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ABSTRACT

Contemporary Muslim fashion trends are undergoing a significant transformation
with the emergence of the phenomenon of quiet luxury among Muslim women. This
development marks a shift in the preferences of the upper-middle class towards
modest premium fashion that not only prioritizes compliance with sharia, but also
lifestyle exclusivity. This study aims to analyze the global branding strategy of the
Buttonscarves brand in shaping religious prestige lifestyle through its participation
on the international Fashion Week stage and the management of BSLady Club's
exclusive community. Using a descriptive qualitative method with a digital case
study approach, data in this study was collected through social media observations,
visual campaign documentation, and literature triangulation. The results show that
the international legitimacy achieved through various global fashion weeks (such
as New York, London, and Dubai) effectively increases the brand's authority in the
eyes of the world. On the domestic side, BSLady Club has transformed into a
digital consumer tribe that binds consumers strongly through emotional branding
and prestige membership. This synergy ultimately turns the practice of Muslim
women's fashion consumption into an event to achieve exclusive social status. In
conclusion, the integration of global expansion and community management
succeeded in constructing an elegant and classy modern Muslim identity.
Nevertheless, this phenomenon of symbolic consumption requires a critical review
from the perspective of Islamic economic ethics so that the essence of the value of
modesty is not reduced by the commodification of status in the digital era.

Keywords: Quiet Luxury, Modest Fashion , Strategic Branding, Religious Prestige,
Symbolic Consumption.
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INTRODUCTION

The halal lifestyle industry transformed the global economy. Muslim
consumer spending surges globally. This expands international trade. Consequently,
Indonesia strengthens its financial sector to support this industry. Modest fashion
evolved into a high-value global identity. Modern modest wear exceeds high-
fashion standards. This created the Muslim middle-upper class consumer segment.

Consuming halal products acts as an identity performance. They adopt a
prestige lifestyle by seeking brands projecting piety and modernity. Brand
experience and trust drive purchases (Adha et al., 2025). Social media amplifies
this shift via digital identities. Digital spaces let Muslim women disrupt
conventional aesthetics with class narratives. This convergence birthed the "quiet
luxury" trend.

Quiet luxury shifts consumption from clothing to identity representation.
It embodies understated elegance projecting exclusivity. Premium brands like
Buttonscarves drive this classy lifestyle image. Digital media accelerates symbolic
consumption. Modest fashion builds digital prestige, influenced by digital trends.

Buttonscarves achieved international competitiveness through global
Fashion Weeks. Exclusive communities like BSLady Club strengthen emotional
connections via membership systems, proving loyalty stems from exclusivity. This
aligns with Pierre Bourdieu's distinction theory. Luxury modest fashion symbolizes
the fashionable urban Muslim class. Subtle luxury retains high symbolic value
(Jeong & Lee, 2025).

Jean Baudrillard's theory suggests society consumes goods for symbolic
meaning. Modest fashion symbolizes digital social status. Product religiosity is
integrated into modern branding (Saumantri et al., 2023). This reflects Thorstein
Veblen's conspicuous consumption theory. Digital behavior thrives where branded
fashion builds prestige, wrapping prestige consumption in religious identity
(Nevzat et al., 2023).

Muslim quiet luxury transforms modest fashion into symbolic
consumption. Buttonscarves' branding, BSLady Club, and Linda Anggrea's

personal branding interconnect religiosity, fashion, and prestige. Buttonscarves



redefines local modest fashion into a premium brand. It established strong personal
branding visually. High-quality products embed its luxurious image globally.

Exclusive emotional branding binds the "BSLady" community. Intimate
experiences foster deep loyalty. This scarcity sparks a "product war," transforming
fashion into social validation. The #ButtonscarvesGoesGlobal campaign marked
their debut with a Times Square bag installation. At NYFW, they proved modest
fashion can penetrate Western markets (New York Fashion Week A/W 23-24 —
Buttonscarves, 2023).

European expansion followed at London Fashion Week (Buttonscarves at
London Fashion Week Spring/Summer 23-24, 2023). They also captivated
Malaysian enthusiasts at KLFW (Buttonscarves at Kuala Lumpur Fashion Week,
2023). Global affirmation occurred in the Middle East. Linda Anggrea reaffirmed
this global commitment. Dubai Fashion Week S/S 26 established Buttonscarves as
a religious prestige pioneer.

