (Version 23.1.0) software.  

 

Although Jeel 01 produced media content in five genres, the content analysis on youth agency analysed 

23 audio-visual interviews (Café Stories), which had featured emerging youth leaders reacting to and 

speaking about the nine themes that the Youth Media Programme focused on.  Compared to other 

outputs: podcasts, dramatized series, blogs, or policy-reflective papers, the audio-visual interviews 

were best suited for analysing youth agency as they: (1) focused on youth leadership in practice, (2) 

featured the nine themes the Youth Media Programme was addressing, (3) have a sample size and 

characteristics that fitted the content analysis, (4) their content included natural non-fictional 

language, (5) had diversity in terms of gender of youth agents which allowed for a comparative 

perspective on both variables of themes and diversity, and (6) attracted the highest percentage of 

audience engagement. 

 

In terms of limitations, one inherent challenge of textual content analysis is sorting what is intended 

from what is unintended. Research refers to this as “witting from the unwitting evidence” (Robson, 

1993). The analysis of textual content was based on expressed ideas in the spoken or written word 
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that cannot reveal embedded and unstated intentions behind the text. On another level, although 

nonverbal communication constitutes a very significant part of understanding messages, the analysis 

is limited to verbal communication as analysis of nonverbal elements, such as body language, 

cinematography, or intonation in media outputs, requires analytical tools that go beyond the scope of 

this paper. 

 

DEMONSTRATIONS OF YOUTH AGENCY 

 

THEMATIC VARIATION AND GENDER REPRESENTATION 

 

The Café Stories included a diverse range of products by interviewees from both genders. The 23 

episodes covered the nine main themes namely climate action, entrepreneurship, youth mental 

health, Sport for Development, Arts for Development, advocacy and political participation, media, 

Gender-Based Violence (GBV), and inclusion of people with Disabilities. Table 1 shows the number of 

products for each theme along with interviewees’ gender distribution.  

 

Theme Number of Products  Interviewees by Gender 

Climate Action 3 3 Female 

Entrepreneurship 3 1 Female, 2 Male 

Youth Mental Health 2 1 Female, 1 Male 

Sport for Development 2 2 Male 

Arts for Development 3 1 Female, 2 Male 

Advocacy and Political Participation 2 1 Female, 1 Male 

Media 3 2 Female, 1 Male 

GBV (Gender-Based Violence) 2 2 Female 

Inclusion/Disabilities 3 2 Female, 1 Male 

Totals 23 13 Female, 10 Male 

 

Table 1: Themes and gender of interviewees of the Café Story episode 

 

The contribution to the different genders to the themes varied. Some themes showed more balanced 

representation while others were more gender skewed. Sport for example featured two male 

interviewees while themes such as climate and Gender-based Violence feature females exclusively. 

Selection of featured youth was done throw a snowballing strategy combined by perceived impact of 

youth engagement as a selection criterion while a balanced gender representation approach was 

attempted. These discrepancies might be attributed to the fact that sport in Jordan for example has 

been probably dominated by males while GBV issues mostly impact women.    

 

ELEMENT OF YOUTH AGENCY  

In content analysis, occurrence is indicative of importance (Schreier, 2012). Having analysed the 

occurrence of the four elements of youth agency, intentionality was the most prominent element 
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demonstrated in the Café Stories, with 176 comments (36.9%). No other element of agency stood out, 

or rather, all other elements occurred moderately within the range of 20% (Table 2). The fact that the 

Café Stories were structured interviews limited demonstrations of specific youth agency sub-elements, 

such as power-relations knowledge or soft skills. 

 
 

SICS Model Elements of Youth Agency  Occurrence Occurrence of 

code group 

Percentage 

Self-efficacy 

94 19.7% Self-awareness 55 

Self-appraisal 39 

Intentionality 

176 36.9% 
Voluntariness 22 

Clarity of purpose 89 

Hope and optimism 65 

Context and content knowledge 

106 22.2% 
Contextual knowledge 53 

Thematic/ subject knowledge 33 

Power-relations knowledge 20 

Evidence of skill use and development 

101 21.1% Technical skills 66 

Soft or interpersonal skills 35 

 

Table 2: Demonstrations of youth agency in Café Stories 

 

The following sections discuss manifestations of youth agency and the impact the gender of 

interviewees has had on how youth agency is demonstrated. 

