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ABSTRACT 

The aim of this paper is to investigate fashion consumption behavior of millennial Muslim women (MMW) 

and gain deeper insights into their lived reality. This will assist fashion companies to minimize misconceptions 

and increase the success of marketing outcomes. 

 

The research project will specifically look into how Muslim women living in Europe consume fashion. This 

preliminary research seeks to answer its research question by employing various theoretical concepts to help 

elucidate some aspects of MMW behavior, such as: their lifestyle, values, actual shopping behavior and their 

needs.  

 

To cover these areas, the study applies a qualitative research approach consisting of social media data and 8 

interviews. 6 interviews were conducted in Denmark and 2 others through the internet. The interviews were 

then transcribed and thoroughly analyzed via the analytical the tool, QDA miner.  

 

The findings show that MMW living in Europe have more in common with their non-Muslim peers in Europe 

than their Muslim peers in Muslim majority countries. This has been a major misunderstanding by mainstream 

fashion brands as shown by their limited modest collections. MMW mainly shop from mainstream fashion 

chains rather than modest brands. MMW express clear needs for clothes which are not traditional but modern 

and fashionable. They demand personalization and inclusion.  

 

Thus, marketers need to realize the importance of understanding this segment. It is recommended that 

marketers develop market-specific strategies for product development since MMW living in Europe have a 

different set of values and style from those living elsewhere. Another suggestion is to collaborate with Muslim 

influencers (MIs) not just for branding purposes but also for product creation. The choice of the influencer 

should also be market specific to match between values and style. A third recommendation is to implement 

MMW consumer motives in brand messaging to attract and acquire MMW as consumers.   
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CHAPTER 1 – INTRODUCTION 

Fashion is the process of appearance management in which individuals use clothing to create styles that are 

accepted by a large group of people at a certain time (Banister & Hogg, 2004). People use fashion to reflect 

themselves, who they are and what they are (Veblen, 1997; Elliot, 2004). Fashion can be considered as special 

language that people can interpret differently and thereby express themselves through their style (Solomon, 

2004). For decades, fashion designers affected consumers in how they should dress to follow trends and make 

certain statements. Brands offered various collections of innovative styles for different seasons and advertised 

them to attract segments (Solomon, 2004). This has changed over the years for several reasons which among 

others are digitalization, economic development and the millennial generation. Millennials differ from 

previous generations. They are demanding and have high expectations. They have become the trendsetters and 

decision makers to how and what they should wear (Rath, 2015). Social media has increased consumers power 

since they are constantly connecting with each other, to express opinions, review and evaluate products 

(Solomon, 2018; Chaffey, 2016). 

 

Industry reports and marketing books have mostly focused on how the managerial side should attract a given 

segment to better market their products (Reuters, 2016; McKinsey & BOF, 2017; Al-Mutawa; 2013). When 

the researcher performed an extensive review of the existing literature, it is discovered that there are a few 

studies which have studied Muslims in the fashion industry, such as the works of Reina Lewis (2013 & 2015). 

However, there is no research that has examined MMW. Economic estimates show positive future predictions 

regarding the Muslim fashion market (Siti, Harmimi, 2016; Reuters, 2016).  The spending of Muslim 

consumers on fashion is estimated at $243 in 2015 and is expected to grow by 5% each year (Siti, Harmimi, 

2016). The main drivers of fashion for Muslim women are millennials (Reuters, 2016). A few years ago, 

mainstream fashion started to target Muslim women by offering limited Ramadan collections 

(theguardian.com). 

 

In the recent industry report by Mckinsey & BOF (2017), several important disruptions in the fashion industry 

are stressed and these are: consumers staying connected through the internet, personalization, consumers high 

expectations in terms of quality, understanding of values, and the shift in fashion consumption from the West 

to the South and East. Technology has allowed Muslim women to connect across regional boundaries, and 

express their interest in fashion (Lewis, 2013). They are increasingly demanding awareness from mainstream 

brands to make them offerings that match their values (Lewis, 2015). However, some of the mainstream brands 

who have addressed Muslim women globally have received major criticism, which relates to a lack of 

understanding of the Muslim woman’s demographics and lifestyle (Reuters, 2016). For example, D&G and 

their Abaya collection was criticized for the style and price range, as well as their choice of models. Reuters 
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also indicates that Modest Fashion sector is still a fresh market and there are several opportunities and unmet 

needs that need to be addressed. One of the top opportunities in the category of ‘Consumer Needs and 

Ecosystems’ is to address the underserved Muslim-minority in the Western markets (Reuters, 2016). This point 

indicates one of the main reasons for this particular research project. 

 

1.1 Motivation, Relevance and Importance 

The researcher has always been interested in fashion and style creation. In fact, one of the main motivations 

for this study is the interest of developing an online clothing store to serve young Muslim women living in 

Western countries. And one of first steps to do before starting a business is to understand who your customers 

are (Kotler et al., 2016). 

 

Consumer behavior is defined as the study of how individuals purchase, consume goods or services, and how 

to meet their needs and wants; The needs and wants of consumers may differ depending on beliefs, cultures, 

individual situation and personality (Kotler et al., 2016). Understanding customers is the first and most 

important step for a company to take to sell its products and succeed (Hooley, 2012). Hence, this research aims 

to study MMW for two main reasons. First, this segment is identified as an opportunity to pursue (Reuters, 

2016). Therefore, it is important to understand the target customer before knowing what to offer them. Second, 

the existing misconceptions of this segment, as well as the lack of research in the academic field, offers 

relevance and importance to this kind of research. Most of the existing research either pertains Muslims as 

consumers in general or looks at Muslim women from a religious perspective, such as how Islam impacts their 

lives, or what it means to be modest. Such research is indeed good to gain a fundamental and holistic 

understanding of the Muslim consumer from a religious and cultural perspective, but it does not display the 

exact behavior for a given industry. Furthermore, most research focuses on Muslims living in the Middle East 

and ignores those living in the West. 

  

1.2 Research Statement 
Based on the relevance and importance identification, this research study serves to assist fashion companies 

in gaining deep customer insights about MMW and offer them strategic solutions in how to target this segment 

with success.  

 

Empirically and theoretically, this research study examines a selection of MMW, and analyzes their behavior, 

motives and actions in order to provide frameworks to help increase a successful understanding and catering 

of apparel to this segment. From a theoretical perspective, this research will fill a gap in the existing literature 

by providing new aspects of understanding MMW from a consumer behavior perspective. Hence, this study is 
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the first to examine MMW and get deeper insights into their lived reality. This will assist fashion companies 

to reduce misconceptions, and market their offerings successfully. 

 

Research question: How do Muslim women living in Europe consume fashion? 

In order to answer the research question, a few sub-questions were developed to guide this research: 

1. Who are MMW as consumers? 

2. What do MMW think about current mainstream modest offerings? 

3. How do MMW pick their clothing items and why? 

4. Do MMW experience challenges in finding clothes? 

5. What shopping routine do MMW have? 

6. What brands do MMW shop from and why? 

 

1.3 The Scope of the Research Study 

This study is limited to examining the fashion consumption behavior of MMW who live in Europe. There are 

many aspects to study consumers. This study will not deal with the role of religion or culture in consumers’ 

lives, since such works already exist. The research will touch upon these areas but only to explain and 

understand the difference between MMW living in Europe from those living in the Middle East. And to 

elucidate the extent to which religion and culture is evident in MMW actual shopping behavior. This will be a 

minor part of the research to explain and understand reasons for existing marketing misunderstandings and 

continued unmet needs. Hence, the focus is on shopping behavior. Shopping behavior can be investigated from 

several aspects, but this study focuses on MMW in terms of discovering and elucidating actions and identifying 

needs and motives. It is crucial to note that the results of this research study and the recommendations are not 

intended for any fashion brand in particular, since each brand has a specific market positioning and different 

target group. Thus, this research provides a general understanding of MMW behavior to assist brands taking 

these findings further and strategically adapt them to their brand. This research project encourages further 

brand-specific research to obtain tailored outcomes.  

 

1.4 Structure of the Research 

This research starts with an abstract presenting the topic, purpose and method of the research, as well as the 

findings. Beside this the research contains six chapters.  

 

Chapter 1. Introduction: this chapter contains an introduction to the topic, motivation, relevance and 

importance of the research, thesis statement, structure of the research, and glossary list. 

Chapter 2. Literature Review: this chapter consists of three main sections, which are: current literature 

on modest fashion, industry insights, and theoretical concepts.  
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Chapter 3. Methodology: the chapter pertains six main sections and these are: research philosophy, 

research approach, research purpose and design, research techniques, analysis procedure, and research 

credibility. 

Chapter 4. Analysis and Discussion: the chapter presents research findings and discusses meaningful 

insights for a greater understanding. The chapter also discusses the validity of the findings.  

Chapter 5. Recommendations: this chapter offers useful recommendations for brands who wish to 

leverage the research findings for their product development for MMW. 

Chapter 6. Conclusion & Future Perspectives: The study concludes its findings according to the 

research objectives and provides a brief outlook to future studies.  

At the end of the paper, there is a reference list and appendixes.  

 

1.6 Glossary List 
Millennial Muslim women (MMW): Women who are born between the 1980 to early 2000. The age group is: 

from 18 to 34-year-old (Strauss, Neil, 2000). 

 

Modest fashion: means wearing a dressing style that covers more of the body. The understanding of ‘modest’ 

may differ across cultures and the extent of wearing modest clothes may also be different. For this study, 

modest fashion refers to the covered dressing style of Muslim women (Lewis, 2013). Alternative terms for this 

could be ‘Islamic fashion’ or ‘Muslim fashion’. All refer to the covered style. 

 

Buyer journey: is the process that customers go through to own a given item. It starts with awareness of the 

product, and ends with evaluation and purchase (Chaffey, 2016). 

 

Buyer personas/Customer profile: are general variables about the customers a company would target. These 

variables are important for marketers to know their type of customers, and how to market their offerings to 

them. These variables could be:  

background: career, family, ethnicity 

Demographics: age, gender, income, location 

Lifestyle: free time activities, style  

 

Social Media (SoMe): internet based online platforms which facilitate communication and sharing of 

information (Christer, 2013). 

 

QDA Miner: It is a qualitative data analysis tool that is mainly used for interview transcripts, or online 

conversations. It has several functions to code texts and create categories based on the researcher’s 

interpretation (provalisresearch.com). 
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CHAPTER 2 – LITERATURE REVIEW AND 

THEORETICAL FRAMEWORK 

This chapter presents the most prominent research and articles in the fashion sector that focus on Muslim 

women. This chapter consists of four themes. The first theme regards general knowledge about the Muslim 

consumer in the fashion industry. The second theme describes paradoxes related to the Muslim woman as 

consumer. The third theme concerns industry insights into both mainstream and modest fashion. The fourth 

theme pertains reflections and relevance of the reviewed literature.  

 

2.1 The Muslim Consumers in the Fashion Sector 
Mentions of the Islamic veil, Muslim women, and modest fashion have recently increased in the fashion news, 

as more and more mainstream brands target this segment (Singh, 2017; Khan, 2017; Weinswig, 2017; Datoo, 

2017; Gorman, 2017). Before delving deeper into these issues, it is crucial to provide a few basic term 

definitions that are used interchangeably, which are applied in this research project and the mentioned 

literature. First, the Muslim veil, scarf or the Arabic term “Hijab” is defined as both a religious and cultural 

practice for Muslim women to express their faith, devotion, and identity. It is not just a piece to cover women’s 

hair but also a manner of behavior and lifestyle (Siti, Harmimi, 2016; Lewis, 2013; Galadari, 2012). 

Additionally, one might encounter the term ‘modest fashion’. This term refers to both Muslim women, and 

non-Muslim women who dress modestly (Lewis, 2013, 2015). Modest dressing style can be due to religious 

and non-religious reasoning, such as: perception and satisfaction/dissatisfaction level of own body shape, 

response to changes in lifestyle (such as: age, having children, or job status), and response to cultural and 

ethnic norms (Lewis, 2013). It is argued that although modest fashion may refer to any of the aforementioned 

reasons, it is mostly associated with Muslim women and the new era that combines both faith and modernity 

(Lewis, 2013, 2015; Sandikci, 2010). 

 

Muslim women’s interest in fashion and consumption has always existed (Sandikci, 2010). The interesting 

question is, why has modest fashion gained so much popularity in the last few years and not previously?  

 

The Muslim millennial generation, or the so-called modest dressers, have been growing up in a consumer 

culture where they have to express their identity, personality, and values. They are participating in the wider 

circle of global mainstream fashion instead of relying on traditional or ethnic consumer culture as their parents 

did (Lewis, 2013). There are several reasons for this force, 1) migration and cultural change. 2) The media and 

stereotypes surrounding Muslims. 3) The role of internet. 
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2.1.1 Migration and cultural aspect 

Culture has several definitions by different scholars, however, Hofstede (2984, p.82) defines it as “the 

collective programming of the mind that distinguishes members of one group or category of people from 

another”. He further explains that culture is created collectively by social interaction and thereby creates a 

kind of mental program of shared patterns, mindsets, behaviors and values (Hofstede, 1992, p.2-3). Muslim 

millennials who are currently living in the West could be labeled as “hybrids” or as “Marginal Man” from a 

cultural perspective (Rogers, 1999). These two terms refer to individuals who are immigrants or have a cross-

cultural marriage background. These individuals might have a kind of mixed identity because they belong to 

two or more different worlds or cultures in which none of these cultures are completely internalized but might 

be combined (Rogers, 1999; Park, 192, p.892).  

 

On the other hand, scholars such as Inglehart (1997) argues that culture and cultural values are indeed 

correlated and influenced by environmental, political, and economic changes. These changes happen slowly, 

and this change happens when the younger generation acquire new values of their current environment while 

the older generation tend to resist and retain their old values that they acquired when they were young. In this 

case, cultural change results in a gap between the young Muslim hybrid population and their parents. Muslim 

millennials may be the second or third generation community members who have grown up in Europe, and are 

native speakers of European languages, as well as being digital natives (Lewis, 2015). Their early exposure to 

the internet has allowed them to develop new ways of communicating, and has created familiarity with other 

cultures across boundaries, as well as producing new modes of cultural and religious expression (Lewis, 2015). 

This is the first reasoning as to why Muslim millennials are different from the older generations. They have a 

mix of identities resulting from their ethnic background relating to their parents’ roots and their upbringing in 

the European societies. 

 

The emergence of modest fashion is due to young Muslim millennials living in the West as a minority group 

(Lewis, 2013) acquiring new values of self-expression, individualization and independence. They 

communicate these modern values by combining mainstream fashion with faith visibility. Hence, Muslim 

women, just like their non-Muslim peers, buy items from chains such as H&M, Zara, or Mango. These stores 

do not specifically cater to Muslims, but the Muslim consumers mix and match items to produce a style that 

is covered yet fashion-forward (Lewis, 2013). This also explains the notion of “this and that” instead of “either 

this or that” (Firat, 2005). This means that Muslim women have a hybrid consumer identity that is both 

religious and modern. They want to have it all without compromising one thing for the other (Al-Mutawa, 

2013). 
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2.1.2 The media & stereotypes 

The second reason surrounds the circumstances of 9/11 which have led to increased presumptions, stereotypes, 

prejudice, and discrimination of Muslims, especially when there is a visible presentation of their faith like the 

veil (Lewis, 2015). This has resulted in marginalizing the Muslim population and excluding them from the 

areas of fashion and modernity, especially in the West where Muslims are a minority (Lewis, 2015). Muslim 

fashion has been regarded outside the world view in the fashion industry because the Muslim veil has 

sometimes been dismissed as a “just a piece of cloth”. It is due to the associated concerns or issues created by 

some interest groups, and then ideas are distributed through the media, such as: whether the veil symbolizes 

oppression, freedom or empowerment, the perceived role of genders in a society, freedom of speech, and 

identity expression (Lewis, 2013). Muslim women are tired of being labelled as oppressed or brainwashed. 

Therefore, they choose to convey their passion, empowerment, and freedom of choice through fashion 

(Janmohamed, 2016). As a response to the different stereotypes and prejudice, and to combat the negative 

discourses surrounding Islam, innovative Islamic fashion has emerged and is dominated by young Muslim 

women. They have created new styles of modest dressing by combining mainstream fashion with their own 

faith, as well as forging new forms of religious interpretation, communicating modern identities, and indicating 

new aspects and understandings of modernity and fashion systems (Lewis, 2015).  

 

2.1.3 The role of internet 

Heiding et al. (2016) argue that web 2.0 and SoMe have facilitated communication between consumers to 

establish online communities across boundaries. There are three types of communities, e.g. Pools, Webs and 

Hubs. The first is when community members share common values or goals. The second, Webs, refers to 

strong ties and personal relationships among the Webs communities. Hubs refers to the shared admiration of 

a figure of the community, who could, for instance, be a famous person. The Internet has played an essential 

role in the development of modest fashion. SoMe has connected MMW with each other across regional 

boundaries by building blogs as online communities. These blogs can be classified as a combination of Pools 

and Hubs. This is due to the characteristics of these communities, such as, Muslim women sharing common 

values or goals by adhering to the same religious guidelines. Blogs owners demonstrate new ways of 

embracing modernity without compromising their faith by producing and distributing content (such as: videos, 

photos, and texts), as well as encouraging discussion (Lewis, 2013). See figure 1, one of the most influential 

modest blogs owned by Dina Torkia (Lewis, 2015). Hence, followers of these blogs admire the owner of the 
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blog and continuously engage with the content on 

modest discourse, inspiration, and sharing 

experiences, such as: providing advice and tips on 

how to create modest dressings according to 

seasonal trends and changes (Lewis, 2013, 2015; 

Heiding, Knudtzen & Bjerre, 2016; Kozinets, 

2010).  

 

2.2 Paradoxes and Concerns of Modest 

Fashion 
Building on the above studies, such as: Lewis (2013), Janmohamed (2016), and Firat (2005), it is indicated 

that modernity is not the opposite of religion for MMW. Consequently, there are two paradoxes, one is internal 

and the other is external. The internal paradox concerns MMW and identity expression through fashion. The 

external paradox is about MMW and their acceptance in the wider community. 

 

2.2.1 The internal paradox 

Reina Lewis (2013, 2015) and Scandikci (2010) clearly indicate how Muslim clothing was viewed as a 

stigmatized practice in the past, but over the years has become a fashionable practice that is now entering the 

mainstream fashion sector and is rapidly gaining attention. However, the first paradox is that while Muslim 

women engage in mainstream fashion and create new ways of dressing and establish popular blogs, they may 

run into the same consumerist and image-conscious domain that women are fighting globally (Lewis, 2013). 

Modest dress is supposed to combat these kinds of issues due to the humble values of Islamic dress (Siti, 

Harmini, 2016). Hence, the question is, does modest fashion adhere to and is legitimate to Islamic dress? 

(Janmohamed, 2016; Al-Mutawa, 2013). Other concerns regard some issues about online modest fashion blogs 

and communities. The research performed by Reina Lewis (2013) mentioned that the more popular blogs 

become, the stronger stance bloggers take from combining Islam with fashion. They classify their blog content 

within the entertainment field. Bloggers who have been previously mentioned act as role models or new 

interpreters of modest dressing. However, they in fact distance themselves from claiming Islamic knowledge 

to avoid heated discussion about the correct form of modest dress. They rather show a wide variety within 

modest dressing (Lewis, 2013).  

 

2.2.2 The external paradox 

Fashion and lifestyle blogs are widely utilized by marketers to reach wider audiences and increase brand 

awareness. This happens by having bloggers speak about brands’ products (Kozinets, 2010). One reason for 

the attraction of these modest blogs is that they have diverse followers across countries. This diversity brings 

Figure 1. Source: Screenshot of dinatorkia.co.uk 
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different experiences together, which leads to more variances in the ideas proposed as solutions to certain 

consumption-related issues (Kozinets, 2008). For example, creating new forms of dressing for MMW living 

in Europe. The modest dressers get inspiration in how they can dress to honor their Islamic values, while 

simultaneously fitting in into Western societies and being as fashionable as their non-Muslim peers 

(Janmohamed, 2016; Lewis, 2015a). Hence, such blogs become a source of inspiration for many MMW. Such 

online communities are attractive to marketers due to their trust in the blogger, and the strong influence a 

blogger can have on their own followers in terms of purchase decision-making. This is also called the Word-

of-Mouth (WOM) marketing technique (Kozinets, 2010). However, Lewis (2013) notes that although MMW 

are active and creative creators of such communities, they still experience difficulties with acceptance within 

mainstream fashion. She mentions an example of the blogger Kossaibati who hosts a blog called “Hijab Style”, 

see figure 2. This blog was last active in 2014 (hijabstyle.co.uk) 

 

Kossaibati had applied to promote Mango in 2013 but was rejected. Lewis (2013) argues that it is not evident 

whether the rejection was based on the blog size and popularity or if it was simply aversive. One might argue 

that such issues were possibly more prominent in 2013, and not as notable in 2018. Surely, when looking at 

some news sources, such as: theguardian.com, businessoffashion, forbes.com etc. one would see many 

mentions of brands collaborating with MIs. However, 

lack of diversity and mindfulness still exist. A recent 

YouTube video posted by Dina Torkia speaks about the 

latest H&M modest collection (Dina Tokio, 2018), see 

figure 3. She criticizes the collection for not being 

useful to Muslim women like her. In fact, she mentions 

that no brands have reached out to her to collaborate in 

creating designs that really appeal to MMW living in 

the West. Hence, one could ask whether mainstream 

inclusion of Muslim women is a matter of diversity trend 

or a new reality? 