Modern digital marketing prioritizes emotionally attached communities
over sales. BSLady Club boosts loyalty via memberships, demonstrating how
brands create collective identities. BSLady Club utilizes emotional approaches for
long-term relationships. Customer loyalty is crucial for business sustainability and
organic promotions (Rahayu, 2024).

BSLady Club highlights social exclusivity. Reward systems build
community belonging. Consumers gain social recognition, strengthening emotional
attachment and social identity. BSLady Club utilizes consumption gamification.
Accumulating points incentivizes transactions, boosting engagement and digital
loyalty (Anwar et al., 2025). This cultivates a prestige lifestyle ecosystem.

Literature mostly focuses on basic marketing. Islamic branding attracts
loyal consumers. Halal lifestyle marketing influences purchases by shaping a digital
religious image. Consumer experience and brand trust drive repurchase intentions.
Balancing design innovation with Islamic ethics meets market demands (Putri et
al., 2023).

A research gap exists regarding global branding and exclusive digital

communities. No research dissects how premium brands use ecosystems like



"BSLady Club." Thus, this research evaluates digital community loyalty and global
expansion. Buttonscarves' global branding transforms Muslim consumption.
Modest fashion represents a digital prestige lifestyle. Gamification builds premium
loyalty. Consequently, this study analyzes global branding's impact on Muslim quiet
luxury.

LITERATURE REVIEW
A. Strategic Branding Theory

Modern luxury branding shifts to symbolic value. Aiola (2024) notes
luxury historically stems from exclusivity. Today, branding builds prestige in
connected markets. Premium branding balances digital accessibility and luxury.
Emotional branding stimulates feelings over physical attributes. Savi & Peri
(2019) state luxury purchases rely on emotions. Digital interaction amplifies this.
Putri et al. (2025) found social media reviews catalyze buying by validating
status.

Exclusivity relies on distribution and scarcity. This absence strategy
boosts curiosity and prestige. Despite the digital paradox, Li et al. (2025) reveals
online communities strengthen high-end prestige without diluting luxury.
Scarcity marketing triggers urgency. Limited supply increases demand. Al Akbar
(2022) notes limited editions influence youth purchases. Synergizing emotions,
exclusivity, and scarcity forms a dominant branding architecture.

B. Islamic Consumerism

Islamic consumption balances needs and ethics (wasathiyah). It teaches
reasonable, non-excessive (ISRAF), halal consumption. However, digital culture
shifts urban consumption towards social identities and prestige. This birthed
Islamic consumerism, blending religiosity with modern lifestyles. Islamic-
nuanced products are consumed for symbolic meaning, displaying identity and
class.

Jean Baudrillard notes society consumes sign value. Digitally,
consuming religious products represents status. Premium fashion transforms into

a classy religious identity representation (Scott, 2026). Social media accelerates



religiosity's digital transformation. Religious practices become visual identities.
This birthed Digital Religiosity, functioning as personal branding and
consumption.

Digital religiosity integrates with branding. Brands sell values and
experiences alongside products. Religious consumption shifts towards digital
symbolic trends (Toyyib et al., 2026). Thus, digital Islamic consumerism shifts
to symbolic consumption tied to identity and prestige. Religiosity transforms
into digital culture via branding and communities.

. Quiet Luxury & Religious Prestige Lifestyle

Quiet luxury distinguishes class via minimalist aesthetics. Triasari &
Zambhari (2021) argue this supports Pierre Bourdieu's distinction theory. The
hijab displays an educated habitus, negotiating religious and cultural demands.
Prestige lifestyles create a halal branding paradox. Aziz et al. (2026) explains the
tension in commodifying religious symbols. High-brand consumption provides
distinguishing pride. Thus, a religious prestige lifestyle projects a pious, stable
image.

TikTok amplifies symbolic identity, creating hedonistic consumption.
Rahmi et al. (2026) reveals digital behavior challenges Islamic principles via
show-off urges. Global consumerism's identity formation can damage values.
Quiet luxury offers a balanced middle way.

. Community Branding & Loyalty System

Digital marketing builds emotional connections via brand communities.
They unite consumers through shared interests, increasing loyalty and long-term
relationships. Modest fashion communities like BSLady Club build digital
exclusivity. Consumers gain social belonging. Modern loyalty is driven by these
emotional experiences, not just products (Gokarna, 2021).