 

 

SELF-EFFICACY: YOUTH AGENTS SHOWCASE TURNING POINTS 
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The SICS Model’s self-efficacy, defined by self-awareness and self-appraisal, was expressed 94 (19.7%) 

times in 23 Café Stories. The expressions involved recognition of strengths and weaknesses, based on 

evaluating own abilities and performance, or recalling anecdotes where the featured youth agents 

realized what were the important aspects of leadership. 

For example, a female climate advocate evoked a decision she made to improve her leadership 

approach, “I felt that this was a once in a lifetime chance [an opportunity that opened up], so I took 

advantage of it personally. I started reading self-development books and working on developing my 

personality, and picking up on things I like and recognizing those I don't”. This self-appraisal of skills 

and needs led to developing necessary competences to enact change.  

 

Self-appraisal has been systematically observed in data reflecting a belief in capacity for positive 

change. Confidence in one’s ability is a prerequisite for youth agency as it is a driver for action towards 

change. In their Café Stories, the featured youth agents also shared anecdotes of moments of epiphany 

or trigger points often told in relation to challenges they faced. A sport leader reflected on his transition 

from an introvert into a strongly outspoken and inspirational team player. A female climate activist 

noted, speaking of her successful graduation project presentation, “[This] reinforced my self-

confidence since I was a child, and made me able to speak in front of an audience instead of being shy 

like most people”.  

 

Through highlighting crucial components of an agent’s journey towards change, the content 

encouraged audiences to appreciate skillsets and awareness of internal and external constraints as 

necessary tools in creating positive and lasting social change. 

 

 

INTENTIONALITY: HIGHER EVIDENCE ON CLARITY OF PURPOSE 

 

 

 

Of the three sub-elements of intentionality (voluntariness, clarity of purpose, and hope and optimism), 

it is the clarity of purpose that tops the list with 89 occurrences (Table 1). Most featured (based on the 

frequency of occurrence of themes in the episodes/answers of the interviewees) youth agents in Café 

episodes expressed clear goals and ambitious visions for a better future.A climate leader said, “I see 

myself as one of the biggest farmers who works in fruit and vegetable importing and exporting”. 
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Another noted, “I hope that Jordan will be green again! I hope that we will be able to plant half a 

million trees in the coming years so that people can benefit from them, whether olive trees, oaks, 

pines, or anything else. I also hope that people will be more aware and help us”.  

 

In support of the argument that agency is about acting independently regardless of structural 

constraints (Campbell 2009), another youth agent explained the initiative “You Are Not Alone; We Are 

with You!”, established to support Alzheimer patients in Jordan. In this Café Stories episode, the 

interviewee elaborated how he had to learn about and comply with necessary procedures regarding 

the creation of an association taking intentional decisions at each level.  

 

This and similar acts of voluntariness and persistence discussed in Café Stories reflected a key practice 

of youth agency premised on intentional planning (Bandura, Freeman, and Lightsey 1999). These 

youths also discussed the conscious strategies they had put in place to overcome cultural and political 

restrictions.  

 

Additionally, the content analysis revealed two other sub-elements of youth agency which were not 

initially part of the SICS Model but could be grouped under intentionality namely: persistence, with 28 

occurrences, and sense of responsibility, with seven occurrences.  

 

ROOM FOR IMPROVEMENT IN CONTEXT AND CONTENT KNOWLEDGE 

 

 

 

This group of 106 occurrences (22.2%) featured youth agents who either demonstrated understanding 

of context and thematic/subject knowledge, or of power relations that existed within their 

communities, in addition to the rationalization of how they grappled with those power relations. In 

some instances, these youth agents directly spoke of the importance of this knowledge in their Café 

Stories’ episodes.  

 

Contextual knowledge received the highest occurrence (53), compared to thematic/subject knowledge 

(33) and power-relations knowledge (20). Awareness of the wider political, socio-cultural, economic, 

and legal context in which the featured youth agents function determined their success and guided 

them while navigating through different challenges. One interviewee highlighted the need to 
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understand and “[abide] by regulations and obtaining [legal and administrative] permits and 

authorizations” to be able to thrive. These messages are extremely important in educating youth 

actors who might benefit from these experimental insights not easily found in other sources they are 

surrounded with.  