 

 

 

 

 

Source. Dinatokio.co.uk. Style creation by 

Dina for her followers 

Figure 3. Source. Screenshot of Dina 

Tokio YouTube video - URL 

Figure 2. Source: Screenshot of hijabstyle.uk.co 

https://www.youtube.com/watch?v=eFvSkPxzijw
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2.3 The Industry 

2.3.1 Mainstream Fashion  

The fashion industry experiences new disruptions from different aspects. Looking at 2018 and forward, the 

industry is taking a turn that was never experienced before. It is going through new ways of disruption. The 

first one is called the global economy disruption, which is the shift from the West to the South and East. The 

second one is called consumer shifts disruption (BOF, 2018).  

 

2.3.1.1 Global economy disruption  

In the previous years, the West (Europe) has been the main global stronghold for fashion sales, but that is 

gradually changing, and the West will not be the highest source of sales as emerging markets take over. Asia 

Pacific, Latin America and other regions will account for more than 50% of sales (McKinsey & BOF, 2017). 

As shown in figure 4, sales in the West will decrease from 60% to 45% - a decrease of 15%, whereas sales in 

the rest of the world will increase from 40% to 55% - an increase of 15%.  

 

2.3.1.2 The consumer shifts disruption  

Consumers staying connected. It is argued that consumers spend more than six hours a day online, and 

much of this activity is performed on SoMe which accounts for 74% of the total online usage (Jespersen, Rapp, 

2017). In fact, recent research by the tech company Vertic shows that 

consumers no longer go online but live online (Jespersen, Rapp, 

2017).  Due to this connectivity and fast exchange of information, 

consumers are becoming price sensitive which means that they are 

willing to change brand for a higher percentage of discount. However, 

although consumers are evermore price sensitive, still care about a 

company’s reputation and practices, and whether these are aligned 

with their own values (McKinsey & BOF, 2018; Heiding et al. 2016). 

 

Consumer personalization. This trend regards individuality. Consumers demand personalization in terms 

of communication. They demand tailored recommendations, influencer engagement, and personalized 

experiences (McKinsey & BOF, 2017). This means that consumers are in control. Their needs are to be met 

according to their preferences. Thus, it is essential that brands understand consumers and see them as people 

and not just buying machines. They need to understand their customers’ cultures, what they like to do, how 

and why they do what they do (Solomon, 2018). This kind of understanding assists in serving the customer in 

an individualized way (Jespersen & Rapp, 2017).  

 

Source. McKinsey & BOF, 2017 
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In terms of fashion, consumers have multiple reasons to demand personalization. The first reason is the 

increasing desire to express their own values, self-image and style (Elliot, 2004; Chang, 2006; Zheng, 2006; 

Veblen, 1997). In this case, values mean that consumers express their own values by creating a style from 

different items from one or more brands that have similar values to their own. This is when style becomes an 

image reflection and a mind-set (Veblen, 1997). Consumers trust influencers to be more authentic than 

traditional marketing techniques (Brown & Hayes, 2008). They trust their peers to curate information more 

than the brand itself (Ferguson, 2008). The reason for this is the real-life application of the specific items by 

the influencer that the consumer follows, trusts and admires (Woods, 2016).   

 

Big platforms as first destination. The second element of trend disruption is that big online 

platforms are becoming the first destination for shopping searches. This preference is due to the wide variety 

of brands and their offerings, convenience, delivery, and return policies. Therefore, it is more relevant for 

brands to consider such powerful engagement and collaboration (McKinsey & BOF, 2017; Wandorf, 2017).  

 

2.4 Modest Fashion  
The report by Mckinsey & BOF highlights new disruptions in the fashion industry with general and global 

focus. Another report developed by Thomson Reuters called ‘State of the Global Islamic Economy 2016-

2017’. It focuses on the global Islamic world. Thomson Reuters is a Canadian research and information firm 

(Thomsonreuters.com). The report highlights modest fashion as one of the main elements for economic 

development. It is therefore important to shed light on the modest fashion market development and look at 

consumer insights. 

 

In the last four years, modest fashion has become a new trend across national 

boundaries, especially when several mainstream fashion brands have featured 

Muslim models or introduced modest collections. Such brands include Nike, 

H&M, Zara, D&G, and Mango to name a few (Reuters, 2016). Another 

interesting factor is that Muslim spending is estimated at $243 billion in 2015 

and makeup 11% of global spending on apparel. It has increased by 5.7% from 

2014 to 2015 (Reuters, 2016). The sector is predicted to continue growing and 

reach an estimate of $368 billion by 2021. It is argued that this share of Muslim 

spending of the total market should not be ignored (BOF, com - Janmohamed). 

See figure 5. 

 

Source. Reuters, 2016 
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Reuters (2016) further highlights some of the mainstream brands who have 

addressed Muslim women globally by offering limited Ramadan collections but 

received major criticism. The criticisms were related to the lack of understanding of 

Muslim women demographics and lifestyle. One of the brands criticized were D&G 

and their Abaya collection. It was criticized for the style and price range, as well as 

the choice of models, see figure 6. 

 

Reuters also explain that the Modest Fashion sector is still a fresh market and there 

are opportunities and unmet needs that need to be addressed. One of the top 

opportunities in the category of ‘Consumer Needs and Ecosystems’ is to address the 

underserved Muslim-minority in the western markets (Reuters, 2016). The second 

top opportunity is within ‘Product & Services’ for Western brands that want to 

create modest fashion lines (Reuters, 2016). Although some brands have been 

criticized for lack of understanding, there are others who have been praised for 

doing the right thing, such as Toms. Toms collaborated with Malala Yousafzai and sold scarves where 100% 

of the profits were dedicated to support girls’ education. Another brand is the Japanese online giant Uniqlo, 

who partnered with the Muslim designer Hana Tajima to create designs and hijabs that are Muslim friendly, 

which they succeeded in doing (Reuters, 2016). The examples imply which direction mainstream brands could 

go if they want to appeal to MMW.  

 

2.4.1 Consumer insight of the modest fashion sector 

Millennials are the main consumer group driving the growth of the world’s economy (Reuters, 2016), and 

MMW are driving the modest fashion sector. Members of this group are those born between the 1980s and 

early 2000s – 18 to 34- year old (Strauss, Neil, 2000). Millennials account for 2 billion of the world’s 

population, 86% of them live in emerging markets and will make up 50% of the global workforce in 2020 

(Reuters, 2016). This relates to the mentioned factors in the State of Fashion 2017 report by McKinsey & BOF 

in which they argue that most fashion growth will stem from the emerging markets. 

 

Research indicates that the Muslim population is growing twice as fast as the non-Muslim population. Muslims 

will control 50% of the workforce (Pew, 2017; Reuters, 2016). Figure 7 shows the growth of Muslim 

population from 2016 (Pew, 2017). The total amount of Muslims in the EU made up 5% of the entire EU 

population, and the percentage of Muslims is expected to grow by 7,4% , 11,2% or 14% - depending on 

different migration scenarios (Pew, 2017). This means that the least growth expected is approximately 7% and 

maximum growth is 14%.  

 

Figure 6. Source: 

dinatokio.co.uk. 

Reuters, 2016 
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Regardless of these numbers, the 

important point is that millennials are the 

drivers of growth whether in Europe or the 

rest of the world. An interesting insight is 

that European Muslims are much younger 

and make-up almost double than their 

European non-Muslims (Pew, 2917), see 

the table 1. This growth should not be 

ignored when thinking about the future 

consumers of fashion. 

 

 

  

 

 

 

Furthermore, Reuters (2016) mentions some insights of the Muslim millennials that differ from the insights 

provided by McKinsey & BOF. Primarily, Muslim millennials have a firmer stronghold to their religious 

values, and their beliefs affect their consumption behaviors since they see their religion as a guide of life 

(Reuters, 2016; Lewis, 2013; Janmohamed, 2016). However, what they do have in common with Western 

millennials is that they are technologically oriented, expect constant access to information, and are connected 

online 24/7.  

 

The main two industry reports have been used to supplement each other. The McKinsey & BOF report was 

for general fashion industry insights, whereas the Reuters’ report focused on Muslim consumers and modest 

fashion. There is more work to be done to discover insights concerning Muslim women as consumers. The 

biggest Islamic branding firm, OgilvyNoor, assists companies to better market their products and services 

through higher understanding of the Muslim consumer worldwide (Hussain, 2010). During their continuous 

marketing and consumer research of the minority Muslim population in the West, they have discovered certain 

insights into MMW (Hussain, 2010). Young Muslim women are educated, tech savvy, confident, ambitious, 

and see themselves as the most fashion-forward women - just like their non-Muslim peers. They highly value 

and demand honesty, transparency, respect, humility, accountability, and community (Al-Mossawi, 2002). 

They want to break stereotypes and show the world that they are not oppressed but have the freedom to make 

their own decisions. They want both inclusion and attention in mainstream fashion (Lewis, 2015; Janmohamed, 

2016; Hussain, 2010). 

Muslims Ages Non-Muslims 

23% 15-29 17% 

27% 30-44 20% 

Table 1. Muslim Population Growth 

FR 

DE 

UK 

NL 
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2.5 Relevance of- and Reflections on Literature Review 
The insights gained from the mainstream fashion report by McKinsey & BOF provides fundamental 

background knowledge on the shifts, disruptions and upcoming changes in the fashion industry. However, the 

report does not mention any reasons behind the major shifts from the West to the South and East, which is 

why it is vital to include insights from other industry reports and researches, such as Global Islamic Economy 

by Reuters (2016), or Janmohamed (2016). The reasons behind the shifts are: 1) the growth of Muslim 

population. 2) The rise of Muslim women’s engagement and creation of modest fashion. The extensive 

research by Reuters also poses some crucial opportunities to address under-served Muslim-minority in the 

Western markets, especially women since they are the drivers of modest fashion. This poses the challenge of 

how to understand and address Muslim women in the West since customer understanding is one of the main 

and first steps to do before creating and marketing a product. Undoubtedly, the knowledge gained from the 

industry reports is irreplaceable since this research project does not have the capacity or opportunity to perform 

as big, extensive, and deep industry research as has been done by McKinsey & BOF, Reuters, and 

Janmohamed. However, much of this research was performed through a quantitative research approaches, such 

as surveys or data analytics. The outcome of such research methods would be general and limited (Saunders, 

2009). For instance, structured questionnaires through surveys provide limited outcomes which are previously 

determined by the research in order to narrow the focus (Saunders, 2008). On the other hand, it is good to 

supplement surveys with computational data since such data is authentically expressed by consumers on the 

internet, and collected by marketers to be analyzed (Flaounas, 2012). Consequently, big data is heavy and 

contains large amounts of information that can only be tackled and analyzed through computational tools, and 

such tools might not provide 100% accurate results that reflect reality. This is due to the tools’ inability to 

distinguish elements in languages, which might lead to misclassification of data and hence manipulate 

outcomes (Pang, 2008; Tufekci, 2014).  

 

While applying quantitative methods for overall understanding of certain areas of interest, it is also crucial to 

get in depth insights from qualitative research areas, such as the research done by Reina Lewis (2013, 2015). 

Lewis (2013) studies the combination of religion and fashion across faiths and contexts with focus on the three 

largest religions in the world, e.g. Christianity, Islam and Judaism. The study is considered to contribute to the 

field of religion and explore how modest fashion allows individuals to see the transformative changes in 

religion, which is not dying or declining but changing. Another research book by Lewis (2015) provides keen 

insights on historicized accounts in the areas of design, marketing, retail, mediation and consumption of self-

conscious Muslim fashion. This book focuses on Muslim fashion from political, legal, cultural and religious 

contexts to explores the interconnections of production, distribution and consumption. Lewis apply qualitative 

research methods such as Ethnography and in-depth interviews. Both of her books provide deep background 

knowledge on the variation and the intersectionality of religion, ethnicity, class, gender, generation and nation 
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of Muslim women as consumers. Both books focus on the role of religious beliefs in fashion consumption and 

contribute great insights to understand this field in a wider perspective.  

 

Compared to the industry data which reveals the upcoming shifts in the fashion industry, these books offer a 

wider understanding of the Muslim market and consumption culture. Hence, this literature review has assisted 

the researcher on this project in various ways. First, it helped to refine the research objectives. Second, define 

the gap in both literature and practice, and this gap is that no research has been done on MMW who live in 

Europe and their fashion consumption behavior. The literature review helps to avoid repetitive research 

questions. However, the challenge still remains, and this research project claims its position as no research has 

addressed the opportunity of the modest fashion in Europe. The growth of the fashion industry is shifting to 

Muslim majority markets, and it appears that some brands face challenges in addressing the Muslim consumer 

both in emerging and European markets. 

 

 THEORETICAL FRAMEWORK 

Through the knowledge gained from the literature review and reflections on the existing studies as well as 

identification of certain gaps, the purpose of this research emerged. Since the research is explorative, the 

theoretical choice and combination is based on two factors. First, the reviewed literature on Muslim women in 

the fashion sector. Second, the categories that have emerged from conducting and processing the interviews. 

Thus, the following theoretical concepts are applied to explain and understand MMW fashion behavior. 

 

2.6 The Four Theories of Motivation for Wearing Clothes 
When researching fashion, it is important to look at the fundamental reasons as to why people wear clothes. 

Some of the early traditional researches mainly emphasized the functionality and later other aspects came to 

existence (Solomon, 2004). These other aspects relate to the functions, motivations and needs of consumers 

(Solomon, 2004). There are four types of theories in this spectrum, which are: modest theory, immodest theory, 

protection theory, and adornment theory. Modest theory argues that people wear clothes to conceal their private 

parts out of shame and is related to religious and cultural beliefs (Solomon, 2004). However, modesty is not 

universal, in some cultures, body parts are shown without shame and in other cultures the same parts are 

concealed. Hence, the concept of modesty has changed over the years (Solomon, 2004, Lewis, 2013). 

Immodest theory refers to the need to draw attention to certain parts of the body. For instance, wearing jeans 

covers the body but draw attention simultaneously. At this point, it is stressed that the selection of clothes 

reveal an appropriate amount of the body. The understanding of appropriateness also differs in different 

cultures (Solomon, 2004). Protection theory suggest that clothes protect humans from cold, insects, animals 
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and supernatural forces etc. (Solomon, 2004). The last theory which is the adornment theory argues that clothes 

are used for adornment purposes. For instance, people use clothes for personal decoration, expression, and 

raising one’s self-esteem. Adornment theory also argues that women use clothes to reshape their appearance 

to conform to fashion and beauty trends (Solomon, 2004). This theory entails the social-psychological and 

motivation concepts which underlie the use of clothes (Solomon, 2004). Before moving to these explanations, 

it is crucial to highlight that for this research modesty and adornment theories are the most suitable to be 

applied and discussed for this research project. Modesty theory will be discussed by dissecting the roles of 

culture and religion in MMW’s behavior. The adornment theory will be used to analyze consumers’ lifestyles 

to elucidate the social-psychological elements. Finally, the motivation aspect will be explained by looking at 

consumers’ motives in the coming sections.  

 

2.7 The Consumer’s Lifestyle 
It was previously argued that consumers demand more and more personalization. In order for brands to 

succeed, they need to understand their consumers. Brands need to be able to personalize communications, 

which makes it imperative to understand consumers as people (Jespersen & Rapp, 2017), who they are, what 

they do and why they do what they do (Solomon, 2004; Barden, 2013). To simplify the process of 

understanding MMW, several concepts will be applied. First, shopping orientation of MMW, which refers to 

the feelings MMW have towards clothes shopping (Solomon, 2004). Second, dissecting MMW lifestyle 

applying AIO: 

- Activities: refer to how consumers spend their time, such as: work, or hobbies  

- Interests: are consumers’ priorities, such as family, home or fashion etc. 

- Opinions: unveil consumers’ opinions on different topics which could be: themselves, products, or 

ads. (Plummer, 1974; Solomon, 2004).  

This model dissects the consumer’s psychographic profile, and it is useful when it is applied in conjunction 

with the following theoretical frameworks. The model will unveil MMW reality by discovering how they 

spend their time, what interests they have and how they view themselves as well as the world around them 

(Solomon, 2004). The model does not indicate consumers’ behavior but provide insights on consumers’ 

patterns of living, and how these factors influence the buying behavior (Kotler et al., 2016).  

 

 

2.8 The Role of Religion in Consumer Behavior 
Marketing literature has always suggested that religion and culture affect a society's value system and these 

value systems affect the consumer’s behavior (Inglehart, 1997; Esso et al., 2004; Kotler et al., 2016; Vitell et 

al., 2003; Sandikci & Ger, 2010). In fact, religion is seen as a frame of reference or life guidelines to help 

people have order, control, maintenance and understanding of life and surroundings. Religion plays a central 

role of culture (Esso et al., 2004). Thus, these factors influence behaviors and purchase decisions made by 
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consumers (Delener, 1990; Arnould, 2002). The study done by Esso et al. (2004) indicates religion influences 

consumption among various religious groups, including Muslims. They argue that devout Muslims are great 

risk takers and innovators in terms of consumptions, which means that they are more willing to try new brands 

and products. They believe that the outcome of their actions is God’s will rather than their own doing. 

Therefore, Esso argues that Muslim consumers may not engage in extensive information search since the 

outcome is determined by God.  

 

2.9 The Role of Culture in Consumer Behavior 
Culture is also considered as a fundamental influencing factor on consumers’ behavior (Kotler et al., 2004; 

Solomon, 2018). Culture is seen as a prism in the way in which consumers see products and services through, 

as well as make sense of their own and other consumers’ reality (Kotler et al., 2004). Hence, consumers’ 

perception and understanding of certain brands highly depend on their own cultural lenses. In marketing 

literature, culture is defined as the shared meanings in a social group and these meanings act as blueprints for 

human behavior; each culture consists of subcultures which includes religions, racial groups etc. When these 

subcultures grow wealthy enough, companies start targeting them and build customized marketing programs 

as well as offerings (Kotler et al., 2004). At this point, MMW are considered as having a subculture since they 

belong to one religion, but the challenge here is that MMW do not come from one culture or one ethnic 

background but rather multiple cultures and ethnicities. On one hand, MMW have certain values in common 

due to religious beliefs, but, simultaneously, they have different values which are influenced by the society 

that they are living in (Inglehart, 1997; Lewis, 2013; Janmohamed, 2016). One may argue that religion and 

culture can be viewed as two different dimensions influencing each other but not as a one whole component 

that consists of both religion and culture as (Overall dominating culture with several subcultures, including 

religion (Kotler et al., 2004)). In the analysis and discussion chapter, the study discloses the diverse cultures 

and ethnicities of Muslim women, and how they should not be mistaken as typical consumers due to the fact 

that they belong to one religion.  

 

2.10 Personal Values – Self- and Fashion-Consciousness 
It is argued that consumers knowingly or unknowingly consider their possessions as parts of themselves and 

make choices as a form of self-expression to state who they are, what they want or aspire to be (Johnson & 

Ein-Gar, 2008; Solomon, 2018). Hence, we are what we have (Belk, 1988, p. 139). The notion of considering 

one’s possessions as a part of oneself is also called “self-extension”. This term refers to the search for products 

which are congruent with oneself (Belk, 1988). In other words, when consumers spend time and resources on 

selecting specific items, buying, combining items, and using them in a way that is different from what was 

intended by the producer. These practices make these possessions a unique production of oneself and thereby 

a part and extension of oneself (Belk, 1988; Zwick, Bonsu & Darmody, 2008; Mittal, 2006). At this point, 

consumers are deeply involved in the buying and creation process, which is why apparel products are 
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considered to be high involvement products since consumers express themselves through what they wear 

(Cardoso et al., 2010). Clothing is used as a signal or a language to communicate a message in a nonverbal 

way (Auty & Elliot, 1998). Fashion involvement or consciousness is defined as the spent amount of time, 

resources and effort by the consumer in selection, acquisition and style creation processes (Cardoso et a., 

2010). Researchers argue that the reason for consumers to put so much effort into creating a certain fashion 

style is to enhance personal image and communicate one's identity to others (Auty & Elliot, 1998; Elliot, 2004). 

There exist several definitions of what identity is, and these definitions depend on which research field identity 

is explained within. Elliot (2004, 130) explains identity as “a situated social practice: who we are lies in the 

way we live day to day, not just in what we think or say about ourselves”. He means that identity is socially 

constructed and continuously negotiated through interactions and social surroundings (Elliot, 2004; Siti & 

Harmini, 2016). Furthermore, fashion consciousness also refers to the degree of a person’s awareness to 

fashion trends and their responsiveness to these trends. However, this does not mean that a person should be a 

pioneer or an expert in the fashion industry. Rather, it means having an awareness of one’s own appearance, 

and make an effort to stay in style (Siti & Harmini, 2016; Gutman & Mills, 1982). Fashion consciousness also 

refers to the desire to belong to a certain group by expressing certain values and identity (Wan et al., 2007; 

Voyer, 2016).  