Gamification boosts digital loyalty. Buttonscarves' BS Points
incentivize transactions for exclusive benefits, creating an interactive,
competitive experience (Change, 2025). Loyalty points increase retention. They
act as economic rewards and psychological tools. Valued consumers show higher

attachment and loyalty.



Brand communities shape online social identity. Exclusive membership
symbolizes status and brand closeness. Consumption is now driven by social
experiences and identity symbols (Zhang & Li, 2022). Thus, community
branding builds emotional relationships. Through digital communities, brands

create consumption ecosystems focused on experiences over mere products.

RESEARCH METHODOLOGY
A. Types and Approaches to Research

This qualitative descriptive study explores meanings derived from
social problems (Creswell, 2009). Postpositivism positions the researcher to
actively interpret digital data without manipulating subjects. A digital case study
deeply investigates constrained events. It systematically emphasizes meaning
over generalization. This explores the symbolic meaning of Muslim luxury
consumption. This method uncovers quiet luxury's symbolic meaning. It
analyzes emotional branding, evaluates digital communities as validation tools,
and chronologically maps modern Muslim identity formation.

B. Research Object

The research object is Buttonscarves, an Indonesian modest brand
growing via digital branding and global expansion. It symbolizes an exclusive
modern Muslim lifestyle. Buttonscarves uses visual branding to position itself
as a classy product representing social identity. Its elegant digital presence makes
it a compelling subject on modern Muslim quiet luxury.

Founder Linda Anggrea's Islamic personal branding integrates
seamlessly. She represents a successful Muslim woman, building consumer
emotional attachment and brand credibility. Additionally, this research focuses
on the BSLady Club. This digital membership community offers special access
and BS Points, creating emotional attachment and loyalty.

The BS Points system uses gamification to boost engagement.
Continuous transactions for exclusive status prove consumption is driven by

social experience and prestige. Buttonscarves' global branding at international



fashion events positions it globally. This demonstrates Indonesian modest

fashion's international competitiveness and exclusivity.

Data derives from relevant digital sources. Main sources include the

official website, customer community, and fashion activities:

1.

Website Resmi Buttonscarves
(https://www.buttonscarves.com/?gad_source=1&gad campaignid=232759
89290& gbraid=0AAAAACASXWRpjQX98moS nhJAWDbIEbDcU&gclid=
CiwKCAjwn4vQBhBsEiwAg3hhN5Ksm40zmvgHUBsANu21aSXKmWag
zDXXztxZ-WHBTE_03WWzsElyxBoCG60QAvD_BWE)

BSLady Club - Buttonscarves

(https://www.buttonscarves.com/id/pages/bslady-
club?srsltid=AfmB0Oo00zlhuoGj4HNuaSU94qTK6YzZOUQVs8EDulDqg27Z
1VSvPzoNy2W)

New York Fashion Week A/W 23-24 — Buttonscarves

(https://www.buttonscarves.com/blogs/news-and-events/buttonscarves-new-

york-fashion-week-a-w-23-
247srsltid=AfmBOorZZcYxglnY_AfbdON_p8vrCViS4q-OcQIFQY-
3c07Cx9UXPVEs)

Buttonscarves at Dubai Fashion Week S/S 26

(https://www.buttonscarves.com/blogs/news-and-events/dubai-fashion-

week-s-s
267srsltid=AfmBOooNcgSR79 8t17RGEVXnEoKBwlJeL. HoshQjBSTLOs
GwWIRYQcG3v)

. Buttonscarves Beauty

(https://www.buttonscarves.com/id/pages/beauty?srsltid=AfmBOooCPAarw
VEzbrPuGnyfPsr4BZswrBqQyW 5kkbXnUR5sdjlbo3RF)

Besides official sources, this study uses trusted news to observe digital

public representations:

1.

