
The Millennial Paradox and the way they perceive relationships 

Collectivism and individualism throw up a number of stark contrasts amongst Indian millennials 

The ever-connected, always sharing, and aspiring to stand apart from the rest, millennials as a cohort 

drive the phenomenon of collective individualism, reflecting what is termed as the ‘Millennial Paradox’. 

Today’s 21 to 35 year olds have never been this self-expressive and individualistic, yet demonstrating a 

great desire to share with the community they live in, seek endorsement from their peers, and be a part 

of a wider community. 

This millennial paradox influences the manner in which they engage with others, living every day to the 

tune of “It’s all about me”, yet strongly resonating with values of relationships – be it with family, 

friends, companions, or co-workers. Digital penetration1 plays a big role in the way millennials perceive 

the circles they operate in and the way they value relationships. There are 371 million internet users in 

the country, out of which 71% are located in urban areas2. 

Relationships are spread wide and have a certain depth to them. Each relationship is distinct, and 

millennials are aware of the potential of each relationship. But it’s the innermost circle of the family that 

is conferred the most value, followed by friends, romantic interest and then the rest of the world.3 The 

fourth edition of the Titan Company Paradox Panel delves into this paradox with different relationships 

that millennials forge in this world. 

Millennials and parents 

Although millennials are perceived to be independent of their families, often called the rebels and 

misfits of our society, an overwhelming 86% of Indian millennials feel strongly about preserving family 

traditions and believe these values are important to hold the society together. However, these numbers 

are based on urban millennials, and factoring in rural responses is expected to increase this percentage.4 

Families are important to millennials, and they are strongly connected to their parents5. There is no 

second group that comes close to the importance millennials give to their parents, with 61% of 

millennials deeming family as extremely important in their lives. Friends rank at a distant second, with 

25% of the share in this study. 

However, when it comes to following the path taken by their parents, millennials prefer to do things 

differently, forging their own routes. Instances such as steering away from traditional events after 

working hours, while aligning household activities with their professional activities are norms in an 

average millennial’s life6. Even though millennials fiercely crave independence, a whopping 82% of them 

live with their parents7 and only 23% of them expect to move out according to a survey by real estate 

consultancy CBRE. 
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Millennials and friendship 

Millennials have the largest network of friends8, a major reason for this being their use of social media 

and their desire to stay connected. However, it’s not just quantity that they yearn for, millennials look 

deeply for quality of relationships. They cherish deeper relationships as they provide an anchor for them 

in a very challenging world.  

Age is no longer a factor that determines friendships. What is interesting is that a pack mentality is seen 

evolving amongst millennials where not only do friends fiercely look out for each other but strangers too 

are coming together for the right cause. “Shontu” is a movement on Facebook where trolls, bullies, and 

other annoying folk on social media are shamed.  

A change in attitude comes in only when it boils down to success and aspiration. The focus shifts from 

the collective to self, while the collective is considered important when personal growth and personality 

is questioned9. Millennials understand that destiny, wealth, and success are personal stories that must 

be built by one for themselves. 

The MTV Curious Minds study says that 78% of unmarried millennials say that friends are more 

important than their romantic interests. Friends are also divided into various buckets: BFFs are ones 

with whom someone shares everything, then there are those with whom one only shares common 

interests, those with whom one connects only for networking, and there are also those who look good 

on one’s social media timeline. On an average, millennials have more than 200 active friends on social 

media, but have never met 21% 10of them. 

Peer pressure and competition are also outdated concepts. Millennials today leverage each other’s 

strengths to grow and gain. It’s peer power over peer pressure. Peer competition is on the low, with 

only 31% worrying that their friends will be more successful than them and the rest believe that their 

friends genuinely support them. 

Millennials in the workplace 

Millennials are quickly becoming the most influential population in our market today, as they graduate 

from college and reach their peak employment years11. As they enter the workforce, they bring with 

them a new perception of what professional life should be like and how relationships between 

employers and employees should be structured. 

According to a LinkedIn study, 67% millennials will share personal details such as salary, relationships, 

and family issues with co-workers, hinting at greater friendships at the workplace. However, 68% of 

millennials, also agreed that they would sacrifice a friendship with a colleague for a promotion. 