 

2.11 Consumers’ Actual Behavior 
When looking at the literature to investigate consumers’ actual behavior, many scholars refer to the buyer’s 

decision-making process (Kotler et al., 2016; Solomon, 2004; Hooley, 2012). This process consists of 5 stages: 

Recognition of need, information search, evaluation of alternatives, purchase, and post purchase. It is important 

to highlight that buyers do not go through this linear process. Their activity may be flexible and different 

(Kotler et al, 2016). The first stage is when a consumer realizes a need based on different triggers, such as: 

ads, or SoMe conversations (Chaffey et al, 2016). This stage will be dissected in depth by looking at 

consumer’s lifestyle (2.7). Then a consumer moves to the next stage (information search) to look for a specific 

item and evaluate it according to certain expectations and values they may have (Hooley, 2012). These two 

stages will be analyzed in depth by looking into consumer’s religious/cultural and personal values (2.9, 2.10, 

2.11). These values act as filters during the evaluation or consideration process of the buyer process (Solomon, 

2004). In addition, a consumer then moves to the actual purchase decision. At this point there are various 

elements to consider, such as: the shopping frequency, destination, shopping routine (how they shop) (Kotler 

et al, 2016). This process is applied in this research to simplify analyzing the steps which are crucial to 

understand consumers’ consumption behavior.  

 

2.12 Consumer Motives 
It is argued that consumers have underlying motives behind their fashion consumption (Siti & Harmini, 2016; 

Solomon, 2004). These motives play a central role in human behavior and contribute to understanding the 
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reasons behind consumers’ purchases and dressing style. Such motives have also been considered as crucial 

elements of communicating the consumer’s personality (Talevich et al., 2017). Motives are defined as the 

driving force or energy of things that people want to achieve, which could be smaller and ultimate goals 

(Talevich et al., 2017). Talevich et al. (2017) developed a motives model that is based on extensive literature 

in the psychology and cultural field which is also used in the marketing and consumer behavior fields. The 

model is derived from the review and analysis of the following scholars’ work: Murray’s needs, Maslow’s 

hierarchy of needs, Hofstede cultural dimensions, Schwartz’s values - to name a few. Talevich et al. (2017) 

identified 161 motives which are divided under three main branches, and these are Meaning, Agency and 

Communion. The first refers to the purpose of life, and this could include: achieving knowledge, high morality, 

happiness etc. The second branch refers to personal power, achievements, competences and success. Whereas 

the third branch refers to the security, social life and sense of belonging. See appendix 1 for detailed description 

of motives. Solomon (2018) argues that motives can be identified through qualitative interview research, which 

assists marketers in identifying underlying customer needs through qualitative analysis and interpretive 

approach. 

 

2.13 The Interplay of Theoretical Framework 
Conducting consumer behavior research is indeed a complicated and detailed process (Kortler et al., 2004). 

Therefore, it is not viable to rely on one or two theoretical concepts to explore and elucidate MMW behavior. 

The application of the buyer’s process model is not enough to understand the underlaying factors behind each 

stage. This is why other theoretical concepts are applied. The last stage of the buyer process is not applied to 

this research due to the research’s scope. The post purchase stage of the buyer process concerns evaluation of 

products and experience after purchase. This is beyond the scope of this research since the research do not 

focus on specific products from a specific brand but clothing in general. 

  

Additionally, a researcher within the marketing field must always explore literature in order to avoid myopia 

(Levitt, 1960). Hence, this research combines four main theoretical concepts to elucidate MMW fashion 

consumption behavior, and these are: cultural and religious values, lifestyle, personal values, and consumer 

motives. First lifestyle model (AIOs) is good to create an image about MMW reality and understand who they 

are. However, it does not indicate behavior, nor explain reasons behind behavior (Arnould, 2002).  

 

Culture and religion are major influencing factors, but the degree of influence may differ from individual to 

individual depending on social surroundings (Hooley et al., 2012; Solomon, 2018; Lewis, 2015). There are 

other elements which also influence behavior, such as one’s self. It was argued that understanding the self 

means understanding the consumer. However, the self and identity are socially constructed (Elliot, 2004). This 

means that looking at the consumers self and identity is not enough. Consequently, one must also look at the 
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cultural context in which consumers are living within and how that impacts their identity construction and 

thereby behavior. Scholars suggest that consumers buy and use products for certain motives. Hence, 

discovering the underlying motives of MMW’s choice of style, clothes items and shopping destinations will 

contribute to deeper understanding of their behavior. At this point, the deliberate choice of these theoretical 

frameworks supplement each other and assists in elucidating and understanding some aspects of MMW fashion 

consumption behavior. See the following figure 0. 

 

 

 

 

  

Figure 0. The interplay between the theoretical frameworks to elucidate MMW behavior. Researcher’s 

creation. 
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CHAPTER 3 – METHODOLOGY 

This chapter introduces and discusses the methodological layers employed in this research project. The chapter    

starts with a presentation of research philosophy and approach. It will next present the research purpose and   

design, methodological choice, data collection techniques and analysis procedure.  

 

3.1 Research Philosophy 

Knowledge about research philosophy is crucial due to its fundamental role of the researcher’s world view that 

guides the development of knowledge and the research, not only in choice of methodological approach but 

also in terms of ontological and epistemological standpoints (Saunders, 2009). It is important to highlight that 

there is no philosophy better than another but that each philosophy is better at certain things. The importance 

of research philosophy choice refers to the reflections on how well a certain philosophy answers the research 

question compared to other alternatives the researcher could have adopted (Saunders, 2009). Research 

philosophy includes two aspects, one is ontology and the other is epistemology.  

 

Ontology regards the researcher’s assumptions about the way in which the world operates, hence, it concerns 

the perceived nature of reality. There are two aspects of ontology which are objectivism and subjectivism. The 

former pertains that reality exists independently of social actors, whereas the latter portrays reality creation 

that is dependent on social actors’ perceptions of it (Saunders, 2009; Bryman, 2012). It is argued that within 

subjective ontology, meaning creation is a continuous process through social interactions by which reality is 

constantly in a state of revision.  

 

Epistemology, on the other hand, refers to what knowledge is considered acceptable depending on the purpose 

and importance of the study, and which view is better to answer the research wonderings. For instance, the 

researcher of this study places a more authority on certain resources, which are the meanings, motivations or 

feelings created and negotiated through social interactions (Saunders, 2009).  

 

The ontological and epistemological view of this research is subjective since its purpose is to understand 

MMW as consumers and get insights to their lived reality. The ontological subjective view is associated with 

social constructivism, which follows the knowledge-production by the epistemological interpretivist 

philosophy. This philosophy places importance on the necessity to explore the subjective meanings that steer 

the actions of social actors and understanding the differences between the role of social actors as humans. 

Understanding the difference in the roles is crucial in this philosophy because we as humans interpret our roles 

by the meaning we create through social interactions. We also interpret the roles of other humans through our 

own lenses of meaning creation (Saunders, 2009). Thus, the chosen paradigm for this research is social 
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constructionism, which views reality as being socially constituted and rooted in cultural, historical and social 

contexts (Schwandt, 2000). At this point, MMW may have a distinctive interpretation of their own situation 

of buying and consuming fashion, as well as being a part of the fashion industry. Their perceptions of different 

consumption stages and situations vary in accordance to their own view of the world, which are constructed 

through their social interactions, and which in turn influence their actions. For example, buying, wearing, 

blogging etc. Hence, Muslim women do not only interact with their environment, but simultaneously make 

sense of the fashion industry, of themselves and of others by continuously interpreting events, and attaching 

meanings to these events (Saunders, 2009). As a researcher within this area of interest, I am studying MMW 

to understand their subjective reality. I attempt to make sense of and understand their underlying motives, 

intentions and actions that make meaningful visibility of their reality, while placing important consideration 

on their cultural, historical and social contexts (Saunders, 2009; Schwandt, 2000).  

 

It is imperative to highlight the axiology role in the research. Axiology refers to the extent that the researcher’s 

own values influence the research (Saunders, 2009). It is argued that the choice of a philosophical approach 

reflects the researcher’s values, and the techniques in which the data is collected (Saunders, 2009). For 

example, the main data in this study is collected through interviews. This indicates the importance of the 

researcher’s personal interactions with respondents instead of selecting other data collection techniques, such 

as: anonymous surveys. The philosophical choice also highlights that the researcher views the world in a 

subjective manner, and this influences the way in which the knowledge about the topic is developed, and how 

the data is collected and interpreted (Saunders, 2009). Thus, the research outcome may be limited to the 

researcher’s overall knowledge and the cultural, historical and social contexts. 

 

Terminology Description 

Paradigm Interpretivism 

Ontology Socially constructed, subjective, continuously negotiated 

Epistemology 
Study social phenomena (consumer behavior) to understand the subjective meanings, 

motives and actions by the social actors (Muslim women) 

Axiology 
Researcher has a subjective world view and therefore is a part of the researched topic, and 

cannot be separated from the meaning construction 

Data Collection 

Technique 
Qualitative in-depth investigations 

Table 2. Research philosophy overview. Source: Researcher’s creation. 
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3.2 Research Approach 

Research projects typically involve the use of theory. The researcher either starts with a theory to test, which 

is called the deductive approach, or the researcher develops a theory based on data collection and results - this 

is called inductive (Saunders, 2009). Each of these approaches may be more suitable for one paradigm than 

the other. For instance, a deductive approach is mostly employed to positivism, whereas the inductive approach 

is typically applied to interpretivism. This research project adopts an inductive research approach based on the 

ontological view and paradigm choice. This approach offers the freedom to explore and understand certain 

phenomenon by employing the researcher to make sense of the collected data through analysis. And, hereafter, 

create a theory as an outcome (Saunders, 2009). This research project aims to understand the fashion 

consumption behavior of MMW living in Europe by collecting data through interviews and SoMe 

conversations. This choice of approach enables the researcher to be flexible when planning the details of data 

collection such as where to find the information and who should be involved. Additionally, how the data is to 

be analyzed and interpreted in order to provide acceptable knowledge that answers the research question 

(Saunders, 2009).  Another benefit of this approach is that it does not limit the researcher in the same way as 

deductive approach does. The inductive approach allows the researcher to start developing knowledge about 

the topic from a wide perspective, whereas with deduction, the researcher starts with a particular limited theory 

and then seeks knowledge within these limitations to verify or falsify it (Saunders, 2009). On the other hand, 

the deductive approach is a suitable rigid and structured research design for collecting large amounts of data. 

Conversely, the inductive approach is more suitable for smaller samples since it is a time-consuming approach 

(Saunders, 2009). In short, through an inductive approach this research project seeks to understand and explain 

the fashion consumption behavior of MMW through a small sample of data that will be analyzed and 

interpreted to evaluate how MMW make sense of shopping, and what underlying motives, values, beliefs and 

cultural contexts affect their behavior. As argued before, this will allow the researcher to bring the customers 

lived reality into visibility.  

 

3.4 Research Purpose and Research Design 

The research design is the plan of how the researcher decides to answer the research question, which includes, 

defining the research purpose, method choice, data collection technique, and analysis procedure (Saunders, 

2009). It crucial to highlight that it is not about defining a clear research question because the question is broad 

to some extent. The important thing is to have a set of clear objectives derived from the research question 

(Saunders, 2009). When thinking about research questions and objectives, it is vital for the researcher to 

distinguish between three research purposes, and these are: descriptive, explanatory or exploratory (Saunders, 

2009). The purpose of this research project is exploratory because the researcher is seeking new insights to 

understand and assess a phenomenon through two research methods. First, through a search of the literature 

and, second, by interviewing ‘experts’ in the subject (Saunders, 2008). As previously mentioned, the purpose 
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of this study is to examine the behavior of MMW in fashion to gain insights about their actions, intentions and 

motives, and thereby provide an assessment of how to reach such an audience with higher chances success. 

This is done through an extensive search of literature about Muslim women in the fashion industry. Two 

prominent books by Reina Lewis were discussed in chapter 2, and other general insights from consumer 

perspectives were highlighted from industry reports, which were developed by some of the most important 

fashion sources and research institutions (State of Fashion, and Global Islamic Economy). The method is 

conducted through interviewing ‘experts’ on the subject who are MMW themselves. Having explained the 

research purpose, it is now possible to move the attention to the research design which concerns the method 

choice, data collection and analysis procedures (Saunders, 2009). 

 

3.5 Methodological Choices 

The terms ‘qualitative’ and ‘interview’ have been addressed in this paper on several occasions. Interviewing 

is a data collection technique that belongs to qualitative methods, which will be discussed later. Within method 

choices, there are quantitative and qualitative methods. The former refers to numeric data, whereas the latter 

refers to non-numeric data (Saunders, 2009). The quantitative method is related to data collection techniques, 

such as: surveys questionnaires or data analysis procedures, like statistics. This method is mostly applied 

within the positivistic paradigm, which is why this method is not applicable for this research project due to the 

primary choice of social constructivism philosophy of science with an interpretive approach (Saunders, 2009). 

On the other hand, the qualitative method is related to the interview data collection technique with a qualitative 

analysis procedure, such as categorization of data (Saunders, 2009). However, it is important to highlight that 

qualitative data can also be visualized in a numeric way to make a point, for instance, illustrating a number of 

categories, or showing a graph of certain patterns as a result of the analysis (Saunders, 2009). This method is 

called mixed-model research, which refers to having quantities of qualitative data (interviews, or SoMe posts), 

but might be converted into numerical codes and illustrated statistically through graphs and figures (Saunders, 

2009). The relevance of qualitative methods rather than quantitative in this study is that the qualitative method 

has been recognized as a suitable perspective for under-researched areas (Hog & Banister, 2001). The lack of 

data and knowledge about Muslim women as consumers in Western societies has led the researcher to the 

decision to conduct small scale research project with in-depth interviews of 8 participants to gain rich and deep 

insights (McGivern, 2006).  

 

3.6 Data Collection Technique 

To answer the research question, this study makes use of both secondary and primary data. Secondary data has 

been used to argue for the relevance of the research and to get a generic understanding of the changes in the 

external forces that are driving the shifts in the fashion industry, as mentioned in the chapter 2. However, 
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primary data was collected specifically for this research purpose and is the main source for analysis and 

findings. Before delving into the main source type of data, a short discussion about secondary data is provided.  

 

Secondary data is defined as readily available data from existing projects, reports, surveys, books, consumer 

research, and official statistics that was conducted for other reasons, and which differs from the researcher's 

research reason. This data will be, partially, used to answer the research question, but mostly applied in the 

literature review demonstration of the research project (Saunders, 2009). Consequently, when collecting 

secondary data, the researcher must consider the suitability and availability of the data, the types of data, and 

sources of such data (Saunders, 2009). Suitability refers to the relevance of the literature for the research 

project, such as the data derived from the industry reports which have made a major contribution to the overall 

understanding of the fashion industry before tapping into consumer behavior perspective, since these factors 

influence each other. Availability refers to whether the type of data needed is accessible to the researcher or 

not (Saunders, 2009). Industry reports were found through university databases and Google Scholar which 

verify credibility, such as Euromonitor, or Statia. Types of applied secondary literature in this research are 

divided into three main categories and subcategories, as illustrated in appendix 2. Saunders (2009) argues that 

secondary data collection involves detective work in which the researcher builds her own multiple-sources by 

collecting varied data types for different purposes, as shown in appendix 2.   

 

Secondary data has certain advantages and disadvantages. The first is that it is cost efficient and time saving 

for the researcher considering the large amount of data found from other sources that the researcher would not 

have managed to collect on her own (Ellram, 2016). Another benefit is having the time to reflect on and 

interpret the data. Hence, relate it to theoretical perspectives to discuss some of the issues surrounding the 

topic of interest. As was done in the chapter 2 in which data from industry reports were compared and 

deliberate. Other cultural and religious concepts were also reflected on and discussed with view to how they 

influence consumer behavior. Conversely, there are also some disadvantages. One of the prominent ones being 

that secondary data is mainly conducted for other purposes as was mentioned. Therefore, there will always be 

limitations and the inability to meet all the research goals (Ellram, 2016). Additionally, some secondary data 

is difficult to access. For instance, the research demanded data on the population number of MMW living in 

Europe, their spending on fashion, and demographic insights. This type of data was not available at the 

university’s library. Therefore, the researcher chose to perform a deeper investigation on the internet to find 

similar data. This was found through the Islamic branding consulting firm ‘OgilvyNoor’ and Pew Research 

Center. These sources were not known to the library experts at all.  

 

 

 



 28 

3.6.1 Interviews - Primary data collection  

To reiterate, the purpose of this research project is explorative and seeks insights to understand the behavior 

of MMW in fashion consumption, and see the world through their lenses to be able to bring  

their reality into visibility (Saunders, 2009).  

 

 Interviews, especially in explorative research tend to be non-standardized, semi-structured, and informative 

for qualitative analysis reasons (Saunders, 2009). Furthermore, Saunders (2009) argues that semi-structured 

interviews are themes based rather than having a rigid question structure. This means that the researcher 

defines the objectives of the research and then develops themes in which the interviewees express their opinion 

about matters, and the researcher asks open-ended questions  

 that include “how, what and why” to allow the interviewees freedom of expression; See table 3, and appendix 

3. At this point, it is crucial for the interviewer to have propping skills to gain more information from the 

interviewee on certain topics that occur during the conversations which might be interesting for the research 

topic (Kvale, 2009; Malhorta, Naresh, 1993; Saunders, 2009). For example, “tell me about your shopping  

 routine?”, “why do you shop from stores x y z?”, or “could you elaborate more on your choice of clothing  

pieces when you are looking around in the store?”. See appendix 3 – interview guide and themes. 

 

 

3.6.1.1 Recruitment of Informants  

This study focuses on MMW living in western countries, therefore there are a few important requirements for 

the empirical data collection, in order to achieve the most valid outcomes as possible (Mariampolski, 2001). 

As was argued above, it is crucial to recruit individuals who are the ‘experts’ in the field, and since the research 

is to explore and understand the behaviors, motives and actions (Saunders, 2009) of Muslim women in fashion 

consumption, then typical women are the ones to target. Hence, the first requirement is to only recruit women 

in the birth range of 1980 to 2000. The second criteria is that they are living in the west, specifically in Europe. 

Research objectives  Interview themes 

Who are MMW as consumer  Get to know the consumer (lifestyle) 

Opinions on current mainstream fashion 

offerings and Why 

 Setting the scene (lifestyle) 

Choice of clothes and Why  Pre-purchase: requirements, values 

Knowing shopping routine of MMW  Shopping routine 

Shopping frequency, destinations and Why  Shopping destinations 

Shopping challenges and needs  Needs and feelings 

Table 3. The correlation between research objectives and interview themes 
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The third requirement is that they must be Muslim and wear the hijab (headscarf). As previously argued, digital 

platforms have facilitated communication across regional borders, and these have been utilized to recruit 

informants. As a Muslim, millennial researcher with access to SoMe, I used Instagram to search for Muslim 

hijabi informants. Instagram is a platform where people can share their life moments, follow others from all 

over the world and join online communities; Over 500 million people use Instagram (Instagram.com). To find 

hijabi informants, the researcher used “hijab” search keyword, several suggestions showed, see figure 8. 

 

The researcher clicked and looked through all of these suggestions, and was led to other suggestions, and then 

discovered that suggestion no. 3 “hijabmodern.fh”  was the most suitable account to discover informants. The 

reason for this is that this account is a hijab community for hijabi women across the world. The account has 

tagged each feature of all the women it has presented, see how the account defines itself on figure 9. The 

researcher contacted 40 women from different countries within and outside Europe but still in the western 

world, see appendix 4. The initial idea was to interview women from as many western countries as possible, 

but the scope was narrowed down in accordance to the informants who agreed to contribute to this research. 

Thus, the scope was narrowed from all western countries, to only Europe. See table 4. 

 

The researcher clicked on many featured women in this community and was able to recruit informants by 

clicking on the tags of the women, and read their bio description, identifying their location and age, as well as 

their contact information, such as email address, or contact through direct message via Instagram profile inbox. 

This type of recruitment is called random recruitment, which is defined as discovering respondents from 

publicly available sources or databases (Mariampolski, 2001). 

 

 

 

Figure 8. Informants Identification – Instagram.com Figure 9. Source: 

www.instagram.com/hijabmodern.fh/  

http://www.instagram.com/hijabmodern.fh/
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3.6.1.2 Interview Preparation and Procedure 

In order to achieve high-quality data, the researcher must carefully prepare for the interview, including 

reviewing literature in the field establishing the research purpose, objectives, and planning the interview 

according to the objectives through themes (Saunders, 2009). The preparation also includes the following 

factors: 

 

Information Supply to the Informants Prior to and During the Interview 

The information that was supplied to the interviewees prior to the interview via an interview letter. They were 

contacted via email and private message through Instagram. The researcher developed a letter including the 

following elements: title, greeting, purpose of the letter, brief presentation of the researcher, brief presentation 

of the research topic, relevance of informant’s participation, confidentiality description, and practicalities 

regarding (time, location, duration, researcher’s contact information). See appendix 5.  

 

During the interview, the same elements were repeated for reminding purposes. During the interview, 

informants were supplied pictures of Muslim models, influencers and clothing brands they could talk about in 

relation to the conversation flow. The supply of visuals was intended to engage the interviewees and encourage 

them to express their opinions regarding certain styles and collections, as well as to make it easier for them to 

relate to something specific rather than just being asked a broad question with no direction (Saunders, 2009). 