Kompas.com

(https://www.kompas.com/tag/buttonscarves)
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2. CNBC Indonesia
(https://www.cnbcindonesia.com/tech/20240401232144-37-

527282/buttonscarves-beauty-siapkan-promo-di-shopee-big-ramadan-sale)

3. Colil

(https://kumparan.com/kumparanwoman/buttonscarves-rayakan-feminitas-

mode-lewat-color-viva-magenta-in-jfw-2026-26 EFz3Zk1FL)

4. Marketeers

(https://www.marketeers.com/buttonscarves-hadirkan-koleksi-terinspirasi-

the-devil-wears-prada-2/)

5. Fashion Network

(https://Ib.fashion network.com/galeries/photos/Buttonscarves,72677.html)

Through these sources, this study seeks to understand how global
branding and digital communities shape modern Muslim women's identity,
C. Data Collection Techniques
To obtain comprehensive data, this study uses data collection
triangulation through digital observation, documentation, and literature studies.
1. Observasi Digital
Digital ethnography captures virtual reality by deeply understanding
cultural practices. It naturally captures complex media environments without
intervention (Ardévol & Gomez-Cruz, 2013). Researchers observed
Buttonscarves' and Anggrea's Instagrams. Observation targets visual branding
and exclusivity. Mapping social network dynamics is crucial (Postill & Pink,
2012). Consistent monitoring turns digital routines into valid qualitative data.
2. Documentation
Digital media archiving validates observations. Documenting visual
designs is fundamental to dissecting brand identity (Aldi, 2022). Digital
aesthetics determine perceived quality. Feed aesthetics significantly influence
premium brand image building (F et al., 2025). This objectively observes

global symbolic consumption practices.
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3. Literature Study

Recent literature provides a theoretical foundation. Fashion trends
construct gender and social class identities across borders (Aksoy, 2026).
Islamic lifestyle directs purchases toward religious values. However, digital
access triggers consumptive behavior, challenging simplicity. The Islamic
lifestyle moderates responses to digital promotions. Educated Muslims'
consumption shifted to symbolic, exclusive behaviors (Arlinda et al., 2026).

D. Data Analysis Techniques

Content analysis systematically uncovers meanings and communication
patterns. It identifies how Buttonscarves builds a quiet luxury image via digital
platforms (Macnamara, 2018). The study analyzes digital content for
representations of religion and luxury. It notes how digital branding builds
premium loyalty.

Analysis identified visual elements like neutral colors and quiet luxury
concepts. BSLady Club's narrative was analyzed to understand social
exclusivity. Semiotics reads symbolic meaning in visual branding. Visuals carry
connotative meanings tied to ideology and social identity (Huppatz, 2011).
Combining content analysis and semiotics uncovers the symbolic meaning and
ideology behind Buttonscarves' digital branding.

E. Data Validity Techniques

Checking data validity ensures credible findings. Susanto et al., (2023)
explains validity is assessed through credibility. Triangulation effectively
establishes validity by analyzing different perspectives (Nurfajriani et al., 2024).
Source triangulation increases accuracy over single methods (Nurfajriani et al.,
2024). Researchers cross-checked digital channels and documents to ensure
narrative consistency.

Primary Instagram data was compared with website data. Digital
branding activities must be confirmed with marketing theories. Prestige findings
aligned with Muslim consumer motivations. Validation checked consistency
between exclusivity claims and interactions. Comparisons with other brands'

social media effectiveness ensure data objectivity. Comparing Buttonscarves



with global luxury brands reinforced credibility. This checked strategies for

balancing digital exclusivity and openness (Felix et al., 2025).

RESULTS AND DISCUSSION
A. Buttonscarves arelike Muslim Premium Brand
Buttonscarves evolved from a local hijab brand into a premium

lifestyle brand. Expanding into ready-to-wear, bags, shoes, and beauty, it builds
an ecosystem representing the upper-middle-class Muslim identity. Consistent
visual branding strengthens this transformation. By displaying an elegant,
modern, yet religious image via clean luxury and neutral colors, Buttonscarves
products symbolize social prestige and cultural capital (Nelissen & Meijers,
2011).

Buttonscarves uses exclusivity branding to increase prestige. Utilizing
limited collections, scarcity marketing creates high enthusiasm and competitive
"product war" behavior, driven by prestige and fear of missing out (FoMO)
(Alvita, 2025). Emotional branding is built through digital personal and
community approaches. Founder Linda Anggrea's involvement and BSLady
Club foster emotional attachment, making consumers buy experiences and social
symbols inherent in the brand (Rokeeb et al., 2025).

Global branding strategies build its premium image. Campaigns and
participation in New York, Dubai, and Jakarta Fashion Weeks position
Buttonscarves as a global luxury symbol of modern Indonesian Muslim women's
success (New York Fashion Week A/W 23-24, 2023). Buttonscarves successfully
built a premium brand identity through luxury branding, symbolic consumption,
emotional attachment, and exclusivity. Digitally, it represents prestige identity
and modern urban Muslim lifestyle.

