Bridging the Generations

A Communication & Engagement Guide for Lodge Officers

Freemasonry has always adapted its methods while preserving its
principles. While older generations often joined because of tradition and
obligation, younger generations often join because of purpose and
belonging. Despite these differences, the core message remains the same:
Brotherly Love, Relief, and Truth.

The most successful lodges communicate in multiple ways to reach
Brethren where they are. As a guiding principle for all Lodge officers:

"Keep the ritual timeless, but make the communication

timely."”

Masonic Generations Infographic based on information compiled by
RW Richard Lynn & Masonic Renewal Committee

www.masonicrenewal.org



Baby Boomers

BORN APPROX. 1946-1964

O THE MASONIC PROFILE

r » The Legacy Keepers: Boomers hold the institutional knowledge of the Lodge and are highly
invested in their roles as leaders.

« Staying Active: Many are not ready to retire from their positions and want to hang on to
their responsibilities; they expect their legacy and hard work to be respected.

* Fraternal Focus: They deeply enjoy the traditional service and interpersonal fraternal
aspects of Masonry.

COMMUNICATION STRATEGY

« Preferred Channels: Direct, traditional communication works best. They prefer letters,
emails, and phone calls.

 Texting: They will tolerate some text messages for urgent matters, but it should not be the
primary way to reach them.

» Technology & Al: They are highly wary of Al tools and prefer human-to-human contact.
Automation can feel deeply impersonal to them.

$ FINANCIAL & ADMINISTRATIVE HABITS

* Payment Methods: They still actively use checks and carry cash for Lodge dinners and
dues.

« Payment Structure: They prefer to pay for things annually rather than having recurring
monthly charges.

 Cost Sensitivity: They are highly resistant to rising costs of any kind and expect dues and
meal prices to remain stable.



Generation X

BORN APPROX. 1965-1980

O THE MASONIC PROFILE

r » "Keep Me Informed": Gen X values clear, factual information and detailed explanations of
why something matters.

* The Pragmatists: They simply want to "get along" and not be bothered with unnecessary
drama. They appreciate efficiency and want officers to get straight to the point.

* Fraternal Focus: They enjoy the fraternal bonds of the Lodge as well as the self-
development aspects of Masonry. They respect traditions and appreciate modernization that
still honors established customs.

COMMUNICATION STRATEGY

* Preferred Channels: Email is still their preferred method for official notices and newsletters.
They don't mind a phone call or a letter.

 Texting: While they appreciate text reminders for meetings, they get sick of casual or
excessive text messages very fast.

» Technology & Al: They are capable of using Al tools but are already tired of them, viewing
automated or Al-generated messages as "phony."

» What Frustrates Them: Last-minute changes, lack of details, having to search multiple
places for information, and too many social media-only announcements.

* The Winning Message: "Here's what we're doing, why we're doing it, and how you can
participate."

$ FINANCIAL & ADMINISTRATIVE HABITS

* Payment Methods: They primarily use debit cards, but still maintain a checkbook and carry
a little cash.

« Payment Structure: They like the convenience of monthly payments but are perfectly fine
paying annually.

» Cost Sensitivity: They will grin and bear it regarding rising costs, accepting it as a reality.



Millennials

BORN APPROX. 1981-1996

O THE MASONIC PROFILE

r » The Seekers: Millennials are highly interested in the esoteric and philosophical side of
Freemasonry.

« Community Impact: They view the Fraternity as an avenue to do tangible good in their
community outside of a church or organized religious institution.

* Engagement Needs: This generation can be "needy" in a volunteer setting; they often
desire and expect recognition for their efforts, sometimes even before it is totally earned.

g‘ COMMUNICATION STRATEGY

* Preferred Channels: Texting is their absolute primary mode of communication,
supplemented by some email.

* Phone Calls: They will strictly ignore unexpected phone calls. If you need to call a Millennial,
text them first to ask if they are available.

» Technology & Al: They use Al tools regularly in their daily lives but are already suffering
from fatigue regarding them.

FINANCIAL & ADMINISTRATIVE HABITS

« Payment Methods: They do not use checks unless absolutely forced to by the Lodge.

* Payment Structure: They strongly prefer automated, monthly payments for dues and events
to fit their subscription-based lifestyles.

 Cost Sensitivity: They accept rising costs as a standard fact of modern life and do not
generally complain about standard increases.



Generation Z

BORN APPROX. 1997-2012

O THE MASONIC PROFILE

N » The Purpose-Driven: Generation Z often asks, "Why should | belong, and how does this
align with my values and purpose?”. They are drawn to organizations offering mentorship,
personal growth, and meaningful relationships.

 The Initiates: They deeply enjoy the esoteric parts of Masonry and love the feeling of being
connected to a "secret" society.

« Historical Anchoring: Despite being the most modern generation, they find great
satisfaction in feeling connected to previous generations through the timeless traditions of
the Cratft.

COMMUNICATION STRATEGY

- * Preferred Channels: Texting or SMS-type apps (like WhatsApp or Discord) are the only way
to reach them. They expect easy access to information and transparency.

* What to Avoid: They will not open emails, they will not read physical letters, and they will
not answer phone calls.

» Technology & Al: They lean heavily on Al tools and expect modern, digital infrastructure.
Successful outreach includes short videos explaining "Why Masonry matters," graphics
highlighting service, and QR codes linking to Lodge calendars and petitions.

$ FINANCIAL & ADMINISTRATIVE HABITS

* Payment Methods: They never use cash and do not own checkbooks. Lodge finances for
this generation must be entirely digital (Apple Pay, Venmo, digital invoicing).



	Bridging the Generations
	Baby Boomers
	The Masonic Profile
	Communication Strategy
	Financial & Administrative Habits

	Generation X
	The Masonic Profile
	Communication Strategy
	Financial & Administrative Habits

	Millennials
	The Masonic Profile
	Communication Strategy
	Financial & Administrative Habits

	Generation Z
	The Masonic Profile
	Communication Strategy
	Financial & Administrative Habits