See figure 10 and the rest of the examples are in appendix 6.  

 

 

Informants Age Hijab/Non-Hijab Type Living Country Interview Type 

Sara  19 Hijabi None Denmark 

In Person 

Mujghan 22 Hijabi None Denmark 

Nilofar 23 Hijabi Blogger Denmark 

Hanin  24 Hijabi None Belgium 

Sarah 26 Hijabi None Denmark 

Natasha  29 Hijabi Business 

owner 

Denmark 

Hoda  23 Hijabi Blogger Germany from U.S 

Skype Ameenah 24 Hijabi Business 

owner 

United Kingdom 

Table 4. Overview of informants. 8 Informants - 6 In person interviews, 2 internet mediated interviews 
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Appropriateness of Location 

It is argued that the location of the interview influences the communication between the parties, and the data 

collection (Saunders, 2009). It is recommended to select a location that is convenient for the interviewee in 

which they feel comfortable with and avoid being disturbed. One should take into account the following 

factors: recordings or personal opinion expression (Hargie, 2011). The interviews for this research were 

conducted in several places that were chosen by the 

interviewees. Six interviews were collected in 

person and two were via the internet. Some 

interviewees requested to meet at their university in 

a quiet room and speak privately in comfort. Others 

preferred to come to the researcher’s university 

where the researcher had booked a room and 

provided treats to make the interviewee feel 

welcome and comfortable. Other interviews were 

conducted via internet tools, such as skype, since 

the interviewees lived in other countries. See the 

table 4. 

 

Approach to data collection and time 

The approach applied to recording the interview has an impact on the extent to which the interviewee might 

reveal information (Saunders, 2009). Recording the interview enabled the interviewer to listen to the 

conversation carefully, transcribe it and reflect on the given information. Each interview lasted between 25- 

30 minutes. The interviews were recorded by an audio device borrowed from the researcher’s university’s 

library. This was a better way of recording since it looks professional and is more secure than, for example, 

using phone or other personal devices, in which the interviewee might worry about whether their information 

would stay with the researcher or not.  

 

3.6.1.3 Advantages, disadvantages and ethical issues of interviews 

The semi-structured interview technique is considered a way to uncover deep insights (Malhotra, Naresh, 1993; 

Craig, 2005). This type of interview allows freedom in exchange of information that is not possible to obtain 

through surveys or focus groups (Saunders, 2009). The freedom here refers to the extent to which the 

interviewee expresses him/herself freely with their own words, in comparison to semi-structured interview - 

surveys, structured interviews or focus groups that are either limited by the researcher to focus on certain topics 

or influenced by other participants during the communication process (Malhotra, Naresh, 1993; Lofland & 

Lofland, 1995). On the other hand, semi-structured interviews suffer from some disadvantages. One limitation 

Figure 10. Information Supply During the Interviews 
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is that the interviews are mostly done in small samples, which may not reflect the entire population (Patton, 

2015). Another disadvantage is the freedom for the interviewee to express him/herself and fall off topic and 

talk about things which are irrelevant to the research project (Hargie, 2011).  

 

Furthermore, Internet-mediated interviews also have various advantages and disadvantages. In this project, 

they enabled the researcher to reach an audience across large geographical areas, such as Belgium and 

Germany. It would have been very costly if these interviews had to be done in person (Saunders, 2009). Hence 

the internet made the interview process faster and easier as well as cost effective. A disadvantage of this kind 

of interview is the possibility of technical issues when doing internet-mediated interviews, such as: unclear 

voice due to poor internet connection or issues with starting up the communication program, such as Skype. 

Hence, the researcher must know how to handle such issues as quickly as possible without disturbing the 

interviewee (Saunders, 2009). For this research project, there were no such issues, but it was hard to express 

oneself and read body language since only the top part of both parties was showing. At this point, the researcher 

had to ensure correct understanding of the interviewees answers by repeating back the answers in different 

ways to clarify understanding. In fact, repeating the answer also induces the interviewee to elaborate on what 

they have already said (Malhorta, Naresh, 1993). Other limitations for interviews in general could be 

psychological aspects, such as social proof or status. It is argued that people do not always do what they say, 

and they might say things that will enhance their social image (Genco, 2013) or to appear rational rather than 

emotional. These biases are indeed discovered in chapter 4 (analysis and discussion) where the researcher 

highlights some contradictions between some of the answers provided by the interviewees. 

 

Ethical issues of interviews. Ethical considerations play a role in the research quality (Saunders, 200). For 

interview data collection, there are some important ethical elements to consider, such as informed consent, 

confidentiality and the extent to which interviewees have a say in the analytical process (Saunders, 2009). As 

was mentioned above, all interviewees were provided information regarding the research objectives, and 

consent to record the data and publish the research. They were also provided the option of confidentiality, but 

none of the interviewees wished their information to be confidential.  

 

3.6.2 Social media - Primary data collection  

The study previously mentioned that we live online (Jespersen, Rapp, 2018). Another important statement is 

that SoMe has played a vital role to the success of establishing the market for modest fashion. MMW are the 

main drivers of this (Reuters, 2016). Hence, the research determined the relevance to include SoMe 

conversations as a part of the data collection technique. SoMe research is defined as the basis of data collection 

from SoMe platforms, such as blogs or YouTube videos, and it is typically conducted to support the traditional 

research methods, like interviews (Malhorta, 2013). SoMe research can be used for multiple reasons, such as 
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understanding, predicting, and explaining the behavior of consumers to enable marketers to segment, generate 

ideas and test concepts (Chaffey, 2016). However, this research paper applies SoMe research to explain and 

understand MMW.  

 

3.6.2.1 Collection method  

The data was fetched from a modest fashion and lifestyle online blog owned by one of the most influential 

MMW bloggers, Dina Torkia (Lewis, 2015). The researcher requested help from the Data and Science 

department of Copenhagen Business School (CBS) to fetch the data. The data was retrieved through the tool 

called SODADO from the blog’s sub-link that only pertains fashion style (dinatorkia.com). The dataset 

includes the following elements: author name, post link, comment text, and date. See appendix 8 (Attached 

separately from this paper). 

 

Another SoMe data source is YouTube. The researcher spent four days watching fashion related YouTube 

videos by MMW and discovered that MMW fashion bloggers use YouTube for style inspiration, shopping 

routines, and sharing opinions. These bloggers/youtubers share useful insights for the research regarding 

consumption behavior and expression of needs. For this research project, Dina Torkia’s YouTube channel was 

used to collect information regarding shopping behavior, needs and opinions of the offerings of the fashion 

industry for Muslim women. The method of collecting data has been note taking of relevant insights from the 

YouTube content and peer engagement with the Youtuber. See table 4 of the selected YouTube videos as a 

sample for this research.   

Channel Owner Unit Video Title Published Date Link 

Dina Tokio 1 
WHAT'S NEW IN FROM ASOS? SPRING 

SUMMER HAUL! 
12/03/2018 URL  

Dina Tokio 2 HOW TO SHOP IF YOU’RE A HIJABI 26/01/2018 URL  

Dina Tokio 3 WHAT WERE THEY THINKING??! 15/03/2017 URL  

Dina Tokio 4 
H&M's MODEST COLLECTION GOT ME 

FUMING! REALLY??? HAUL & TRY ON! 
19/05/2018 URL  

Table 5. YouTube videos 

 

3.6.2.3 Advantages, disadvantages and ethical issues of SoMe research 

While traditional data collection, such as interviewing, is time consuming, and answers may be filtered due to 

the aforementioned psychological elements (Genco, 2013), online consumer conversations are fast to fetch, 

and are less filtered. It enables the researcher to analyze the word of mouth conversations regarding products, 

brands, feelings or experiences. These opinions are authored by consumers with their own terms, language and 

logic (Malhorta, 2013). There are, however, some challenges when applying SoMe research. First, the 

https://www.youtube.com/watch?v=e41Bg3vf8A5
https://www.youtube.com/watch?v=YPJdbyo_0Js
https://www.youtube.com/watch?v=qXMi5nw2ZzM
https://www.youtube.com/watch?v=eFvSkPxzijw
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demographics of the participants are unknown compared to interviews. Second, the researcher cannot explore 

certain ideas or interesting points since there is no active communication between the parties. Third, it is 

difficult for the researcher to only fetch relevant conversations to the research area. Hence, the researcher has 

to review all of the conversations during the analysis process and only select to use the ones which are relevant. 

Fourth, blog conversations can also be superficial at times and irrelevant. Examples that illustrate this point 

are seen in the following posts from appendix 8: Unit 53 “So cute!”. Unit 60 “Penarth! Lovely place”. Unit 

73 “What concerns me is this vaunting of yoghurt which is not true yoghurt”. 

 

Ethical issues of SoMe research. In this type of data collection, people have no say in their conversation being 

analyzed and used for marketing purposes. However, the purpose of this research project is to enhance the 

understanding of this underrepresented group in academic research (Al-Mutawa, 2013), and the intention is to 

take the insights from this research study further to serve MMW better and satisfy their needs. Another 

argument could be that when people create public pages, or post public comments, they have already agreed 

to the legal terms of using such public pages. According to the new polices on general personal data protection 

(gdpr.dk), companies must go through several stages in order to be able to use personal data for marketing 

purposes. At this point, this research is not performed for a particular company or for getting access to personal 

information such as phone numbers, or emails or visited websites. The blog posts are considered to be public 

data which is already agreed to by the authors themselves.  

 

3.6.3 General Observation  
The researcher participated in a fashion week which focused on modest fashion besides mainstream women’s 

and men’s fashion. The fashion week took place in Italy, Torino, 28th of June and 1st of July 2018 

(fashionmatch-2018.b2match.io). The researcher attended 6 fashion shows and two of them focused on modest 

collections only. The main purpose for researcher participation was to discover the type of modest collections 

and whether they match current consumer needs. Another purpose was to initiate unformal conversation with 

MMW and discover their opinion about current modest fashion supply. The researcher gained real life 

impression and experience regarding the research topic.  

 

3.7 Analysis Procedure 

This section explains the analysis approach of the primary empirical data collected through interviews, and 

online blog conversations. This section will depict details to data analysis in terms of transcription, coding, 

and interpretation of meaning.   
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3.7.1 Transcription 

Transcribing interviews means translating from oral to written language, and each of these has a distinctive set 

of rules (Saunders, 2009). Some questions arise during the transcription process, such as whether to note 

pauses, giggling, laughers or tone of voice. However, this depends on the use of the interviews. One important 

question the researcher should consider is: how the transcription can be considered valid? (Saunders, 2009). 

Saunders (2009) further argues that there is no true or objective transformation of an oral interview into text; 

and there is no right or wrong transcription because it depends on what is useful for the researcher. Hence, for 

this research project, tone of voice, giggling or other oral language elements are not necessary for the analysis 

as such. Since the research is applying a categorizing, analytical approach. Only clean text is demanded to be 

interpreted and have meaning created (Saunders, 2009). The interview information is structured in excel, see 

figure 11 and 12 as examples and appendix 9 for details. In the excel sheet, there are 174 rows of interview 

answers to be analyzed.  

 

3.7.2 Data analysis approach 

Saunders (2009) argues that there is not a standardized procedure for analyzing inductive qualitative data since 

it depends on the research objectives. Despite this argument, there are three general types of data analysis 

processes, and these are: summarizing of meaning, categorizing of meanings, and structuring meanings using 

narrative. This research only applies categorizing of meanings. This pertains to two activities, internal and 

external. The internal activity is to create meaningful categories in relation to the data. The external activity is 

that these categories must have a meaningful relation to each other (Saunders, 2009). At this point, categories 

are not predetermined but emerge during the analysis process since this study is inductive (Saunders, 2009). 

The overall categories are predetermined according to the research objectives and chosen theories: Lifestyle, 

values, behavior, and motives, as was seen in figure 0 – chapter 2. However, the subcategories and topics 

emerged during the analysis process, see section 3.7.3 and figure 13.  

 

3.7.3 Data preparation 

As a part of the internal analytical activity mentioned above, the answers provided by informants are unitized. 

This means that each answer gets a unit number. This is useful when creating categories during the analysis 

process. The unit numbers assist the researcher to attach these units to different categories, and each of these 

categories will have a chunk of data (Saunders, 2009). Chunk of data here refers to the following explanation: 

Each interview answer or blog post might contain information that can be classified under different topics 

which are created under different subcategories under the overall categories. Thus, some sentences can be 

highlighted and attached to one or more categories. This data makes it easier to code, analyze and interpret the 

data on QDA, see figure 13. 

 



 36 

The interview data and blog post data are divided into two different excel files and are analyzed separately for 

several reasons. First, quantity and richness of data. The interviews provided richer information than the blog 

posts, whereas the blog posts were larger in quantity. The interviews transcription occupied 174 Excel rows, 

whereas the blog content result in 800 rows. From these 800 rows, the first 200 posts were chosen to be 

analyzed. See figure 12 as an example of data structure on excel. 

 

The categories from each dataset differ. 6 Categories with 24 subcategories and 98 topics emerged from the 

interviews. And 3 categories with 3 subcategories and 28 topics emerged from blog posts analysis It is 

important to highlight that the YouTube data is not included in this type of analysis since it was note taking. It 

will be used to supplement when communicating insights from the different categories that emerged from blog 

and interview data.   

 

Method 

Interview 

 

Unit 

1 

2 

Etc. 

Date 

13/04/2018 

Name 

Ameenah 

Ethnicity 

Nigeria 

Residence 

UK 

Question 

Tell me about 

yourself 

Text 

I am 24… 

 

 

 

 

 

 

 

Note: due to printing issues, the following columns were deleted: method, name, title from blog data. From 

interview dataset, method, date, location are removed. But this information is provided in table 4. 

Figure 11. Screenshot of Interview dataset, more on appendix 9 

Figure 12. Screenshot of blog post dataset, more on appendix 8 
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3.7.4 Data communication 

When using qualitative analytical tools such as QDA, it is relevant for the researcher to communicate the data 

in several ways. First, quantifying the qualitative data by using charts or diagrams to illustrate certain findings. 

Secondly, communicate the data qualitatively by referring to certain quotes (Saunders, 2009). These 

approaches support each other in the sense that the researcher can communicate a relevant category and its 

topics in a diagram, and simultaneously provide some quotes that explain some of the shown topics in the 

diagram. However, before the communication step, the researcher downloads all the analyzed data from QDA 

to Excel to consolidate all the categories, subcategories, and topics. The next step is to create diagrams to 

illustrate and then communicate the data, see figure 14, and appendix 7 for details (Attached separately from this 

paper). 

 

 

 

 

 

 

 

 

 

 

  

Categories, subcategories and topics created during 

the analysis process 

Highlight data and attach it to different topics under 

different categories 

Figure 13. Screenshot of data analysis on QDA Miner 

Figure 14. Data consolidation and diagram 

creation. 
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3.7.5 Advantages and disadvantages of analytical tool application 

Applying computational tools to analyze data provide great advantages, such as a thorough review of 

transcripts, ease when searching and retrieving a specific word, and freedom to interpret the data and thereby 

create or change categories - be more explorative (Saunders, 2009). Consequently, QDA only shows one 

answer or piece of text at a time, which might lead the researcher to overlook important elements. When 

reading an entire interview, the researcher is able to identify contradictions in interviewees’ answers. Such 

contradictions are not necessarily bad, on the contrary, they might be good. For instance, when the interviewer 

asks various questions, framed differently but related to the same objective, the interviewee gives different 

answers that provide a better understanding for the objective in demand. Another useful element when reading 

through one interview at time is to get an overall impression and to be able to characterize a customer. This is 

very useful for creating customer profiles (Solomon, 2004).  

 

3.8 Credibility of Research Design  

In order to ensure high quality findings and reduce the possibility of getting answers to the wrong means, the 

research’s reliability and validity must be considered.  

 

Reliability refers to the consistent relationship between the data collection technique and analysis procedure 

and the findings. This consistency can be enhanced by thinking of the following elements: interviewee bias 

and researcher’s bias (Saunders, 2009). Interviewee bias refers to issues related to the information provided 

to the interviewee from the researcher. One could argue that since the interviewee was introduced to the 

purpose of the research and its overall objectives, the interviewee might try to answer with the intention of 

helping the researcher (Saunders, 2009). For this reason, the researcher of this study developed different frames 

of questions to elicit answers. Another method used to reduce this, was the choice to collect blog post data.  

 

The researcher's bias refers to the researcher's role in the data collection process. Saunders (2009) notes that 

the researcher’s appearance has an effect on the research’s credibility and the communication between the 

parties, which in turn may affect the research reliability. Therefore, the researcher is advised to adopt a similar 

style of dress to the interviewees but one that is also acceptable for the context (Saunders, 2009). One could 

argue that the style of the researcher indeed plays a major role in the interview conduction process. The 

informants were asked questions to express their opinions on different dressing styles. At this point, if the 

researcher was wearing something different from the interviewee, it might have affected the way in which 

interviewees would criticize or express their opinions about the given pictures they were asked to comment 

on. Consequently, since the informants were recruited through a SoMe platforms, Instagram, they had public 

profiles with photos and, therefore, their style was visible to the researcher. The interviews which were 

conducted in person with interviewees from Denmark had a similar style. Hence, it was not necessary to change 
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anything in the researcher’s style. As for the rest of the interviews which were conducted via Skype, only the 

top part of the person was showing, which is the face and shoulders. Hence, the clothing style did not play a 

role during the conversation.  

 

Furthermore, the behavior of the researcher plays a central role during the course of information exchange 

(Saunders, 2009). Therefore, the researcher was carefully aware of their own tone of voice, body language and 

facial expressions. The researcher maintained a smile during the entire interview, asked questions with a tone 

of voice that would project interest and enthusiasm and avoided tones that would project negativity or 

nervousness. Hence, the researcher maintained body language that signaled openness and comfort, by having 

open arms, a straight back posture while sitting down. This is very important in the sense that if the researcher 

had signaled negativity or expressed negative facial expressions, then the interviewee might have changed 

their answers or have been reluctant to share information (Saunders, 2009; Hargie, 2011). However, it is 

important to note that researchers must not take sides or sound too agreeable with the interviewee’s opinions 

(Saunders, 2009), but maintain a neutral position while being attentive. Being attentive also means 

concentrating and listening to the interviewee carefully, especially for non-standardized data collection, such 

as semi-structured interviews (Saunders, 2009). The researcher in this study engaged in the conversations but 

also listened carefully in order to identify cues and explore more relevant topics for the research. 

 

Validity, there are two aspects within the discussion of validity, external and internal. The external involves 

the generalizability of the research, which concerns the question of whether the research findings are equally 

applicable to other research contexts (Saunders, 2009). The internal concerns the extent to which the research 

findings from the applied method correlate with the research objectives (Saunders, 2009). These aspects will 

be discussed in section 4.3.  
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CHAPTER 4 – ANALYSIS AND DISCUSSION 

This chapter seeks to highlight the findings from the analyzed data using the analysis tool QDA miner. The 

chapter starts with a general overview of findings. Since the interviews and blog posts were separated in the 

analysis process, they will also be presented separately in the general overview section. However, when 

performing an in-depth analysis and discussion of findings, interviews and blog findings will be gathered under 

the categories they have in common.  

 

4.1 General Overview of Data Findings 

 

4.1.1 Findings of interviews 

During the analysis process, 6 overall categories, 24 subcategories, and 98 topics emerged from interview data, 

see figure 15. The order of these categories is from largest to smallest. The size of these categories depends on 

the data amount that concerns a specific category. The 8 interviews resulted in 427 cases classified under these 

categories. A case here refers to one highlight which is classified under a certain topic, under a subcategory, 

under a category - this was shown in chapter 3, figure 13.  

 

The Lifestyle category is the largest. This is due to the large amount of information that was derived from the 

interviews concerning informants lives in terms of shopping orientation and AIO model to simplify data 

analysis and thereby communication. The second category is Pre-Purchase. This category emerged to identify 

interviewees’ values, needs, sources of information, and influences on their clothes shopping (Arnould, 2002). 

Furthermore, this category includes subcategories regarding cultural and religious values and personal values. 

Moreover, the Behavior category emerged with subcategories which elucidate the interviewee’s actual 

behavior, such as the shopping destination, whether online or in-store, shopping frequency etc. This category 

also provides insights into the style types of the segment of this research project. The fifth category, which is 

SoMe Usage, gives useful information to where and how the interviewees use SoMe channels. This category 

is grouped with Lifestyle category as SoMe is considered as a daily activity (Jespersen, Rapp, 2016). The sixth 

category presents the on-going unmet needs and challenges.  

 



 41 

 

 

 

The interview data also reveals a set of meaningful 

Consumer Motives by incorporating the motives 

concept developed by Talevich et al. (2017) directly 

in the analysis process. Hence, 107 out of 427 cases 

indicate different types of motives, namely: 

Meaning, Communion, and Agency, see figure 16. 

 

 

4.1.2 Findings of blog posts 

 The blog data analysis resulted in 3 overall categories and 3 subcategories, see figure 17. The 200 analyzed 

posts resulted in 101 relevant cases which are classified under these 3 categories.  
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 Blog conversations are classified into post types to get a better overview 

of the type of conversations that took place online, and how relevant they 

are to the research. As seen in table 6. most posts regard general positive 

feedback to the blogger by her visitors. The next largest post type is 

‘Irrelevant’. These were posts that did not concern fashion or style. A few 

examples of irrelevant post types were mentioned in section 3.6.5.2.   