B. International Fashion Week as a Global Prestige Strategy

Participation in international fashion weeks achieves global legitimacy.

This lifestyle marketing maneuver cleverly uses signature luxurious scarves to

add user prestige, strengthened by the #ButtonscarvesGoesGlobal campaign.



1. Legitimacy in the Western Fashion Center: New York and London
Global expansion began in the West. Buttonscarves' NYFW
Fall/Winter 23-24 presence showcased "The dream Capsules" collection,
marking Indonesia's global readiness (Sakina, 2023); New York Fashion
Week A/W 23-24, 2023). Visually, a giant bag installation in New York
created digital echoes ("After in Jakarta", 2023). European success followed
at LFW. Buttonscarves showcased "The Royale" collection and expanded via
Buttonscarves Beauty as an Official Beauty Sponsor (Kania, 2023);
Buttonscarves, 2023). They also presented a Tower Bridge bag installation
and branded London taxis ("Make a Breakthrough", 2023).
2. Dominance of Strategic Muslim Markets: Dubai and Kuala Lumpur
Buttonscarves asserted its position in Dubai and Kuala Lumpur.
DFW S/S 25 participation proved its Middle Eastern existence, establishing a
new high fashion standard (Modest, 2024). This aligns with its exclusive
brand identity consistency. Malaysia is aggressively targeted. Digital
marketing successfully expanded this key market. Buttonscarves broke
records with a giant flap bag in Pavilion Mall (Wisnubarata, 2023) and
introduced edgy designs at KLFW (Buttonscarves at Kuala Lumpur Fashion
Week 2023, 2023).
3. Consolidation of Prestige in the Domestic Market: Jakarta Fashion Week
International achievements consolidated domestic dominance. At
JFW 2024, "The Fiery Passion" collection highlighted vibrant colors to
strengthen BSLady loyalty (Buttonscarves at Jakarta Fashion Week, 2024).
This classy collection inspires bold aspirations.
4. Analysis and Criticism: The Globalization of Muslim Identity
Theoretically, forming global symbolic capital creates user
"distinction." While elevating Indonesian brands, premium luxury
consumption risks digital hedonism. Nonetheless, Buttonscarves pioneers the

modern religious prestige lifestyle by integrating global narratives.



C. Personal Branding Linda Anggrea

A founder's personal branding builds brand identity. Linda Anggrea
represents a successful, fashionable, religious woman with a prestige lifestyle.
Her digital presence integrates her identity with Buttonscarves, building
emotional attachment (Eliyanti & Aliza, 2025). As a Muslim entrepreneur, she
portrays an upper-middle-class lifestyle. Her elegant, exclusive digital visuals
maintain religious identity while representing economically successful, active
modern Muslim women.

Her branding exemplifies spiritual capitalism. Spiritual values and
religious symbols integrate into digital business strategy, becoming visual
images and symbolic lifestyle representations in modern consumption culture
(Ruqayah, 2024). Through Instagram and podcasts, she builds a premium digital
identity. This personal branding relies on visual storytelling and lifestyle
representation, creating emotional closeness as consumers buy the founder's
narrative.

Her involvement in NYFW and DFW strengthens the brand's global
prestige. This business promotion symbolizes Indonesian Muslim women's
success, portraying them as internationally competitive figures in modern digital
culture. Her personal branding shows modern Muslim identity integrates
religiosity with visual lifestyle, entrepreneurship, and symbolic consumption.
This forms an aspirational digital identity combining economic success with a
luxury modest lifestyle.

D. BSLady Club or Community Branding

Buttonscarves' premium success relies on the exclusive BSLady Club.
This community branding encourages direct engagement, creating a digital
consumer tribe that guards brand values and trends. This prestige membership
system converts transactions into status symbols. Exclusivity is manifested in
high-point redemption schemes (BSLady Club - Spend BS Points, 2026) and
personalized member management (Profile - Buttonscarves Account, 2026).

Exclusivity is reinforced by priority service policies. Registered members



receive privileged stock updates, creating urgency. Transaction transparency also
ensures high-end consumer trust.

Theoretically, this is emotional belonging. Community belonging
influences perceptions of brand authenticity (Selicato, 2025). Brand
identification boosts brand love, driving voluntary public promotion, amplified
by collaborations like The Devil Wears Prada 2 (Buttonscarves Official Website,
2026). Sociologically, lifestyle and premium image determine repurchase intent.
Brand image and lifestyle influence satisfaction, mediating ongoing purchases
(Karima et al. (2025)). High brand love drives extreme loyalty, causing
consumers to willingly pay premium prices.