 

The Café Stories interviews also illustrated how thematic knowledge defines scope and purpose of 

youth agency. One interviewee discussed the intertwined content and context knowledge about 

gender as context-specific, explaining that gender is not limited to women, and that it is linked to age 

groups and social status. For success in leading on topics as intricate as gender, the nuanced 

understanding was shown to be vital for youth agency:  

 

 

“… [today] gender for a young woman in her twenties who lives in Jordan is totally 

different from that of a young woman in her twenties in Africa. The way she 

dresses and appears, her expressions, the way she interacts in society. What is 

allowed for her within society or community differs according to where we live 

and when”.  

 

An understanding of power relations and the impact of structures on marginalization is an integral part 

of youth agency. It informs intentionality. But this was not clearly addressed by featured youth agents. 

An understanding of structural injustices and systems of exclusion came more from direct experiences. 

“I was rejected from a school because of my disability. I have been treated differently at work because 

I couldn’t go to some places”.  

 

The structured questions of the Café Stories interviews did not allow in-depth exploration of how this 

type of knowledge interacts with other elements of agency, but the content included passing 

references to it. The value of this knowledge comes from its empowering role. Knowledge is power 

(Foucault, 1980). This vital knowledge must also include deep understanding of ‘structural constraints’ 

which limit agents of change if we are to echo Pangrazio and Sefton-Green (2021b). It turns youth into 

informed and convincing actors and opens horizons for areas of youth agency. Promoting 

knowledgeable youth leaders reinforces the prerequisites for awareness, knowledge, and skills that 

lead to successful agency.  
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EVIDENCE OF SKILL USE AND DEVELOPMENT: A NEED TO SHOWCASE SOFT SKILLS IN YOUTH 

AGENCY 

 

 
 

Evidence of youth agents’ use, and development of skills attained 101 (21.1%) occurrences. Technical 

skills were referred to twice as much as soft ones (66 against 35) across all 23 Café Stories’ episodes. 

The interviews with youth agents did not explore soft skills, and it is possible that featured youth did 

not consider soft skills as important to their journeys as technical skills. 

 

However, overall, youth agents spoke of their experiences in developing necessary skills for their 

projects, and of how they applied those skills in practice. One youth explained how he used his graffiti 

skills in arts projects and another used drama to teach English. Others found it necessary to take 

courses on farming, for example, to successfully implement their climate projects, or to obtain a 

university degree in the field their projects were set up for. Hence, the Café Stories interviews 

demonstrated a proactive approach towards skills use and development among featured youth agents. 

 

HIGHER INTENTIONALITY AND SELF-AWARENESS AMONG FEMALE YOUTH AGENTS 

 

The findings reveal interesting and unexpected variations regarding the gender of the Café Stories 

protagonists. Self-efficacy is the most prominent element of agency that female agents exhibited in 

the interviews, whereas males mostly exhibited evidence of skills use and development. Interestingly, 

these are also the elements that show stark gender variation. Evidence of skill use, and development 

is the least exhibited by females, whereas self-efficacy is the least demonstrated element by males. 

The variations on other elements are not statistically intriguing when considered by overall percentage 

(Figure 2).   
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Figure 2: Variation in elements of The SICS Mode of Youth Agency by gender  

 

In terms of gender variation in demonstrating sub-elements, Figure 3 details these by frequency. 

Female youth agents showed a high co-occurrence of sub-elements usually related to the 

Intentionality: clarity of purpose (48), hope and optimism (40), and of one sub-element related to Self-

efficacy: self-awareness (32). Self-appraisal, another sub-element of Self-efficacy, was demonstrated 

three times as much by female youth agents compared to male youth agents. For males, the highest 

occurring sub-elements were clarity of purpose (41), a sub-element of Intentionality, and technical 

skills (32), a sub-element of kills use and development (Figure 3). 

 

The colour codes in Figure 3 reflect occurrence (the darker the colour, the higher the co-occurrence). 

The coloured ring indicates the coefficient of co-occurrence. Red ring indicates a dense co-occurrence 

while orange rings are indicative of a slightly less dense co-occurrence. 
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Figure 3: Variation in sub-elements of youth agency by gender (produced by AtlasTi) 

 

Despite the limits of content analysis and the relatively small sample size, these findings draw attention 

to two needs. First, academically, the findings encourage research on gender variations on expressions 

of agency. Previous studies on adolescents’ political participation (Cicognani et al. 2012)  show an 

opposite direction where male adolescents demonstrate more confidence and sense of responsibility 

towards political engagement for example. It is attributed to female adolescents’ lack of confidence 

which by themselves are attributed to structural and social factors such as lack of resources available 

to them and the impact of societal stereotyping. Other evidence from studies on gender differences in 

Positive Youth Development (Smorti et al. 2021) conducted on a sample of Portuguese adolescents, 

show a opposite pattern as well. Male students presented higher scores in confidence and 

competence, and this also was attributed to structural elements such as school empowerment and 

school satisfaction. Further research on the rationale on this reverse pattern is needed in the context 

of Jordan and beyond.  