The smaller amount of relevant posts fall within the type ‘Lifestyle - 

Opinion‘, ‘Inquiry’, ‘Sharing Style Tips’, and few from ‘Feedback’. The 

‘Critique’ post type concerned general critiques of the entire blog, which 

is also irrelevant for the scope of the research.  

 

 Although the blog post data does not provide as deep insights as the interviews, it has much in common with 

the interview data. Figure 17. presents the common categories which are Lifestyle and Needs & Challenges. 

A new category from the blog posts emerged which does not exist in interview data and that is Visitor Benefits. 

This category refers to topics which concern the gains that the blog visitors have expressed in the dataset.  

 

Furthermore, the blog dataset also provides insights into Consumer Motives. This category has 33 out of 101 

cases which are classified under the two motives subcategories: Meaning and Agency; see figure 18.  

 

 

4.2 In-Depth Analysis and Discussion 

There is no specific structure to communicate and discuss research findings (Saunders, 2009). The researcher 

decides to communicate all the findings and discuss them in this chapter, but each category is analyzed and 

discussed separately. Due to the many categories and subcategories to discuss, the advantage of this structure 

is that it enables the researcher to provide full understanding of each point and statement within each section 

all at once. Hence, it helps the reader to fully understand each section before moving to the next one. One 

could also separate the analysis part from the discussion. However, the researcher might have to repeat certain 

findings, data or statements to remind the reader about specific points and then provide the discussion of these 

Post type Count 

Feedback 84 

Irrelevant 77 

Lifestyle - Opinion 23 

Inquiry 9 

Critique 4 

Sharing Style Tips 3 

Total 200 

Table 6. Post Type 
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points. Hence, this would result in repetitive content and space issues. The researcher’s objective of this 

structure is to simplify the reading and understanding process for the reader at each section.  

 

4.2.1 Consumers’ Lifestyle 
Lifestyle reflects the pattern of consumption of a person’s choices (Solomon, 2004). This category provides 

deep insights into the lives of the sample segment at hand. This category refers back to the first research 

objectives which is “Who is the MMW as a consumer?” and “What do MMW think about current mainstream 

modest offerings?” 

 

4.2.1.1 Demographics 

When looking at findings that relate to demographics information, the age range varies from 19-29 years old. 

Six informants are still in the process of gaining a university degree, whereas two of them have already 

completed this stage in life, see table 7. All these MMW are highly educated and have different additional 

activities beside their studies. Two of them are business owners, three are married and one has children – the 

29-year-old.  

 

One could argue that such demographics change over time and it is risky to rely on such information. However, 

demographics represent crucial factors which influence fashion consumption behavior (Solomon, 2018) of 

MMW. For instance, those who are still students and part-time workers have low income. The business owners 

have higher income and may be able to afford to consume more. Those who are unmarried have different 

priorities than participants who are married and with children. They have higher priorities than consuming 

fashion. This type of factors influences the actual shopping behavior. Depending on income, age, and 

education, consumers seek specific brands, prices, and style (Solomon, 2004). These demographic factors 

assist in understanding who MMW are and used in conjunction with other methods to uncover some of the 

underlying reasons for why MMW have certain shopping orientation, or shopping destination preferences. 

When looking at such information from another perspective, brands are interested to know whether this 

consumer group can afford their offering, what type of offerings they could be interested in considering their 

Age Student Housewife & 

student 

Business 

owner 

Student & part-

time 

House-wife & part-

time 

19 Years 
   

1 
 

22- 24 Years 2 1 1 1 
 

26-29 Years 
  

1 
 

1 

Table 7. Demographics: Age and Occupation 
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age and life stage (Solomon, 2004; 2002). Moreover, demographic information should be updated over the 

years to meet customers demand (Arnould, 2002).  

 

4.2.1.2 Shopping Orientation 

Informants indicated their ‘Shopping Orientation’ as 

shown in figure 19. Most of them mention multiple 

types of shopping orientation. According to this 

figure, MMW appear as conscious consumers since 

they mostly shop when they feel they need 

something. See the following statements: 

 

“It is not something I use so much time on. I think I do it more out of necessity, like … I buy when I need 

something (…) but now I have a family, home, and children which I prioritize higher. I do shop more for my 

child than to myself.” - (Interview data (ID), Unit 50).  

Another interviewee who said:  

“I have gotten older and as I have had gotten much or many more things to think about like work and 

studies, I don’t have that much of a spare time so ...”. - (ID, Unit 137). 

Time is an important factor and trigger to shop. This also applies to time spent on shopping, for instance, one 

interviewee said  

“I actually hate the process of going to shop in stores and like looking around and trying things on, I find it 

really frustrating and usually when I shop like I have a specific something in mind or an outfit I want to 

create, so doing that in a store might be really tiring of course but online is much easier to click and browse 

around until you buy the specific things”. - (ID, Unit 160). 

 

On the other hand, those who love, enjoy or like shopping view shopping as a stress reliever or as a quality 

time spent with friends, see the following quotes from different informants:  

“(..) I love love to shop. Just something I like (…) I think it’s like a stress relief” - (ID, Unit 26), or  

“I love shopping, shopping brings me joy. It is a thing that has been a big part of my life always. Shopping is 

a thing that brings us together as friends. A thing that we do together and spend time on.” - (ID, Unit 122). 

 

These types of people can be considered as impulsive shoppers (Solomon, 2004), and are more likely to spend 

more money on shopping, as one said: “(...) I find myself shopping a lot and I do buy many things that I don't 

need (...)” - (ID, Unit 26). 
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Based on the analysis of shopping orientation, one may argue that it is harmful to rely solely on this information 

but combine it with behavior research. Such orientations do not indicate behavior (Solomon, 2004), but do in 

fact impact the behavior on different levels, such as: the choice of shopping destination and purchase frequency 

(Arnould, 2002). See the category 4.2.3. When looking at figure 19, it appears as if MMW are conscious 

shoppers as most of them shop when they need to, but this was proven otherwise in the ‘Pre-Purchase’ and 

‘Behavior’ category. More factors played a role in when and why MMW would shop and not just ‘if they need 

something’ as they stated.  

 

4.2.1.3 Lifestyle Dimensions - AIOs of Consumers 

 

  

Common topics between 

interview and blog data 
Opinions about MIs 

Red topics are only identified from the interview data. Grey are in common with blog data. Black 

refer to topics concerning MIs. This is made to easily distinguish between the topics and what they 

concern.  
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One of the ways to create a simple yet insightful overview of a consumer lifestyle is to implement the AIO 

model directly in the analysis process. When looking at MMW activities, figure 20 display that MMW have 

jobs, homes, and families to take care of. They also do sports or develop themselves by engaging in further 

studies. They are also active on SoMe on daily basis, see figure 22. These insights show that MMW are highly 

educated, ambitious, and tech-savvy women (Flood, 2015; Lewis, 2013; Janmohamed, 2016), which makes 

them similar to their non-Muslim peers in terms of daily activities (Hussain, 2010).  

 

When looking at the category ‘SoMe Usage’, SoMe can be regarded as 

an activity since MMW use this channel on a daily basis and spend hours 

online. This category also reveals the purposes that MMW use SoMe 

channels for. Based on interviews data, it appears that Instagram is the 

most used and top channel for fashion inspiration, blogging and just 

posting and sharing their daily lives, see figure 22. Facebook is mainly 

used for news updates. Twitter and YouTube are not popular among 

MMW in Europe. Only one interviewee mentioned that she uses 

YouTube for style look-books provided by bloggers. Lastly, Snapchat is only for private use.  

At this point, MMW expressed two crucial findings. First, MMW are heavy users of SoMe like their non-

Muslim peers (Hussain, 2010). Second, they indicate clear preferences for types of content of each platform, 

and this information could be utilized to reach customers at different touch points, and thereby influence the 

buying process that MMW go through. This specific information is significant to develop multichannel 

marketing strategies in terms of attracting and acquiring MMW as well as communicating and distributing 

brand information on the different platforms (Chaffey et a., 2016), see more in chapter 5. 
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Furthermore, the interests analysis of AIOs shows that most MMW have an interest for fashion, and that they 

like to travel and enjoy themselves. This could be linked to MMW shopping orientation. Since most of them 

are interested in fashion, thus like to shop and stay on trend (Siti, Harminini, 2016).  

Most interviewees find fulfillment in travelling and spending time with family and friends. People express 

interests to communicate who they are and where they belong (Solomon, 2004). Hence, MMW communicate 

themselves through their activities and interests to state who they are in a society and to what kind of group 

they belong to. At this point, one could argue that they want to communicate their position as being similar to 

their non-Muslim peers who love to travel and take care about themselves. And to show that they are modern 

and highly educated. Millennial women in Europe prove their smartness and talent through their activities and 

emphasize self-actualization values. This is shown through their life fulfillment interests (Flood, 2015; 

Hussain, 2010).  

 

When looking at the last subcategory of AIOs - Opinions from both data sources, namely interviews figure 20 

and blogs figure 21, it is shown that MMW have different opinions regarding three main areas, and these are: 

1) Muslim models and influencers in mainstream fashion industry, 2) mainstream fashion brands’ modest 

offerings and 3) who is and who is not performing well with their modest collection. 

 

All of the interviewees have similar opinions about how great it is to see Muslim models on mainstream 

runways. For them it means achievement and representation of Muslim women who have been ignored for 

years in the field of fashion. The following quotes illustrate this point. 

“(...) we felt ignored and kind of didn’t exist in the world, especially when H&M ad came out (...) I think that 

makes you feel included and a part of this industry, where we before were like something not beautiful and 

not supposed to be showing out, and not supposed to be fashionable” - (ID, Unit 135). Or  

“I think it’s really cool that we finally can you know can embrace the hijab more because I think that the 

hijab has been very underground for years (…) some hijabis can’t do anything just because they wear hijab. 

So, finally, they embrace it, cool.” - (ID, Unit 104). 

 

One could argue that customer representation is important to shape meanings to consumers on ‘possible selves’ 

or ‘typical consumer’ and attract a certain group to a specific brand and/or product (Heding et al., 2016). 

Fashion is considered to have symbolic meanings which are linked to stereotypes with personal images (Sirgy 

et al., 1997). Thus, when Muslim models are included in mainstream fashion, it signals the meaning that the 

MMW is now one of the ‘possible selves’ in the fashion industry. Although all of the interviewees expressed 

a positive attitude towards being represented in the fashion industry, they are also skeptical about it. The exact 

notion of the ‘typical consumer’ has been overused in the mainstream which has led to various critical opinions 

both in previous industry reports, such as (Reuters, 2016), and by the interviewees - figure 20, and blog 
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conversation authors - figure 21. One may argue that mainstream brands assume that they are including a new 

customer group by using a few Muslim models or collaborating with MIs, yet the MMW themselves actually 

view this type of inclusion as provocative and exclusion for several reasons. First, MMW do not wish to be 

put into the ‘typical consumer’ box that shows only one type of a Muslim woman. Second, some mainstream 

brands, such as D&G or H&M are introducing collections inspired by traditional Islamic cultures without 

giving credit to those cultures or without even using real Muslim models. One could argue that when looking 

at MMW and MIs opinions online, and the fashion industry development in chapter 2, there is a clear rise of 

modest fashion, as of yet, the gap between diversity and mindfulness still remains open. Mainstream brands 

which are entering the modest fashion market are failing in their communication method. MMW demand 

acknowledgment by the brands by at least including Muslim models wearing these modest designs or including 

educated Muslims within the fashion field to give useful input on suitable designs (Dina, Table 4, Unit 4).  

When the interviewees were shown pictures of D&G collections and Muslim models - figure 10, one 

interviewee said:  

“(..) There is a big difference between these 2 (D&G collection, and Halima – Nike ad ’appendix 6’). These, 

like a hijabi and is wearing something for hijabis, it is a special wear to women who wear scarf, but Halima 

and Amina Aden who is a Danish version of Halima – they wear completely normal clothes which all women 

wear except that they have a scarf on. This is a real step forward. They represent collections which are for 

all” -  (ID, Unit 61). 

What some brands did wrong, as did D&G, H&M is to make assumptions about the “typical Muslim 

consumer”, who in fact does not exist (Palmer, 2018). Despite a group of people such as Muslims having their 

faith in common, they are not one homogenous group (Solomon, 2004; Elliot, 2004). They still aspire to 

express their individual identities and personalities, as well as for what they stand for in terms of values (Belk, 

1988), and they want to reflect these aspects by wearing diverse designs from brands that are similar to 

themselves (Veblen 1997, Janmohamed, 2016). Another illustration of this argument is the critique that Dina 

Torkia wrote on her blog after D&G introduced their Abaya collection,  

 

“(...) the news that Dolce & Gabbana’s line of abayas and scarves is set to release October 2016, so it’s 

only polite for me to address it I suppose! I feel like I should be happy, ecstatic even, perhaps eternally 

grateful? That’s what seems to be the general reaction to this news so far. But, I can’t help but feel 

incredibly underwhelmed, possibly even a tiny bit insulted by the collection. I’ve dreamed the day a major 

design house would officially recognise us, hijab clad muslim women and finally ‘cater’ to us. But my dream 

wasn’t resulting in a line of lacey, embroidered traditional abayas and matching scarves. Something I’ve 

grown up with and a look that every muslim woman is all too familiar with. Something that the local ‘abayas 

r us’ in Brummy might have. Or if you fancy something a little more luxury, ‘abaya gold’ in Dubai would 

suffice. I dreamed of being able to look at signature gowns on the runway and imagine myself in one, hijab 
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and all. I dreamed of being included in the mainstream of haute couture & whilst D&G have managed to 

recognise us with this collection, they’ve also managed to exclude us. Fashion conscious Muslim women in 

the form of bloggers, designers & stylists have been taking centre stage for a good few years showing the 

world that modesty & style can coincide with faith. With barely a nod of applaud or recognition, until D&G 

fancies putting their stamp all over a very traditional middle eastern style & claim it’s originality. So Thank 

you, but no thank you.” - (Blog data (BD), Unit 157). 

 

Dina Tokio also criticized H&M’s Ramadan collection from 2018  

“When brands produce modest lines like that, we are all supposed to go like YAAAY!! WE ARE BEING 

INCLUDED. The work here is done – Alhamdullilah (Thank God) But again you are excluding us by making 

a whole category just for us which is a pie of shit compared to the rest of the world. And it just got cultural 

and ethnic influences in the clothes. We can already get that stuff!” (Table 4, Unit 4). 

 

In fact, one of the main criticisms is assuming that Muslim women are only interested in modest fashion. In 

reality, they desire to be free to look at everything and have the opportunity to select clothes for different 

occasions (Janmohamed, 2016). This is why the interviewees express that while brands make ‘modest’ 

collections for them to be inclusive, brands are actually excluding them, because such traditional clothing can 

be easily found in their home cultures for cheaper prices. Another downfall of these brands is that they assume 

MMW wear the same dressing style regardless background. Previous research (Palmer, 2018) shows that the 

Muslim population in the West, and in Asian countries such as Indonesia, and the Middle East such as Turkey, 

have little in common with Saudi Arabia and UAE in terms of fashion preferences. Women in Saudi Arabia 

and UAE prefer darker monotone styles of Islamic dress like the dresses D&G released. Whereas other Muslim 

populations prefer different colors, vibrancy and designs not just long wear (Palmer, 2018). This is indeed 

evident in the collection showed by an Indonesian designer at Torino’s fashion week, see figure 26. The 

interview and blog analysis also indicate that MMW living in Europe do not wear Abayas when they go to 

work or university but may do for special occasions, as seen in figure 20. The types of MMW style and needs 

are completely different and will be discussed in the ‘Behavior’ - section 4.2.3 and ‘Needs & Challenges’ 

section 4.2.2.4.  

 

Nonetheless, it is important to highlight that D&G received much criticism by Muslim women for generalizing 

and putting them into abaya uniforms, reinforcing typical stereotypes others have about Muslim women. It 

appears as if some mainstream brands are applying a standardized approach to clothing design since they only 

offer one type of designs regardless background assuming all Muslim women wear this type of dress. On the 

other hand, as most of the interviewees indicated, these abayas are more suitable to some Middle Eastern 

women, especially those in Saudi Arabia or UAE. Therefore, one could therefore argue that D&G might have 
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introduced the right collection for the right people since it is a luxury brand that people with high income can 

afford. In fact, a previous study indicated that young women in UAE prefer to wear branded abayas to signal 

their sexiness, wealth and taste of style (Al-Mutawa, 2013). At this point, one may argue that D&G catered to 

the right customer segment, who are wealthy women in UAE, who love to wear branded Abayas, yet, D&G 

still failed to communicate it effectively given the massive negative responses from MMW. D&G introduced 

the collection using white, non-Muslim models which led to heavy criticism concerning the stereotyping of 

Muslim women and the lack of relatedness and understanding. The same mistake is done by H&M collection 

(Table 4, unit4). From these findings, one could assume that the standardized approach is not only applied to 

clothing design but also to communication strategies without taking regards to local cultural values. Some 

brands use a standardized approach to maintain a consistent brand image and experience across all locations 

(Hooley, 2012). However, the examples of D&G, H&M or other brands that targets Muslim women, they are 

showing adaptation to a distinctive target group from their existing segments. Consequently, they are not 

implementing this adaptation throughout the entire process of targeting Muslim women. This is seen in the 

branding of the modest collections in which brands only used white non-Muslim models wearing modest 

clothes designed for Muslim women. This leads back to the theory of ‘consumer possible selves representation’ 

(Banister & Hogg, 2004). This means that targeting the right segment is not viable without the right 

communication (Kozinets, 2010; Chaffey et al., 2016). This can be a teachable lesson to other brands who 

want to address Muslim women.  

 

Furthermore, mainstream brands are just starting to target MMW, and they need a much deeper understanding 

of their new customer group. ‘New’ refers to the fact that mainstream fashion brands have only recently 

recognized this group, but the group have always been consuming from them without recognition. Since some 

brands are already encountering challenges, such as the examples of D&G, and H&M, this is important for 

two reasons. First, mainstream brands have always targeted women in the West and have never had included 

Muslim representation in their advertising or collections before. Their history is concentrated on Western, non-

Muslim women (Reuters, 2016). The second reason is that Muslims have always consumed from mainstream 

fashion, but the change is that now they demand attention and inclusion more than ever (Janmohamed, 2016).  

 

When asking interviewees questions regarding mainstream fashion brands’ collaborations with MIs, they 

express different opinions - see black colored opinions on figure 20. Most interviewees express similar 

opinions about MIs in general being good representatives who signal openness, break the ‘typical Muslim 

woman’ stereotypes and display style diversity. These positive topics highlight the positivity towards the 

general act of being represented on SoMe by MIs. However, the interviewees are also skeptical about it. They 

feel that brands are influencing these MIs in a less positive way by making them compromise some of their 

religious values - See some the following quotes:  
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“(...) like these brands use influencers for some advantages, influencers have many followers and they reach 

a wide audience and encourage them that a brand like this is associated with that influencers (...) these 

Muslim influencers might compromise their beliefs and they dress in a way they are not necessarily 

comfortable with, like not Islamically but to please the brand, then it’s that concern in modelling for the 

brands. It’s a disadvantage, it’s very easy you know when they might tell them you know you skirt is not 

gonna be as long as you thought, or we don’t want you to cover your hair like that or we want you to show a 

little bit of your hair, and these influencers you know might compromise and do things they normally 

wouldn’t do (...)” - (ID, Unit 9). Or  

“I think it’s cool if they still respecting modest fashion, I mean if the clothes still are as it should be like not 

showing too much and something most girls can wear, then I think it’s nice. But if just having headscarf on 

your head but wearing tight jeans and short shirt, I don’t think it goes hand in hand.” - (ID, Unit 41).  

 

Interviewees view MIs and models as role models for other young and old Muslim women. They emphasize 

the importance and protection of their religious and cultural values. They are enthusiastic about mainstream 

collaborations, yet do not take them for granted. 

 

Mainstream brand collaborations with MIs is called WOM. This type of communication amongst the 

consumers themselves has advantages and disadvantages for mainstream brands (Kozinets, 2010). The 

advantages on the brand side could be reaching a wider audience, establishing and maintaining customer trust 

by using trusted influencers. Mainstream brands have used MIs for years before they started to use models, 

since influencer collaboration is considered a safer way to attract and include consumers as it is performed 

indirectly through the influencer and not the brand itself (Kozinets, 2010). Influencers on the other hand are 

motivated by a desire to help others (Kozinets, 2010). This fact was seen in the examples of (BD, Unit 157) 

and may be critical to certain brands which would in turn affect the brand reputation. Another disadvantage is 

that some interviewees have noticed that some MIs have changed their hijab style by showing more hair or 

showing more skin of arms and legs. This seems to be leading to a misunderstanding which might result in 

negative perception of a given brand-image.  For instance, one interviewee mentioned how some influencers 

face the choice of compromising their values to be able to represent a brand - see the following example:  

“She turned down an offer because they wanted to do it in their terms and not a lot of people say no to such 

offers. The one from the H&M ad, Mariah Idrissi. She spoke about it one time, and there was another one I 

read on the news and she turned down an offer as well.” - (ID, Unit 10). 