. BS Points and Consumption Gamification

Loyalty point systems build customer loyalty and engagement. The
BSLady Club BS Points system lets consumers collect points from transactions
to exchange for rewards. BS Points act as gamification marketing. Adopting
game elements like points and membership levels encourages ongoing
purchases, creating an interactive, competitive experience providing symbolic
rewards (Puspita & Sukmono, 2026).

This digital reward system builds a repeat consumption culture.
Consumers buy for point accumulation, combining reward economy with
symbolic value marking loyalty and exclusivity. The BS Points system ties into
digital Fear of Missing Out (FoMO). Limited rewards and promos
psychologically push consumers to keep buying, visually strengthening this
standard lifestyle on social media (Purnama & Damayanto, 2026).

BS Points are part of the digital fashion loyalty economy. Combining
emotional attachment with prestige rewards, the system provides social
recognition and premium experiences, forming social identity. Symbolically,
rewards and memberships represent social position. Gamification systems
construct digital consumption activities as parts of the modern urban Muslim

lifestyle experience, blending customer loyalty and prestige culture.



F. Quiet Luxury Muslimah dan Religious Prestige Lifestyle

Quiet luxury shifts urban Muslim consumption logic, commodifying
piety through premium goods. Contemporary demand prioritizes symbolic value
over usage value, using Buttonscarves to communicate establishment and social
strata membership. This aligns with Jean Baudrillard's symbolic consumption
theory, where individuals consume signs to create self-image (Fitriana, 2020).
Buttonscarves creates a hyperreality where clothing acts as a visual language for
social hierarchy.

Viewed through Pierre Bourdieu's sociology, BSLady uses products for
social distinction. Millennials carefully manage impressions through aesthetic
choices (Apvianti et al., 2026). Quiet luxury creates exclusive religious prestige,
displaying Islamic identity with economic power. This shift is evident among
students. Sharia fashion consumption shifted from need-based to symbolic, often
amplified by TikTok. However, flexing this prestige lifestyle violates sharia
economic principles prohibiting ISRAF and Tabdzir (Ma'rifah & Zahra, 2025).

Theologically, this prestige lifestyle threatens Islamic simplicity.
Consumption should follow justice and balance to achieve benefits (Kasanah,
2022). Excessive consumption risks obscuring maqashid syariah, creating a

paradox where quiet luxury elevates aesthetics but reduces spiritual simplicity.

CONCLUSION

This study concludes that Buttonscarves has successfully pioneered the
"quiet luxury" phenomenon within the modest fashion industry, transforming
Muslim women's clothing from a functional religious necessity into a powerful
instrument of symbolic consumption and social distinction. Through aggressive
global branding strategies, evidenced by their participation in prestigious
international events such as New York, London, and Dubai Fashion Weeks,
Buttonscarves has effectively established global legitimacy and elevated
Indonesian modest fashion into a premium, world-class identity. Coupled with the
strong personal branding of its founder, Linda Anggrea, the brand seamlessly

intertwines modern economic success with religious identity.



Furthermore, the creation of the exclusive BSLady Club demonstrates the
profound impact of digital community branding and consumption gamification in
the modern era. The implementation of the BS Points loyalty system not only fosters
deep emotional attachment and repeat consumption but also reinforces a sense of
exclusivity and prestige among its members. This digital ecosystem transforms
fashion consumption into a collective social experience, where customer loyalty is
heavily driven by the desire for social recognition and validation within the upper-
middle-class Muslim community.

However, the rise of this religious prestige lifestyle presents a significant
paradox when viewed through the lens of Islamic economic ethics. While
Buttonscarves successfully empowers modern Muslim women and elevates the
global aesthetics of modest fashion, the intense commodification of piety risks
contradicting the core Islamic principles of simplicity and moderation (wasathiyah).
The tendency toward conspicuous consumption and status-seeking behavior
challenges the spiritual essence of modesty. Therefore, while global branding and
exclusive digital communities are highly effective business strategies, modern
Muslim consumers must navigate this quiet luxury trend critically to ensure that the
pursuit of social prestige does not obscure the fundamental values of Islamic

consumption.
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