 

Second, peacebuilding practitioners are encouraged to advance youth agency with a focus on 

equitable expressions and/or demonstrations of all the four elements of youth agency in designing and 

implementing youth empowerment and/or media programmes and initiatives to advance and 

showcase inclusive youth agency.  

 

IMPLICATIONS AND CONCLUSIONS 

 

This paper has used content analysis to examine demonstrations of youth agency in 23 audio-visual 

interviews produced within the Youth Media Programme, implemented by GFP in 2021-2022, and 

funded by the US embassy in Jordan. The analysis was informed by the SICS Model of Youth Agency 

specifically devised for the purpose of examining how youth agency is exemplified in youth-led digital 

media. The Programme developed interactive multimedia products on issues identified by youth, and 

featuring youth-led stories, scripted and narrated by youth, demonstrate youth agency effectively. The 
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content analysis in this paper is limited to audio visual interviews since multimedia products have the 

potential to be impactful and should continue to be produced and scaled up.  

 

The 23 audio-visual Café Stories demonstrated the four elements of youth agency in the SICS Model: 

Self-efficacy, Intentionality, Context and content knowledge, and Skills use and development with 

some varying degrees. Despite the variations in how these elements were discussed, the Café Stories 

firmly showcased the role models of Jordanian youth across different sectors, and their agency. The 

content of Café Stories largely demonstrated all four elements of youth agency, with intentionality 

featuring high (36.9%) on the list. Other youth agency elements were almost equally demonstrated 

with a marginally higher occurrence of the demonstration of content and context knowledge (22.2%).  

 

Interestingly, variation was noticeable in how female youth interviewees, demonstrated agency 

compared to male agents: the top agency elements for females were clarity of purpose, hope and 

optimism, and self-awareness. For males, the highest occurring elements were clarity of purpose and 

technical skills. Also, self-appraisal was demonstrated three times as much by female agents compared 

to males.  

 

These findings underscore the multi-faceted nature of youth agency that peacebuilding practitioners 

can strengthen within youth-led media programmes. On the other hand, sharing practical examples of 

crucial-for-development soft or inter-personal skills or turning a power-relations experience into 

explicit knowledge to be shared with peers would help going beyond traditional narratives of agency 

that typically focus on aspects of intentionality and self-efficacy at large. Providing youths with tangible 

examples of those skills needed for the enactment of agency is crucial. 

 

The paper also highlights the need for a significant degree of intentionality to be applied when scripting 

and designing multimedia products that should ask questions about different aspects of youth agency 

in a comprehensive and balanced way and provide tangible examples of skills required for agency. 

 

Arguably, investing resources to script and design media outputs that epitomize youth agency in a 

comprehensive and diverse ways would result not only in a diversity of content but also in diversity of 

opinions, youth agents of change, role models, and success stories showcased. This in turn will 

encourage discussions, make “noise,” and possibly cause positive “noise”, and provide opportunities 

for youth to advance positive narratives. While time-consuming and often even emotional, the more 

this process of supporting youth take podia is repeated, the more youth will have a chance to lead, to 

educate, advocate, and influence their peers and other members of their communities. In short, such 

programming requires resources, and practitioners should approach planning and design of youth 

media programmes with that in mind. 

 

The Youth Media Programme served as an aggregator of momentum, knowledge, and positive 

narratives around resilience-strengthening and prevention of violence efforts. Throughout, the 

programme served as a connector, providing opportunities for Jordanian youth leaders to express 

themselves and co-create, to showcase youth agency, advance positive narratives, and embrace the 
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whole participatory experience as educational and emancipatory. While this Programme represents 

an epitome for agency through media, interactive and in-depth tools that help examine, analyse, and 

learn from youth agency are still very much in demand. 

 

KEY RECOMMENDATIONS 

 

This content analysis paper summarizes findings and provides recommendations for future projects 

and programmes that aim to employ youth-centred and youth-led digital media communications, 

focusing on youth agency in practice.   