 

Furthermore, another aspect of psychographic research is to apply an apparel benefit segmentation approach 

which assists in market segmentation (Solomon, 2004). The benefits from employing this approach is 

discussed alongside other lifestyle elements and how they can be leveraged in communication strategies, in 



 52 

chapter 5. Interview data unfolds four types of clothes benefits expressed by MMW, see the subcategory 

‘Clothes Benefits’ - figure 23. Interview data indicates MMW emphasize looking fashionable and nice. This 

relates to the ‘Fashion/Image’ benefit, see the following example:  

“(...) look nice and fashionable, look trendy but also remain modest” - (ID, Unit 11). The next largest benefit 

is looking sophisticated, as one interviewee mentions “(...) I like to look more sophisticated on a daily basis 

(...)” - (ID, Unit 27).  

Two interviewees stressed the fact that the clothes 

should be comfortable, as one said  

“(...) it has to be modest and that something I am 

comfortable wearing (...)” - (ID, Unit 90). 

Such insights are used in correlation to the consumers’ 

values in the next category. 

 

4.2.2 Pre-Purchase Considerations  
This category outlines and discusses various pre-purchase dimensions which are labeled as subcategories for 

structural purposes. These dimensions were defined with exploratory approach while analyzing the 

information that the respondents shared during the interviews. The dimensions are illustrated in figure 24.  

 

 

 

4.2.2.1 Cultural and Religious Values 

Cultural and religious values drive MMW’s clothing choice. Religious beliefs are one of the vital factors 

interviewees consider when they review or look for clothing items to buy; see some of the interviewees’ 

statements:  
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“(...) like its a bit long and trousers a bit lose. Because I don’t like to show my curves because you know I 

wear hijab and I have to think a little bit about what I wear” - (ID, Unit 112), or  

“Since I am hijabi so it’s not like it’s too short or no skin is showing and that it’s something I can wear every 

day and modest, yea” - (ID, Unit 89). 

Additionally, some interviewees stated that there is no defined Islamic dress or style. It can be diverse and 

individual, as seen in the following example:  

“I actually think… for me there is no normal style for a Muslim woman or something like that (…) I do not 

think you can speak about a standard Muslim wear anymore because it is personal and so different.” - (ID, 

Unit 66). 

These findings indicate the clothing purchase behavior is indeed directed by religious values (Delener, 1990; 

Solomon 2004). In this case, such values are the prescribed Islamic values according to which women have to 

cover themselves by wearing veil and clothes that hide their figure (Al-Mutawa, 2013). However, there is no 

defined instruction to how much a woman should cover herself (Firat, 2005). Section 2.6 mentioned the modest 

theory which argues that modesty depends on culture and changes overtime (Solomon, 2004). However, the 

theory also argued that people may wear modest clothes out of shame. This is not the case with MMW. They 

wear covering clothes as a sign of devotion and respect to their religion while maintaining a fashionable style 

to signal modernity. Hence, modesty for MMW means the combination of religion and modernity (Lewis, 

2013; Firat, 2005). Additionally, MMW’s religious and cultural values influence their clothing choice and act 

as filters during the shopping journey, but this influence appears to be overrated by mainstream brands (more 

details – see 4.2.2.4). The extent to which religious and cultural values of MMW influence their fashion 

consumption behavior is limited to a few requirements, as mentioned in the above quotes. Values in general 

are not only tied to religion but also social networks (Solomon, 2004). Hence, MMW also seek out to be similar 

to and fit in their European social environment.  

 

4.2.2.2 Personal-Values - Self-Consciousness 

For MMW wearing clothes that fulfill the religious criteria is not enough. The clothes must be nice, 

fashionable, and good quality in order to be purchased. See the following statements  

“I actually like to look more sophisticated on a daily basis (...)” - (ID, Unit 27), “(...) I think about what I 

wear and things like that (...)”-  (ID, Unit 101), or “(...) I do still care about that it’s a beautiful jacket and 

cut beautifully and has a classic style (...)” - (ID, Unit 123). 

 

This indicates how conscious MMW are about their self-image and social identity. They want to look nice and 

fashionable. In fact, MMW labeled themselves as ‘hijabistas’ which is an Islamic version of ‘fashionista’ (Siti, 

Harmini, 2016). Both terms refer to being self-conscious about one’s appearance (Lewis, 2015). This 

consciousness affects, in turn, MMW’s fashion consumption behavior. The reasons behind this effect is that 
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clothing is an instrument of self-expression and an announcement of one’s identity (Johnson & Ein-Gar, 2008; 

Belk, 1988). Clothes are considered as symbolic products through which individuals create a visible method 

of communicating their identity to achieve social recognition (Siti, Harmini, 2016). This refers back to the 

adornment theory of motivations to wearing clothes which was mention in section 2.6. MMW, like their non-

Muslim peers they want to be admired by their looks and gain social recognition.  

 

The subcategory ‘opinions’ highlighted that MMW reject being perceived as one ‘typical consumer’. Modest 

style for MMW is seen as something personalized. They mix and match items to create their individual style 

(Lewis, 2015). One could argue that this is based on the logic of communicating self-identity and 

differentiating oneself from others (Thompson and Haytko, 1997). Since identity is socially constructed 

through continuous negotiation in one’s surroundings, the individual identity becomes inseparable from the 

collective social identity because self-identity is validated through social interactions (Elliott, 2004; Auty, 

Elliott, 2001). At this point, MMW’s choice of clothes to create a certain style depends on the cultural context 

they live within. One of the main motives to emphasize fashionable clothing, looking nice and sophistication 

(figure 24) is to foster an affirming sense of social relatedness (Auty, Elliott, 2001). This refers to the fact that 

MMW living in Europe have acquired some of the European values such as individualization and self-

differentiation (Hofstede, 1948) despite having different religious values - see also section 2.1.1. MMW dress 

in a way that is similar to their non-Muslim European women. This relates to the compliance concept which 

occurs when individuals are influenced by their context to achieve a sense of belonging and favorable reactions 

(Auty, Elliott, 2001). This emerges in the MMW negative opinions on D&G’s Abaya collection which is not 

suitable for MMW that live in European societies. On the other hand, MMW’s positive opinions regarding 

mainstream fashion’s inclusion of Muslim models and collaborations with MIs and that this would lead to 

slowly change the ‘typical MMW’ be represented as consumers, like their non-Muslim peers. At this point, 

one could argue that for MMW’s identity-expression through style is important for them to seek-approval and 

make themselves acceptable and admirable. This means that MMW’s consumption behavior conveys their 

modern and individualized values by buying items to create styles that fit with their current surroundings. 

Another argument is that MMW’s religious requirements and self-consciousness values are inseparable when 

considering buying clothes. A piece of clothes must fulfill both needs.   

 

4.2.2.3 Personal-Values - Fashion-Consciousness 

The self-consciousness subcategory unfolds the extent to which MMW are aware of their appearance. This 

type of awareness is related to fashion-consciousness e.g. their source of knowledge regarding fashion (Siti, 

Harmini, 2016). Figure 24 reveals that MMW are involved in fashion and keep themselves updated on fashion 

trends. They do this by following celebrities and bloggers to obtain information from opinion leaders on SoMe, 

specifically Instagram. Figure 24 shows that interviewees draw most inspiration from Muslim bloggers. This 
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has been expressed by an interviewee who felt relieved to see other women on SoMe who like herself have a 

modern dressing style - see the following example:  

“Bloggers were as an eye opener for me (…) they showed an alternative way to be perceived as, and they 

showed me that it is okay to dress in this way” - (ID, Unit 65).  

Another interviewee who recently decided to wear hijab looked for inspiration to adapt new and trendy 

fashionable, modest looks, such as  

“hijabi modest bloggers have been a lifesaver for me because I remember when I put my hijab on, I started 

following and following and following all these girls, and just going from this one to this one to this one … 

looking for inspiration and I think “ohh okay you can actually use these kinda pants, ohhh you can do long 

blazers and jackets…okay okay”” - (ID, Unit 123). 

 

Interviewees follow many Muslim bloggers as they said, but most of them mentioned Dina Tokio and how she 

creates modern styles. When looking at Dina Tokio’s style videos (Table 4, Unit 1,2,3), one can clearly 

understand that she mainly shops from global mainstream brands to create her own style combinations. She 

also lists the brands she shops from and how she mixes, layers and matches clothing to create modest yet 

trendy looks. Another highlight is that MMW interviewees do not solely draw inspiration from modest 

bloggers but also from global celebrities and influencers. See the following examples:  

“(...) since I’m a hijabi, most people think I only look at hijabi bloggers or that I’m restricted but I can get 

inspired by non-hijabi bloggers or celebrities and recreate the looks but in a modest and modern way” - (ID, 

Unit 34), or “I draw inspiration from everywhere … um … streets, Pinterest, Instagram or even men’s 

fashion (...)” - (ID, Unit 6). 

 

These insights show the correlation between fashion-consciousness and behavior is further explained in 

4.2.3.6. It is related to shopping destinations and frequency of MMW as they continuously update their 

wardrobe to follow the trends.  

 

It appears that MMW source of knowledge is mainly derived from SoMe engagement. This type in information 

was previously described as WOM. MMW are constantly online and are exposed to fashion inspiration on 

SoMe (Reuters, 2010), like their non-Muslim peers who are always connected (McKinsey & BOF, 2017). 

These insights also indicate that the dressing style of MMW is influenced from this exposure to both Muslim 

and non-Muslim opinion leaders and global celebrities. Most of these opinion leaders wear mainstream 

branded clothes. As was shown in 4.2.1.3 that mainstream brands collaborate with MIs who in turn affect many 

other MMW and their choice of style. On the other hand, this could also be a disadvantage, especially when 

speaking about the misconceptions which some brands have about MMW by offering them modest traditional 

wear. The same MIs who wear and collaborate with mainstream brands, could also be critical regarding the 
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‘typical consumer’ idea, as was seen in Dina Torkia’s opinions previously. MMW have the opportunity to 

discuss brands and their offering online, which indeed also influence the brand’s reputation at the end 

(Kozinets, 2010). Moreover, it is interesting to discover that when brands collaborate with MIs, they reach a 

wider Muslim audience, and display brand diversity (Heding et al, 2016). However, this kind of diversity is 

not applied through advertising or modelling like the examples of D&G. It leads to wonders about why do 

brands not include Muslims as models but only collaborate with influencers? This can be a consideration for 

further studies. 

 

4.2.2.4 Needs and Challenges  

When interviewees were asked about their experience with finding clothes, most of them expressed a set of 

needs and some challenges to their modest requirements. There are two types of needs, utilitarian and hedonic. 

The former refers to the functionality and practicality of the clothes, such as: durability or comfort, whereas 

the latter refers to the subjective side of clothes benefits, such as enhancing self-confidence (Solomon, 2004). 

Consumers may emphasize either one of the types or both when buying clothes (Solomon, 2004). It is argued 

that consumers mostly buy clothes for both types of needs (Solomon, 2004). This is indeed evident in figure 

25, MMW emphasize both types of needs in clothing. When looking at each need separately, it is seen that 

utilitarian needs score higher than hedonic. Most of interviewees list quality among their needs, next comes 

covering. This is also evident in figure 25. However, one may also argue that buying quality clothes is not only 

for durability purposes, but it also signals an upgraded lifestyle, where people can show that they afford a bit 

more expensive and good quality clothes (Veblen, 1997). Furthermore, MMW experience challenges when 

they look for clothes to buy. They struggle to find seasonal items, especially in the summer, as the clothes 

often show more skin, transparent and too short. In fact, the opinion leader ‘Dina Tokio’, mentions the 

following on her channel:  



 57 

“(...) The fact that we like the clothes on the high street, it just needs a few adjustments. Like a slightly 

longer sleeve or not see through top half, that skirt is perfect but instead of stopping at knee length, could 

you bring it down to the ankles a bit. You know we are not asking brands to sell us what our cultures around 

the world have already invented” - (Table 4, Unit 4). 

This quote indicates common needs by MMW, and also tells more about where MMW shop. This will be 

discussed further in the upcoming section ‘shopping destinations.  

Knowing these needs and challenges, leads to the wonder of whether these needs are addressed? When looking 

at MMW needs, compare them to the offerings of mainstream fashion brands and modest fashion producers, 

one can identify a significant gap between the dressing style of MMW and what they demand, and fashion 

brands offerings. See figure 26. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Moreover, when dissecting the blog data, there is a small amount of expressions of needs. There are other 

types of needs expressed online, see figure 27. Women ask for suggestions of mainstream brands who are more 

modest-friendly than others. They also seem to demand 

more style inspirations for different occasions, such as 

study or work. This refers back to the previous sections 

about self-consciousness and fashion-consciousness. 

MMW want to look modest but also fashionable like 

the bloggers they follow.  
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4.2.3 Behavior 
This category comprises 6 subcategories and 27 topics, as seen in figure 28.  

 

 

4.2.3.1 Shopping Destinations 

When informants were asked about which stores/brands they typically shop from, all of them mentioned Zara 

and H&M as their first destinations. See figure 28 for the most mentioned destinations and table 8 for all the 

mentioned destinations. ASOS is the next most mentioned destination for all interviewees across borders. 

Mango and Nelly were mentioned by informants from Denmark, whereas Missguided, Primark, and New Look 

were mentioned by the British interviewee since these brands are more popular in the British market 
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(fashionista.com). This subcategory portrays various interesting insights. First, all the mentioned destinations 

are considered to be high street brands that are affordable, trendy and fast-fashion brands who offer reasonable, 

good quality clothes (Bhardwaj, 2001; Bruce, 2006). Second, MMW view these brands as destinations which 

offer good quality clothes for good prices that they can afford at their current stage of life, such as being a 

student, part-time worker etc. Third, MMW shop from Zara and H&M and consider them as their top 

destinations. They perceive them as being modest friendly brands that match their sense of style. Mango is 

also one of the shops which is seen as modest friendly. ASOS is also perceived as having modest friendly 

clothes due to their wide range of offerings (Table 4, Unit 2). See the following examples from interviewed 

MMW:  

“(...) H&M has very nice clothes for good price and Zara has good quality as well as modest clothes” - (ID, 

Unit 87), or  

“(...) even though Mango does not have good return policy, but I still buy online because they have 

BEAUTIFUL stuff, especially for modest clothing” - (ID, Unit 126). 

Shopping Destinations – Both Online and Physical Stores 

H&M ASOS 

COS Nelly 

& Other Stories Missguided 

Zara Mango 

Pull & Bear Gina-Tricot 

Massimo Dutti Bestsellers 

 Nordström  

Table 8. All mentioned destinations by MMW 

 

The fourth interesting and surprising finding is that most interviewees did not mention any shopping 

destinations that specific and exclusive to modest fashion. There were two occasions when such shops were 

mentioned, see the following quotes:  

 

“(...) And definitely there should be more shops that are only for hijabis like Inayah and stuff like that (...)” - 

(ID, Unit 129), or “(...) I have a little bit difficulty with modest fashion websites. There is this website called 

Inayah. I tried to shop from them and the clothes were not as expected in terms of quality compared to the 

price. The prices was not cheap, like not really expensive either so medium prices but the quality you got out 

of the clothes was really bad.” - (ID, Unit 46). 
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The fifth finding is that MMW shop from modest brands, but for curiosity reasons. Those who have done that 

came to conclusion that modest brands do not offer the same quality and fashionable attributes as mainstream 

brands.  

“Because most of shops when you go on Nørrebro, it’s not very pretty you know, and very dirty and things 

all over the place. But in Sabaya everything is organized and beautiful like a normal shop. They have such 

beautiful pieces, and they have kimonos, abays and hijabs.” - (ID, Unit 130).  

 

When this interviewee was asked if she finds more items that suit her style in Sabaya store or the typical 

brands she shops from, she replied “I would definitely … find more pieces in Mango that suit my style. I have 

always loved blazers and I have always loved big flowy shirts and you know it’s ... it’s more me and they 

have that. And Sabaya does try and like... they have Kimonos and certain stuff, but they don’t have big 

collections” - (ID, Unit 131). 

 

The sixth finding which is worth mentioning concerns sustainability. Chapter 2 (2.4.1) mentioned that Muslims 

demand understanding of values and are more likely to purchase from brands who have similar values. Some 

of the main values are accountability, transparency, and community (Al-Mossawi, 2002; Hussain, 2010; 

Lewis, 2013; Reuters, 2016). One interviewee stated that she tries to cut her fashion consumption down due 

to unsustainability issues with these brands, such as H&M and Zara. She mentions the work conditions in their 

manufactories as an example.  

One interviewee said:  

“(...) if I was working full-time then I would have the budget to buy more expensive clothing items from more 

sustainable brands” - (ID, Unit 149). Or  

“(...) I know they are doing some initiatives but then again and this is what makes me a very unconscious 

consumer because I wouldn’t say that I don’t care but I don’t do the research. I don’t actually click under 

the newsletter they send to my email and read about what they are doing and what it means.” - (ID, Unit 

148). 

 

These quotes indicate various elements. First, it is interesting to discover some contradictions, for instance in 

figure 23 (clothes benefits), figure 19 (shopping orientation), informants who indicated that they only shop if 

they need something, or they only buy clothes for functional reasons, also shop from Zara and H&M because 

they view them as being close to their sense of style. H&M and Zara are fast fashion brands which follow 

trends. This relates back to MMW’s fashion-consciousness. However, it is important to be able to compare the 

data and identify such contradictions because interviewees might give information to appear as rational 

consumers, but their behavior may provide a slightly different indication.  
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Another interesting finding is that modest shopping brands are not at the top of an MMW’s mind when thinking 

about shopping. Rather, like their non-Muslim peers, they shop from chains as Zara or Mango. Third, the 

offerings of the mentioned modest fashion brands do not meet MMW’s expectations in terms of quality when 

compared to their quality perceptions of the global chains. In this case, one could argue that modest fashion 

destinations do not provide a wide variety of options compared to big chains. There is a long way to go before 

a small shop can grow to be big enough to compete with Zara or Mango, which have been on the market for 

decades. The crucial point to highlight is that the choice of shopping destinations depends on the type of 

designs and offerings. MMW appear to be open to shop from modest fashion shops if they have similar 

fashionable offerings that match their style. Hence, one could argue that the focus could be on quality, designs 

and store decoration rather than just quantity and having a wide variety of options. This based on interviewees 

statements (ID, Unit 46, 130, 131). 

 

Furthermore, the choice of brand destination is related to the brand attributes and the consumer’s self. The 

subcategory (4.2.2.2) elucidated that MMW consume fashion for symbolic, approval and belonging purposes. 

This is also evident in how they select their destinations. It is argued that there is a link between the brand and 

the consumer’s self as consumers demonstrate who they are and where they belong by consuming from certain 

brands (Heding et al, 2016). Consumers in general including MMW create emotional attachment to the brands 

they shop from that reflect or are similar to their own personality (Heding et al, 2016). At this point, MMW 

demonstrate that they are similar to their non-Muslim peers since they shop from common chains as Zara, 

H&M, and ASOS. They also state that they are trendy and fashionable since they consume clothes from fast-

fashion and on trend brands. It is indeed interesting to discover that MMW shop from brands that are more 

similar to their personality than their values. This leads to the next section. 

 

Additionally, the findings concerning sustainability provide interesting insights compared to findings of 

previous Muslim consumer research (Hussain, 2010). Although some of the mainstream brands’ values did 

not match MMW’s religious values in terms of transparency, or accountability, yet all interviewed MMW 

listed Zara and H&M as their top shopping destinations. One could argue that some MMW emphasize 

sustainability values, which are very much similar to their Islamic living guidelines (Reuters, 2016; 

Janmohamed, 2016). However, they generally still do not prioritize sustainability as selection criteria when 

choosing where to buy their clothes. This behavior may be affected by the demographic factors of MMW’s, 

such as being a student or early entrants into work-life with limited budgets. It is also interesting to discover 

that MMW do more information searches to pick and choose the most fashionable and stylish items but 

perform less research on whether the brand they are shopping from is sustainable or not. At this point, the 

interviewed MMW are more style and price conscious but less concerned about sustainability values. These 
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interesting points of discussion indicate that religion influence MMW but not from all aspects as one might 

assume. This point was explained in 4.2.2.1. 

 

4.2.3.2 Online and In-Store Shopping 

When looking at which type of shopping destinations MMW shop from, all respondents claim to shop both in-

store and online, but most of them do online shopping - figure 28. It is argued that most millennial women 

prefer to search and shop online (Flood, 2015). On the other hand, those who shop in-store prefer to touch and 

try on the items at the shop. The same interviewees who emphasized comfort and functionality in their clothes 

benefits, are those who do in-store shopping. Whereby, those who value image, sophistication and trends 

mostly shop online for several reasons. First, the return policy seems to be one of the major factors attracting 

online shoppers. Second, the simple and agile search features to find, compare and combine items to create 

styles are less time consuming than store shopping. Third, the wide variety of options of both clothes and 

brands in one place is also one of the crucial points of attraction. Customer experience both online and offline 

is vital along the buying process. Brands influence consumer perception and thereby decision through positive 

and purposeful experience in-store, by having an appealing window display, organized products, and the 

opportunity to touch and feel the clothes (Solomon, 2004); also, the opportunity to shop with friends and make 

it a social experience, as some interviewees expressed.  