Millennials understand that failed friendships are a part and parcel and a casualty on the road to success 

in their careers12. 
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Millennials actively believe that they can do their boss’ job better than them, implying that they work 

better as individuals. However, millennials have been working in teams their entire lives.13  

While a Relationships @Work study revealed that 46% of professionals worldwide believe that work 

friends are important to their overall happiness, millennials also believe that a collaborative 

environment gives them the chance to show off their leadership skills to upper management, betraying 

an individualistic mindset. They believe it’s natural for a leader to emerge from the pack to run 

brainstorming sessions, organise a project timeline or be the main point of contact. The leader can be 

played by only one individual and the position must be fought for is a belief ingrained in millennials. 

Millennials want key experiences and challenging work to stay engaged to their careers, constantly 

looking for growth14. According to author Simon Sinek, millennials look for instant gratification in their 

careers15, and if that is not satisfied at a workplace, they become disillusioned by their work roles, 

forcing them to jump jobs quicker than they should. 

Millennials and marriage 

The way millennials perceive relationships has seen a paradigm shift and it’s natural that this has also 

seen in the way they perceive marriages. Professionals are delaying their marriages in a bid to build and 

focus on their careers, and that has seen an upward trend in the age at which millennials are tying the 

knot. 56% millennials still feel that the age window of 26 to 28 years is the most appropriate time to get 

married, but they would still like to delay their wedding to an age above 29 years16.  

There is paradox in the fact that 65% of millennials feel that marriage prevents people from living the 

lives that they want, however, 83% of them still feel marriage is an important step in life, with a 50% 

split between millennials who are comfortable with the idea of marriage17 and another 42%18 feeling 

that marriage is no longer a necessity. 

When it comes to organising their wedding, 57% millennials would wish to take care of the expenses 

incurred on a wedding, with 18% already saving for the big day. Nearly 36% of Indian millennials prefer a 

simple low-cost wedding, but 24% of them say that their parents would take care of all wedding 

expenses. 

Even though millennials feel marriage is important, this does not mean divorces are non-existent. On the 

contrary, divorce rates have gone up in the country, especially amongst couples under the age of 30 

according to a report in Hindustan Times19. Waning influence of family and joint family, growing 

psychological and financial independence of women, late marriages that lead to greater reluctance to 

compromise and a general willingness to end marriages are all cited as reasons to greater rates of 

divorce in the country. 
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Millennials and parenthood 

Millennials are redefining the very concepts of parenting. Global connectedness and a sense of 

adventure, coupled with the traits that come along due to their place in an era of affluence and internet 

boom, millennials are tech-savvy and knowledgeable in their approach to parenting. Mobile devices are 

vital tools for parents20 that help them manage their schedules, keep a tab on their wards and also share 

their kids’ key milestones to their social circles. 

Key contrasts exist here as well. A growing number of millennial households have two working parents 

and work-life balance is a key issue for both male and female millennial parents. However, millennial 

parents also show a traditional streak, with 48% 21of them agreeing that children do best if a stay-at-

home mom raises them. 

Millennials define good parenting as “being there for your family” and “putting your child’s needs above 

your own.” They are also more likely to turn to their own mothers for parenting advice, but, they are 

more than 2X likely to take advice from the internet than to ask advice from other people22 in their 

circles. 

A changing trend has seen parents share more decisions with their children, and a shift occurs in their 

buying patterns once they have children. Before having children, millennials buy products based on their 

quality, but after becoming parents, millennials pay a much closer look to the price of a product over 

quality23. Categories such as dining and entertainment, apparel, and digital products show this shift the 

greatest, with the shift from quality towards price dropping to as much as 20%. 

Contrasting preferences 

The more you pore over data regarding millennials, clear paradoxes come to the fore. Millennials 

intrigue marketers, however, planning adequately for these contrasts in preferences and paradoxes is 

where today’s brands can give themselves an edge. Millennials are a useful barometer for economic 

preferences, and even though outwardly they exhibit highly individualistic traits, collectivism is a quality 

not lost on them. 

### 
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