 

Based on the learnings compiled through the analysis of digital content hosted on Jeel01 platform and 

the audience reception and engagement with that content, the following set of key recommendations 

is outlined below for peacebuilding practitioners: 

 

For implementing partners 

• Interactive multimedia products that address issues which are identified by youth as 

important to them, and feature youth-led stories, scripted and narrated by youth, should 

continue to be produced – and scaled up. Media products akin to the audio-visual interviews 

in Café Stories represent a good indicator of format that is positively received by audience, 

and with which the audience engages.  

• What would make such products even more successful in the future would be the degree of 

intentionality with which the questions related to youth agency are asked and answered 

through these outputs. Sharing examples of crucial-for-development soft or inter-personal 

skills or turning a power-relations experience into explicit knowledge to be shared with peers 

would be the less-shown aspects of youth agency that could be tapped into by other 

implementing partners through various multimedia outputs. 

• Investing resources to script and design media outputs that ask more questions about 

different aspects of youth agency in a comprehensive and balanced way would result not only 

in a diversity of content but also in diversity of opinions, youth agents of change, role models, 

success stories showcased – and in diversity of reactions. This in turn will encourage 

discussions, make “noise”, and provide opportunities for youth to advance positive narratives. 

While time-consuming and often even emotional, the more this process is repeated, the more 

youth will have a chance to lead, and to educate, advocate, and influence their peers and 

other members of their communities. In short, such programming requires resources, and 

implementing partners should approach planning and design of future youth media 

programmes with that in mind. 

 

For donors 

• More programming is necessary to introduce a paradigm shift in the way how gender-related 

content is introduced, presented, and discussed. In addition, culturally sensitive and 

controversial themes such as gender are best introduced through visual and interactive 

mediums. 
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• Careful selection of the most appropriate and effective medium and format is required to 

reach and engage different specific audiences, but all content, regardless of medium or outlet, 

must be conveyed in simple and appealing language, with brand associations being sensibly 

presented so to encourage, not limit, the audience engagement. 
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ANNEX I 

 

Content Analysis Coding Scheme 

 

Code category: Demographic attributes 

Author or main character’s gender: 

Male: This code will be used when the author is male 

Female: This code will be used when the author is female 

 

Code category: Mode of delivery: 

Podcast episode: This code will be used when the document is a podcast script. 

Audio/visual interviews: This code will be used when the document is an interview script. 

Dramatized series: This code will be used when the document is a dramatized series script. 

Blog: This code will be used when the document is blog. 

 Policy-reflective paper:  This code will be used when the document is a policy-reflective paper. 

 

Code category: Self-efficacy 

Self-appraisal: This code will be used whenever there is a positive expression of self, including 

a demonstration of self-confidence and acknowledgement of self-capacities, appreciation of 

past achievements. 

Self-awareness:  This code will be used whenever there is mention to self-strengths and 

limitations or reflect on past and present experiences in a critical way. It involves recognition 

of values or mistakes, and assessment or self-monitoring or regulation of one’s own emotions, 

thoughts, and actions. 

 

Code category: Intentionality 

Voluntariness: This code will be used whenever there is a mention of free will of the author. 

This code will also consider evidence on the voluntary nature of activities and expression of 

initiative without being asked by hierarchies.  

Clarity of purpose: This code will be used whenever there is a mention of objectives or a vision. 

This code will also consider discussion of imagined future or long-term goals. 

Hope and optimism: This code will be used whenever there is a positive view of the future. 

This code will also consider belief in betterment in conditions and belief in goodness in other 

people. 

   

Code category: Context and content knowledge 

Contextual knowledge: This code will be used whenever there is a mention of social, 

economic, political, and probably historical contexts and constraints of the issues addressed. 

Thematic/subject knowledge: This code will be used whenever there is a mention of 

thematic/subject-related insights, facts, debates, and current progress of the issues 

addressed. Knowledge is factual and theoretical in nature. 
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Power-relations knowledge: This code will be used whenever there is a mention of power 

relations between stakeholders and how these relations impact the socially 

marginalized/disadvantaged (discussion of inequality, justice, identity). 

 

Code category: Skills use and development 

Technical skills: This code will be used whenever there is evidence of using technical and hard 

skills acquired through education. In contrast to knowledge, as skills are practical and 

behavioural in nature. 

Soft and inter-personal skills: This code will be used whenever there is a mention or 

demonstrated understanding of collaboration, inter-personal communication, and evidence of 

development of this skill. 

 

 