 

On the other hand, online destinations cannot provide such experience, but creating a digital seamless 

experience will still attract and retain customers (Wandorf, 2017; Solomon 2004). For most MMW online 

experience seems to prevail. These insights refer back to some of the industry changes that brands should be 

aware off. Chapter 2 (2.3.1.2) highlighted the fact that big platforms, such as ASOS offer a seamless customer 

experience (CX) by presenting a variety of brands, free deliveries and returns, and convenience in searching 

for items (McKinsey & BOF, 2017; Wandorf, 2017; Chaffey et al., 2016). Hence, online shopping appears to 

be more explorative in its nature compared to in-store shopping which is more habitual since MMW would 

first shop from their favorite brands, then explore others. Another point to illustrate from this section is that 

brands could achieve higher awareness and attract visitors through bigger platforms compared to having 

physical stores. On the other hand, some brands emphasize other values, such as exclusivity by only making 

their offerings available through their own channels, such as Zara and H&M (Bruce, 2006).  

 

4.2.3.4 Style Description 

As was mentioned above, interviewees shop from global brands. Some of these brands offer modest collections 

but interviewees do not only shop from these modest collections. They rather mix and match items which are 

targeted at non-Muslim customers to create modest styles. One could argue that MMW view style as a tool for 

improving self-image (Elliot, 2004) and breaking stereotypes, as well as indicating their individual uniqueness 



 63 

(Siti, Harmini, 2016). When looking at the style types of MMW, they mention five types. These are: classy, 

eccentric, chic, trendy, and casual; see figure 29. It is interesting to see the correlation between style types and 

clothing benefits (figure 23). Those who emphasized functional attributes of clothes described their style as 

casual because they argue it is comfortable. Whereas those who emphasized image and sophistication 

described their style as chic, classy and trendy.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.2.3.5 Shopping Routine 

Figure 28 highlights two crucial factors in the interviewed MMW’s shopping routine. More than half of them 

would start with visiting destinations they typically shop from whether online or in-store. This can be 

understood as habitual shopping behavior and is related to security (Genco, 2013). This behavior contradicts 

some points in previous research regarding religion influence on behavior. The previous category ‘Pre-

Purchase’ highlights how religion influences the choice of clothes which affects the purchase decision at the 

end. However, chapter 2 shows how some previous researches suggest that Muslims are great risk takers and 

less information seekers in terms of consumption since they believe that the outcome of their actions is God’s 

will (Esso et al., 2004). This fact does not comply with the findings of MMW behavior in this research project. 

This research findings indicate that MMW perform searches on online platforms to mix and match items for 

specific styles that they are intending to create. They also surf online to draw inspiration, discuss style tips 

with their peers online, and buy items that could also be suitable to other pieces they have. The previous section 

Interviewees with casual style Interviewees with classic, chic style 

Figure 29. Interviewees Style Types 
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‘shopping destinations’ also highlights how important it is for MMW to try and see the clothes before making 

their final purchase decision. Thus, MMW consumption behavior is innovative in the sense that they mix items 

to create unique style that is both fashionable and modest, but they do not seem to purchase unconsciously 

depending on God’s will. However, the contradiction between this research findings and Esso (2004) may be 

related to the scope of the research. This one is limited to a segment and industry while Esso’s research is 

general.  

 

4.2.3.6 Shopping Frequency 

Figure 28 indicates that the majority of interviewed MMW shop for smaller amounts of items per month or 

every two months, whereas only two would shop a few times a year but in bigger bulks. See the following 

examples:  

“(...) I shop like 3 times a month in physical stores (...)” - (ID, Unit 29), “(...) now I buy one item or two all 

the time, I like it!” - (ID, Unit 75), or “I would make a purchase maybe… once a month and sometimes I 

usually do it in bunches - I don’t know why! like I buy a lot of stuff at one time and then I like go for a month 

or two then I will buy a little again (...)” - (ID, Unit 128). 

An example of those who buy a few times a year:  

“3-4 times a year where I really shop. Normally I use an entire day to shop like this (…)” - (ID, Unit 53). 

 

The shopping frequency behavior is linked to ‘clothes benefits’ in figure 23 and style description in figure 29. 

Those who emphasized a sophisticated and fashionable style care more about their fashion image and thus 

shop frequently. Those who emphasized functionality of clothes, and have a casual style, shop a few times a 

year in bigger bulks. This type of information help marketers in developing promotional tactics whether 

through direct advertising or influencer marketing to communicate with customers who are frequent shoppers 

(Arnould, 2002). 

 

4.2.4 Motives 
This category builds up on the above categories to analyze and uncover interviewees’ motives - the ‘why’ 

behind their lifestyle approach, pre-purchase considerations, and their shopping behavior. To recall some 

crucial information, motives consist of three overall branches, and these are: Meaning, Communion, and 

Agency. The analysis of motives comprises 15 topics and 107 cases, see figure 30. The topics are ordered by 

size, from largest to smallest within each subcategory/branch. The colors on figure 30 match the colors of the 

different subcategories that were discussed before.  
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4.2.4.1 Agency Motives 

Previously, the subcategory 4.2.2.2 (self-consciousness) uncovered that some of the main motives behind 

adopting a fashionable look is to accomplish social recognition and enhance self-esteem (Siti, Harmini, 2016; 

Auty & Elliot, 2001). However, these motives are only realized when looking at fashion style from a self-

expression perspective. This branch of motives seeks to highlight different types of motives which are related 

to empowerment and competence (Talevich et. al., 2017). The concept of empowerment refers to the process 

by which an individual gains knowledge, confidence, competence and self-efficacy from the actions taken to 

achieve meaningful goals that generate a sense of power (World et. al., 2015). Power may be experienced 

differently depending on context and the type of power. There are three types, and these are: power-over, 

power-to, and power-from (World et. al., 2015).  

 

Power-over refers to the fact of gaining control. From a marketing perspective, this type of power is exercised 

through empowerment of consumers by offering them the following: access to information, understanding of 

product creation processes, and multiple choices of products or services (Harrison, 2006). The fact that no 

mainstream brands had considered or addressed Muslim women before made Muslim women adjust to what 
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is already being offered which is not catered for them. Thus, they have created their own SoMe channels to 

recreate fashion styles and distribute this information among each other (Lewis, 2015). These acts of recreation 

and distribution have gradually increased their power in the fashion industry (Kozinets, 2010) which, hence, 

has attracted mainstream brands to start addressing them by offering occasional collections, model 

representation and influencer collaborations. This leads to the next power type which is power-to.  

It refers to the extent to which an individual believes in their ability to act and achieve a desired outcome 

(World et. al., 2015; Zimmerman, 1995). Figure 30 illustrates that most of the interviewed MMW indicate 

their motivations are of achievement and autonomy. These motives come from MMW’s ability to change the 

world’s stereotypes of Muslim women through fashion. All interviewees expressed appreciation to being 

represented in the fashion industry thanks to MIs and models. Thus, gaining increased power is an important 

achievement for MMW’s to control the image of Muslim women in general. 

 

The third power type, which is power-from, refers to the resistance of being controlled by others. It addresses 

existing power imbalances among genders, races or social classes for example (World et. al., 2015). This power 

type offers a great understanding behind MMW’s motives of achieving autonomy and confidence as well as 

feeling competent. Due to digitalization, MMW have created new opportunities and identity communication 

in a way which is not automatically expected by the European world. MMW are redefining the perception of 

Muslim women through fashion and are communicating what is possible for them in which they are mostly 

misunderstood for, being restricted to, or how they are compared to other Muslim women in the Middle East. 

MMW living in Europe are constantly countering the ‘typical Muslim woman’ expectations by self-expression 

of freedom, modern identities and lifestyle through fashion to diminish misconceptions of being oppressed, 

unfashionable or unmodern. 

 

4.2.4.2 Meaning Motives 

The largest motive in this branch is religion and spirituality. This motive refers to different subcategories. 

MMW are conscious about their religion and spirituality in their lifestyle (Delener, 1990; Hussain, 2010; 

Lewis, 2013; Abu-Lughod, 2002). Religion is involved in almost every aspect, such as their opinions on 

fashion brands, models and influencers. Religion also affects their behavior in finding clothes (loose, covering, 

long sleeves), creating styles, and their interaction with the community as a whole (Reuters, 2016; Lewis, 

2015). This motive confirms that religion plays a central role in MMW fashion consumption behavior. 

However, it is important to be aware of not generalizing these indications on all MMW, but this sample of this 

research which represent many other MMW like them. When looking at the motives which relate to lifestyle 

categories (Dark red), figure 30 reveals that MMW appreciate beauty which is why they emphasize the 

symbolic benefits of clothes more than the functional. This is indeed correlated with the adornment theory of 
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motives to wearing clothes (Solomon, 2004), which means that MMW also conform to follow beauty and 

fashion trends.  

As mentioned previously, MMW possess European values just as their non-Muslim peers, such as self-

actualization values. MMW seek life fulfillment by for example travelling and shopping (Voyer, 2016), see 

the following example:  

“for me I really like to display or try to portray that hijab is not limiting. So I like to post about my travels or 

when I exercise and things like that because not only it’s a misconception to the outside world but I think a 

lot of hijabis could feel limited to themselves (...) show non-muslims like we do everything and more, like 

within reason of course.” - (ID, Unit 169). 

 

The subcategory (opinion) highlights MMW opinions regarding Muslim models in the fashion industry, such 

as Halima, or mainstream brands’ collaborations with MIs like Ruba Zai (Appendix 6). The motives analysis 

reveals that although interviewees were critical in their opinions, they find it inspiring and relatable in the 

sense that these models/influencers express openness and diversity in both dressing style and lifestyle as a 

whole. They also appreciate other influencers or models who refuse to compromise their religious hijab values 

for mainstream collaborations. All these motives refer back to having a strong hold to religious values and 

spirituality, as well as being a good role model for other Muslims around the world. MMW are motivated by 

the desire to inspire and help other Muslims, see the following statement:  

 

“(...) I have always been involved with Muslim youth (...) I am really passionate about to inspire them, and 

also be a good example to them. So, like I have certain values that I adhere to (...) I know there are younger 

girls and also older girls or even like older women looking at me, at my page and looking to me as an 

example so I feel it’s kind of responsibility reflect my own values on my page” - (ID, Unit 168). 

 

4.2.4.3 Communion Motives  

The identified communion motives refer to 3 categories, lifestyle (4.2.1), pre-purchase (4.2.2.3), and behavior 

(4.2.3.1, 4.2.3.4, 4.2.3.5).  

The recurrent motive refers to the pre-purchase category. Interviewees indicated that they follow non-Muslim 

and Muslim bloggers relating to the fact of being cultural hybrids and having mix of values and style 

similarities. On the other hand, motives such as “avoid hassle - buy items suitable for various trends” refer to 

the ‘Behavior’ category. Due to MMW’s limited budgets, they shop for smaller batches a month and choose 

classic items that could be suitable for various trends. This motive also refers to online shopping. In the 

subcategory 4.2.3.2 (online shopping), more than 50% of interviewees expressed avoiding hassle by online 

shopping because it is easier and faster to browse clothes and get their deliveries sent directly to their home. 
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Another interesting point is the motive “avoid rejection (...)”. It was previously argued that MMW express 

themselves through style to seek approval from the environment in which they live. One could argue that 

MMW are fashion-conscious, and that the reason they maintain covered, yet trendy styles is to avoid rejection 

from non-Muslims (Lewis, 2013). This refers back to the ‘typical Muslim consumer’ perceptions and 

stereotypes associated to Muslim women as being oppressed. MMW shop from non-Muslim chains, create 

Western-inspired styles to fit in their European communities and show higher relatedness to their non-Muslim 

peers. At this point, two factors play a central role. First MMW acquisition of European values, such as 

independence, freedom of speech, and individualization. The second factor is digitalization which increases 

MMW’s connectivity across regional borders. These factors enable MMW to increase their control as 

consumers in the fashion industry. Referring back to power-over, MMW are demanding value, understanding 

and personalization from fashion producers, just like their non-Muslim peers (Reuters, 2016; McKinsey & 

BOF, 2017; Flood, 2015).  

 

Moreover, motives which relate to lifestyle refer to activities and opinions. It was mentioned that MMW like 

to spend time with family. This is associated with their cultural collectivistic values they have inherited from 

their original background. All interviewees come from 

collectivistic cultural roots, according to Hofstede’s (Hofstede, 

2018) classification of nations and Voyer (2016), see figure 31. 

Collectivistic values also concern the protection of one’s group 

(Voyer, 1990), which is the case within the Muslim community. 

One could argue that MMW try to be good role models to protect 

the younger Muslim generations and encourage them to hold on 

to their values and show them that modernity is indeed possible 

to be combined with religion.  

 

4.3 Validity of Research Findings and Overall Reflections 
Validity refers to the extent to which the research findings answer what the research is really about, and there 

are external and internal validities (Saunders, 2009). The external involves the generalizability of the research, 

which concerns the question of whether the research findings are equally applicable to other research contexts 

(Saunders, 2009). At this point, one could argue that due to the ontological and epistemological views of this 

research project, there are various approaches to solve a given problem (Saunders, 2009). Consequently, this 

argument does not mean that the research findings are applicable to other research settings, but it is 

acknowledged that there could be different angles to investigate the research topic and perhaps come to slightly 

different solutions (Saunders, 2009). However, the aim of this research study is to find out about the behavior 

of MMW in fashion and thus produce a theory that is generalizable to the MMW living in Europe. It is crucial 
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to highlight that a generalizing theory is not an absolute truth. It is believed that findings of this research 

provide a general overview of what is generally happening and might also happen in another context. However, 

there might be some exceptions if there was a possibility to explore more by conduction data from MMW 

living in other European countries or other countries in the Western world.  

 

The other aspect of validity is internal, which concerns the extent to which the research findings from the 

applied method correlate with the research objectives (Saunders, 2009). At this point, one could look at the 

collected data. First, both the interview and blog data showed clear patterns in terms of opinions, needs and 

challenges with clothing for MMW. Another point is that most of the interview questions are open-ended with 

no indication of answer choices that would filter or influence the answers of the interviewee. With that being 

said, all interview data showed clear patterns to the lifestyle, values, and behaviors of MMW. The majority 

provide similar answers. On the other hand, this research is based on a small sample of 8 interviews, thus a 

larger and more comprehensive research could provide more insights that this study may not have uncovered. 

Based on the 8 interviews, this research managed to answer all the research objectives, and these are: get 

insights to MMW lifestyle and who they are, how they pick clothes and on why, how they shop and where 

they do it as well as if they experience any challenges, and what motives drive their behavior. The research 

has achieved all its objectives. Hence, one can conclude that the research findings are valid due to the strong 

match between research objectives and findings which lead to developing a generalizing theory that represent 

MMW as a consumer segment in the European fashion market.  

 

Reflections 

However, with the knowledge gained from this research one can identify other aspects that could have been 

investigated. The research could have applied a mixed method approach to achieve even deeper and detailed 

answers. Some parts of the research could have been explored in a more comprehensive manner. For example, 

applying surveys to use scales to measure the extent to which MMW emphasize hedonic or utilitarian needs, 

or to measure MMW’s buying frequency to be able to present findings in more details. Another point is that 

the research mentions various demographic factors and discuss participants’ stage of life and income, but there 

is no measure of MMW’s spending on clothes. A third point is that the research mentions how MMW are 

similar to their non-Muslims peers in Europe and discusses for example MMW’s clothes benefits or emphasis 

on personal values, but there were no specific comparisons to how non-Muslim women behave in the same 

situations. The research applied secondary data to make a general comparison between the two groups. 

Nonetheless, as was mentioned before that the study was able to answer its research objectives. From a 

theoretical perspective, there are various theories that could be applied for further analysis and understanding, 

such as: the VALS concept which is very related to the AIOs model (Solomon, 2004) or discussing the concept 

of self and consumer behavior in depth. Nonetheless, as was also mentioned in chapter 1 that this research can 
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be considered as a pilot study. The scope of this research is under-researched in general and therefore it calls 

for further investigations. See some suggestions in chapter 6 section 6.7. 

 

CHAPTER 5 – SUMMARY AND RECOMMENDATION 

This section seeks to summarize the main points from the chapter 4 (analysis and discussion) and provides 

managerial recommendations to how these findings can be leveraged by marketers to succeed in their 

communications to MMW as a segment.  

 

This research offers a customer profile and a buyer journey based on the research findings. Customer profile 

assists marketers in knowing where, when, and how MMW shop (Chaffey et al., 2016). Table 9 shows the 

categories, subcategories, and characteristics of the MMW as customers. It is crucial to emphasize that both 

group segments are very similar to each other, but they have a few slight differences, for example both groups 

are interested in both the functional and symbolic benefits of the clothes but may prioritize one aspect over the 

other according to their stage in life and personal values. 

Table 9. Consumer Profile. Source: Researcher creation.  

Categories Subcategories Power Shoppers Settlers 

Demographics 

Age 19-26 29+ 

Gender Female Female 

Status Mostly single Mostly married, have kids 

Location EU (UK, DK, DE, BE) EU (DK) 

Occupation 
Students, office jobs, self-

employed 
House wives, self-employed 

Education Graduates Graduates 

Lifestyle 

Activity 
Sport, outdoors, work, 

studies 
Work 

Interest Travel, friends, family Family, travel 

Opinion 
Fashion oriented, strong 

beliefs 
Strong beliefs, politically active 

Behavior 

Online / In-Store Mostly online Mostly in-store  

Characteristics Explorative Habitual 

Shopping Orientation love, enjoy, like shopping If I need it, don't like it 

Shopping Destination 
High street, value added 

brands 
High street, value added brands 

Shopping Frequency 2-3 Times monthly shopping 
Bulk shopping a few times a 

year 

Benefits Understanding of Values Personalization Personalization 
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Clothes benefits Image, symbolic, functional Comfort, functional, image 

Designs 
Trending clothes & 

inspiration 
Inspiration  

Budget Discount deals Discount deals 

Turn-Offs 

Understanding of Values Generalization Generalization 

Availability Lack of offerings Lack of offerings 

Price Too expensive  Too expensive  

Channels SoMe & How 

Instagram - Inspiration Instagram - Inspiration 

Facebook - News Facebook - News 

Email - Discounts Email - Discounts 

Pain Points 

Seasonal clothes Hard to find summer clothes  

Modest Dressing Covering yet fashionable Covering yet fashionable 

Quality 
Good quality + reasonable 

price 
Good quality + reasonable price 

Motivations 

Empowerment/Competence Autonomy & confidence Autonomy & confidence 

Meaning in life 
Values, beauty, self-

fulfillment 
Values, beauty, Care for others 

Belonging Social relatedness Social relatedness 

 

 

 Figure 32. Buyer Journey. Source: Researcher creation. 



 72 

The research also provides a buyer journey which reflects the process MMW go through to become aware of, 

consider and purchase clothes. The journey also offers an extra process, which is retention - suggesting 

examples on how to retain MMW as consumers. The awareness stage is when MMW realize a need or get 

inspired to purchase clothes. Consideration is the stage in which MMW define their exact needs and search for 

clothes in different destinations. It is also the stage in which MMW evaluate the provider according to their 

own requirements, clothes price, availability etc. The decision stage is when MMW make the purchase that 

could be influenced by some factors, as shown in figure 32. The retention stage is where a given brand offers 

valuable and additional services to retain customers and encourage them to make repeated purchases leading 

to increased sales (Chaffey et al., 2016).  

 

5.1 Lifestyle findings indicate that demographic (4.2.1.1) factors have a correlation with shopping orientation 

and clothes benefits. For instance, online shopping is more convenient for MMW due to the limited spare time 

they have since they have multiple occupations. The insights further reveal that shopping orientation may not 

always indicate behavior (Solomon, 2004) but assist in predicting consumer behavior to some extent (Gutman, 

Mills, 1982). As was seen in those who loved to shop, they shopped more, whereas those who only shop if 

they need something, shopped less. However, that was not always the case, since some people do not like to 

shop but still shopped more due to their occupation. Demographic insights reveal that MMW have several 

elements in common, such as: they are millennials, share the same religious beliefs, they all wear hijab, all of 

them have or in the process of accomplishing a graduate degree, and most of them have jobs. Occupation type 

plays a role in how MMW dress and how they much they spend on clothes (Kotler et al., 2016). Nonetheless, 

although a group of people share the same demographic characteristics, they can have different lifestyles.  

 

Lifestyle factors display consumers’ priorities in their current life stage. For example, MMW who are still 

unmarried or do not have children prioritize shopping, travelling, and emphasize image and sophistication 

benefits from apparel, and are fashion-conscious consumers. Whereas those with children had other priorities. 

This section also reveals that MMW in Europe are unsatisfied with the current offerings by mainstream fashion 

brands. In their opinion, such offerings are more suitable for Middle Eastern consumers not those living in 

Europe.  

 

5.1.1 These recommendations relate to the first journey stage ‘Awareness’. Consumer understanding is the 

first step to take before initiating awareness activities or creating a product (Kotler et al., 2016). These findings 

are important to define the target market and to provide opportunities for marketers to create the right 

marketing strategies for the right segment (Solomon, 2004). The key takeaway is that mainstream fashion 

brands can benefit from regarding MMW as consumers with different lifestyles affected by cultural 

surroundings. MMW who live in Europe have more in common with their non-Muslim peers in Europe than 
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their Muslim peers in Muslim majority countries such as UAE, Saudi Arabia etc. When marketers obtain such 

a rich and deep understanding of MMW, it will assist them in having a mental image (Solomon, 2004) of who 

MMW are, and will help them develop the right communication model strategizing how to capture MMW 

attention. For example, figure 32 shows that marketers can, primarily, target MMW on Instagram to create 

awareness and inspire MMW to purchase, since this is the main channel they use on a daily basis when looking 

for fashion inspiration. Furthermore, MMW’s chosen lifestyle influences their shopping behavior. Hence, this 

type of information is pivotal to understand the audience 

 

5.2 The category - pre-purchase (4.2.2) clarifies the correlation between religious and personal values, and 

how these values are linked to self- and fashion-consciousness. First, MMW do not want to compromise their 

religious values in order to look fashionable. On the contrary, the first requirements they have is to only buy 

covering clothes, but they must be fashionable as well. The study shows that MMW want to combine faith 

prescription with fashion modernity. Another important aspect is that MMW draw inspiration from various 

and diverse sources, not only Muslim related sources. They want to eliminate the misconceptions of the ‘typical 

Muslim consumer’ and they want to prove their individuality. Thus, their styles are created according to their 

European social surroundings. They want to be viewed as similar to- and -be liked by their non-Muslim peers.  

 

Moreover, the section also highlights the utilitarian and hedonic needs, as well as several challenges MMW 

experience to find clothes. This showed the gap between mainstream fashion brands’ offerings, modest brands’ 

offerings, and MMW style and demands (figure 26 - 4.2.2.4). There could be different explanations for this 

gap. First, modest producers try to achieve the perfect image of a Muslim woman through their offerings which 

are mostly wearable in, for example, the Middle East due to Muslim majority (Lewis, 2013). However, as 

argued before, every woman adjusts her style according to her personal values. Thus, there is no perfect image 

of the Muslim woman as was also indicated in chapter 2 and 4. When looking at mainstream offerings which 

have mainly been similar to the Islamic traditional designs - MMW have not been satisfied with these offerings. 

They are positive about the fact that they are being represented in the fashion industry while 

simultaneously expressing negative opinions about being misunderstood. Some interviewees suspect this 

representation as a matter of diversity for branding purposes only. There is a clear gap between diversity and 

mindfulness which still remains open. However, one could argue that mainstream brands might be applying 

the so-called occasion-based approach. This approach is mainly used when entering new markets where a 

given brand provides products for specific occasions to create awareness and reduce allergens reaction 

(Barden, 2013). Consumers from the new market might show loyalty in respect to this occasion, but this loyalty 

is low. Simultaneously it is more likely that existing consumers gradually accept that brand x is now targeting 

other types of consumers. Hence, this could mean that mainstream brands might not be misunderstanding 
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MMW as they appear to but are taking a careful direction to enter modest fashion market while still pleasing 

their existing consumers.  

 

5.2.1 These recommendations refer to the second stage ‘Consideration’. This information is relevant for 

brands which target or want to target MMW and understand how to implement consumers’ values into the 

shopping journey to optimize consumers’ experience. Additionally, it concerns avoiding common pitfalls 

when attempting to acquire customers, especially in the consideration journey stage. Showing understanding 

is likely to lead consumers to the next stage.  

 

Religious and cultural values: Marketers are recommended to take religious and personal values 

into consideration when creating clothes (Solomon, 2004) for MMW. It is recommended to abandon 

standardized apparel design for Muslim women and adapt a decentralized approach. To meet MMW needs, 

brands can create clothes which relate to the religious values in that clothes should not be transparent, and 

should be bit loose, and covering. Cover here does not mean full body like traditional wear which is already 

being offered and criticized. Covering for MMW in Europe means similar designs to their non-Muslim peers 

but clothes which are not transparent, are not too tight on the body, and that cover the hips, for example. One 

could look at MMW current dressing style to get an understanding of what covering means. To avoid the 

stereotypical perception of MMW, brands should collaborate with MIs or designers from Europe to create 

suitable designs that match MMW’s style taste, values and the brand’s overall objectives. 

 

Personal values - self-consciousness and hedonic needs: The clothes should not just be modest 

but must also be trendy and fashionable to suit MMW taste of style, such as: chic or sophisticated. In terms of 

inspiration, MMW get most of their inspiration from MIs wearing mainstream branded clothes. They want real 

inclusion by seeing Muslim models wearing mainstream branded clothes which are also offered to non-

Muslims. They do not wish to be excluded by specific, limited and too traditional offerings. 

 

Fashion-consciousness and communication: Mainstream brands should continue applying 

WOM by collaborating with Muslim MIs. This has proven to be a very positive way to attract MMW both in 

existing literature and in this research findings. It communicates understanding of values, inclusion, diversity, 

and inspires acceptable looks. However, the choice of influencers must be adapted to the specific culture, such 

as differentiating between influencers living in EU and those in Muslim countries.  

 

5.3. The behavior category (4.2.3) provides crucial and thorough insights into various aspects of MMW 

shopping behaviors and the reasons behind such behaviors, as well as clarifying some misconceptions. It was 

interesting to discover that none of the interviewed MMW shop from modest brands and rather listed 
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mainstream brands as their top shopping destinations. Only 2 interviewees had shopped from modest brands 

to try out the products but did not find them suitable to their fashionable type of style nor provide the same 

emotional brand values. Another interesting insight is that most interviewed MMW are explorative and seek 

information before they make a purchase decision-making. This contradicted a previous theory which stated 

that Muslims on a general level are non-information seekers when buying because they believe the outcome is 

determined by God (Esso et al., 2004).      

 

Other useful insights regard MMW style types, shopping destinations, and frequency. Style types clarify some 

misconceptions on MMW style. Chapter 4 displays the difference between MMW style which is modern and 

similar to non-Muslims, and the wrong idea of MMW only preferring long black Abayas. This is, however, 

not a general fact of all MMW but a small sample which represents a group of MMW living in Europe. 

Furthermore, shopping destination and frequency contribute to better understanding of where and how to target 

MMW. MMW mostly shop online from middle quality and price brands, such as: Zara, Mango etc. They prefer 

to follow the trends and buy a few items a month rather than seasonal bulk shopping.  

 

5.3.1 These recommendations concern the third stage ‘Decision’. Various factors are crucial to consider at 

this stage. MMW are more likely to browse on big shopping platforms than specific brand’s e-commerce. 

Hence, it is recommended to be available on such platforms (ASOS), not only for higher brand awareness 

reasons, but also the platforms browsing features which make shopping convenient, quick and seamless. This 

is useful for smaller or medium size brands that want to enter the modest fashion market. Big well-known 

brands such as Zara and H&M are only available on owned assets. Such brands have adopted a pull strategy 

to increase sales which has proven to be a successful strategy (Bhardwaj, 2011). This is done by providing 

limited products for a limited time depending on the trends, which encourages consumers to frequently check 

and buy items within a short time frame. This was indicated by MMW behavior in shopping smaller batches a 

month. It is also recommended to continue utilizing this approach. Another crucial recommendation is that 

MMW indicate that mainstream brands are indeed far more favorable than modest brands due to the brand 

attributes and emotional attachments they have for these brands. Thus, mainstream brands have the opportunity 

to acquire MMW as consumers if they show better understanding of this segment.  

 

5.4. Analyzing consumers’ motives (4.2.4) is extremely relevant in order to deliver goal achievement through 

products. It is argued that people use brands to achieve certain goals through products (Barden, 2013). Humans 

are motivated by goals, and our goals determine the actions we take for the direction we seek (Barden, 2013). 

Understanding consumers’ behavior, a marketer needs to understand what leads consumers to do as they do, 

and why. In other words, they need clear marketing goals (Barden, 2013). Hence, brands and consumers 

interact in an interesting way and a marketer’s job is to utilize this interaction for mutual benefits. When a 
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consumer has a goal they want to achieve, they hire a product from a certain brand to achieve that goal. In 

turn, a marketer therefore needs to deliver these goals by developing products that meet consumers’ needs. 

This category identifies various relevant motives, however, there are 3 principal motives from each branch, 

and these are: agency - empowerment (achievement), meaning - self-fulfillment and beauty/likability, and 

communion - belonging. MMW want to take control of their own image and how they should be perceived. 

They want to look beautiful and likable in their surroundings and feel a sense of belonging to their environment 

and being included within the fashion industry, rather than feeling excluded. These motives are essential to 

consider as they provide guidelines for product creation and identify how to communicate needs to trigger, in 

order to increase awareness and sales.  

 

When comparing the research findings with the industry insights from chapter 2, one could argue that MMW 

are indeed very similar to their non-Muslim peers when concerning fashion consumption. They demand 

personalization according to their personal values. MMW have similar cultural values (individualization, self-

actualization, self-efficacy etc.) to their non-Muslim peers. They are self -and fashion-conscious, educated, 

digital natives and they shop from the same chains as their non-Muslim peers (Flood, 2015). They are 

motivated by achievement, beauty and belonging. Hence, MMW are more similar to their non-Muslim peers 

in Europe than their Muslim peers in non-European countries. 

                                                                        

5.4.1 These recommendations refer to the entire buyer journey stages. The mentioned main motives from the 

three branches can be taken further to create integrative marketing strategies designed around specific 

motivational themes. These themes are associated with: 1) empowering MMW by emphasizing achievement 

and independence motives. 2) designing fashionable clothes far from traditional wear to signal beauty and 

likability by others. 3) Tailor advertising messages to indicate self-fulfillment of MMW successes in life. 4) 

Communicate female belonging to the European environment by not othering her with a special collections or 

product line, but rather including her in mainstream advertising and the modelling of products. This would 

signal that an MMW is socially accepted in the environment she is living in.  
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CHAPTER 6 – CONCLUSION 

The purpose of this research was to investigate and understand the behavior of female millennial Muslim 

consumers in the fashion industry and to offer general strategic solutions to minimize common pitfalls and 

optimize marketing outcomes for this segment. This research was designed to answer the following research 

question: How do Muslim women living in Europe consume fashion? This research question was answered 

by applying relevant theoretical concepts which were presented in chapter 2. The answers were provided in 

chapter 4 and were structured after the research’s sub-questions. 
 

6.1 Who are the MMW as consumer? 

The MMW are highly educated and active women. They are digital natives and are connected all the time. 

They are interested in fashion, travelling and spending quality time with friends and family. MMW are hybrids 

with a mix of values. They are individualized and emphasize self-efficacy and fulfillment. They are confident 

and want to break stereotypes and take control of their own image. Thus, MMW are driven by power and 

achievement to prove themselves. 

 

6.2 What do MMW think about current mainstream modest offerings? 

MMW demand inclusion and uniqueness in the fashion industry rather than being perceived as a ‘typical 

Muslim consumer’. MMW consider themselves fashion-forward and enjoy symbolic clothes benefits. MMW 

are positive about the fact of being represented in the fashion industry by seeing a few Hijabi models on the 

runway. It appears that they are still confused about whether this representation is real inclusion or just a matter 

of diversity branding. They are extremely critical of the current offerings by mainstream fashion brands. They 

view these offerings as traditional and do not match their fashionable expectations of style. 

 

6.3 How do MMW pick their clothing items and why? 

MMW have a set of religious and personal values which were proved to affect their buying behavior. It can be 

concluded that these values act as a filter process when they search for clothes items. If the item is not modest 

(relating to the religious values), and not fashionable enough (relating to the personal - self-consciousness 

values) it will be excluded. Hence, clothing has to serve both utilitarian needs (covered, not transparent, and 

the right length) and hedonic needs in being trendy and beautiful. MMW emphasize hedonic needs more than 

utilitarian because they are motivated by looking desirable and beautiful to enhance approval, their self-esteem 

and break the common stereotypes.  
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6.4 Do MMW experience challenges in finding clothes? 

MMW express clear challenges in finding modest and fashionable clothes. It is time consuming for them to 

search online or in stores to combine pieces that create a fashionable modest style that suits their religious and 

personal values. MMW draw inspiration from Muslim and non-Muslim influencers on SoMe, especially 

Instagram, to stay on trend. The research concludes that there is a significant gap between MMW demands 

and market offerings. On one hand, some modest producers offer clothes which are wearable in Muslim 

countries, and the same is done by mainstream fashion brands. On the other hand, MMW demand clothes that 

are similar to the offerings for their non-Muslim peers but with slight differences that make a piece of clothing 

more modest rather than revealing.  

 

6.5 What shopping routine do MMW have? 

As mentioned above, MMW spend time of mixing and matching items, not only to create a modest look, but 

to search, explore and compare items, quality and prices. They are conscious about these aspects. Since MMW 

want to follow the trends, they prefer to buy smaller batches of clothing a month rather than bulk seasonal 

shopping.  

 

6.6 What brands do MMW shop from and why? 

The top shopping destinations for MMW are Zara and H&M, both online and offline. ASOS is also one of the 

top online destinations for all interviewed MMW. The reason is that in their opinion these brands offer 

fashionable items, a wide range of products to choose from, and sometimes they offer more modest-friendly 

clothes than other brands. Most MMW shop online due to the convenience and the simple process. Hence, 

experience in how easy and fast it is to find items is one crucial factor for MMW when shopping on online at 

ASOS or in stores. All MMW shop from mainstream fashion brands which do not specifically cater to them, 

and they do it for likability, approval, and belonging reasons. MMW dress similar to their non-Muslim peers 

to achieve approval and relate socially to their cultural environment. None of the interviewed MMW shop 

from modest brands due to their unfashionable styles and low quality.  

 

These factors can be taken further and be leveraged by marketers for mutual benefits. Marketers are suggested 

to display understanding of MMW values and reduce misconceptions. The main misconceptions refer to the 

assumption of the ‘typical Muslim consumer’. Another misconception is to assume that religious values weigh 

more than personal values, which is in fact not true. The research discovers a balance between these types of 

values. To avoid such misconceptions, it is suggested that, marketers apply marketing strategies which are 

culture specific. Additionally, it is recommended that brands continue collaborating with MIs not only for 

awareness purposes, but also to involve them in the product development processes to create suitable designs 

for the European segment. Another suggestion is to truly represent the Muslim woman in the fashion industry 
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by including her as a model in the mainstream fashion industry which is already done but increase it. The 

important point is not to exclude MMW by specific, limited and occasional traditional collections, but offer 

her the freedom to look and choose items that her non-Muslim peers would have. A third suggestion is to 

implement findings from the consumer motives model. Choose the relevant consumer motives and implement 

them in communication messaging to attract, acquire and retain MMW as consumers. 

 

6.7 Future Perspectives 

 
6.7.1 Mainstream Brands’ Perspective: this thesis provided an overall understanding of the fashion 

consumption behavior of MMW. The first suggestion for future research is to shift the focus to companies 

rather than consumers. This research has taken the consumer perspective into consideration. There were some 

uncertainties regarding the brands’ side of this story. MMW were unsure whether this inclusion is for branding 

purposes to express diversity, or real inclusion. It is also uncertain of whether mainstream brands intend to 

include MMW but are being cautious about it by applying the so-called occasion-based approach, or they are 

simply lacking understanding of Muslim women. Another point of confusion is around whether the mainstream 

fashion brands are targeting only Muslim women in the Middle East, or those in the West or all Muslim women 

in general. Hence, one could explore the brands’ side and perhaps assist in minimizing the mismatch between 

customers’ needs and brands’ offerings, develop strategies that are culture specific, differentiate between 

customers around the globe, and create tailored marketing strategies specific to a given brand.  

 

6.7.2 Religious Assumptions: this research discovered that mainstream brands may overestimate the influence 

of religion on MMW behavior. Indeed, it does influence but to a limited extent. These assumptions have led 

to brands’ offering traditional wear rather than modern wear for MMW. The industry insights from Reuters 

(2016) and Lewis (2013) indicate that religion does impact behavior. However, it depends on the industry. For 

example, religious values affect the food and beverage industry much more than the fashion industry. One 

confirmation of that is that some of the interviewed MMW keep purchasing clothes from the brands they 

viewed as mismatching some of their religious values, for example unsustainability, yet keep shopping from 

them simply because the clothes met their fashionable taste at reasonable prices and good quality. Thus, it is 

crucial to research the impact of religion and culture on a specific type of behavior for a specific brand in a 

given industry.  

 

6.7.3 Other Industries: this research study could inspire future research for other industries. More and more 

companies from diverse industries are including Muslim women in their campaigns. A suggestion for future 

research is to look at other industries. For example, the analyzed category ‘lifestyle’ can be explored in more 

depth for the travelling and hostility industry to explore and identify opportunities.  
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Appendix 1 – Consumer Motives 

Source: Talevich et al. 2017, p. 14 
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Appendix 2 – Overview of Secondary Data Types 

 

   Overview of secondary data types. Inspired by Saunders (2009). 
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Appendix 3 – Interview Guide 

 
Introduction 

Introduce myself, purpose of the interview, context, expectations, consent. 

 

 Theme 1. Get to know the person (lifestyle) 

1. Tell me about yourself 

- Background & Location 

- Occupation 

- age 

- free time 

 

Theme 2.  setting the scene (lifestyle) 

2. How do you feel about shopping clothes in general? 

3. How would you describe your style? 

4. What comes to your mind when you see or think about “Modest Fashion”? and what does it mean to 

you if it means something? 

5. Generally speaking: What pictures pup in your head when you see Muslim models modeling for 

different brands and for example influencers collaborating with western brands/wearing luxury 

brands? 

Opinions on brands using Muslim models  

Opinion on influences collaboration with brands  

 

Theme 3. Pre-purchase  

6. Can you tell me about your fashion inspiration?  

7. Can you describe me what kind of clothes you look for and why? 

 

Section 4 -  Behavior 

8. Can you tell me about the last time you shopped?  

 about your shopping routine?  

 

Theme 5.  Basic brand awareness / Shopping destinations 

9. Where do you usually shop – stores? 

10. How would you describe the quality of the clothes you buy from these brands 

 

Section 6 -  Needs and Feelings 

11. How satisfied or dissatisfied are you with the current available clothes when you go shopping? 

12. What kind of clothing would you wish the stores had in their offers that you be willing to buy? 

Wrap up & Thank you  
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Appendix 4 – List of contacted MMW  

 
 

Contact Hijabi Answer Type Branch 
 

URL 

Nilo Instagram E-mail Yes Yes Blogger Fashion DK URL 

Sara Instagram E-mail Yes Yes None Lifestyle DK URL 

Ameenah Instagram E-mail Yes Yes Business Lifestyle UK URL 

Hanin Instagram inbox Yes Yes None Private BE URL 

Natasha Instagram E-mail Yes Yes None Lifestyle DK   URL 

Hoda  Instagram E-mail Yes Yes Blogger Fashion DE URL 

Mujghan Instagram inbox Yes Yes None Lifestyle DK URL 

Sarah  Instagram inbox Yes Yes None Private DK URL 

Amina Adan Instagram inbox Yes No Model Fashion DK URL  

IKRAM ABDI OMAR Instagram E-mail Yes No Model Fashion UK URL  

Sarah Dimani Instagram E-mail Yes No None Lifestyle BE URL  

Velvettblack Instagram E-mail Yes No Blogger Fashion UK URL  

Fatima Abdallah Instagram E-mail Yes None Blogger Fashion US. URL  

Amena Instagram E-mail Yes None Blogger Fashion UK URL  

Rayyan Instagram E-mail Yes None Blogger Fashion FL URL  

Ascia Instagram E-mail Yes None Blogger Fashion US URL  

S ' MA. A Instagram E-mail Yes None None Fashion KC URL  

Basma K Instagram E-mail Yes None Blogger Fashion UK URL  

Dina Tokio Instagram E-mail Yes None Blogger Lifestyle UK URL  

Elrukie Instagram E-mail Yes None Blogger Lifestyle DE URL  

Fatma Husam Instagram E-mail Yes None None Fashion  URL  

Halima Instagram E-mail Yes None Model Lifestyle US URL  

Hanan Tehaili Instagram E-mail Yes None Blogger Fashion CA URL  

Ruba Zai Instagram E-mail Yes No Blogger Lifestyle NL URL  

ISHA LOONA Instagram E-mail Yes None None Fashion DK URL  

Ismahan ' ISI Instagram E-mail Yes None None Fashion DE URL  

Habiba Da Silva Instagram E-mail Yes None Blogger Lifestyle UK URL  

MARIA ALIA Instagram E-mail Yes None Blogger Lifestyle UK URL  

Mariah Idrissi Instagram E-mail Yes None Blogger Fashion UK URL  

Noor Instagram E-mail Yes None None Fashion  URL  

SALI Instagram E-mail Yes None Blogger Fashion UK URL  

Nour Kaiss Instagram E-mail Yes None None Fashion CA URL  

OMAYAZEIN Instagram E-mail Yes None None Fashion US URL  

OULFA Instagram E-mail Yes None None Fashion BE URL  

Pinkgreymatter Instagram E-mail Yes None None Fashion  URL  

SADÈ Instagram E-mail Yes None None Fashion  URL  

 

https://www.facebook.com/amina.abdi.37
https://www.instagram.com/iikrxm__/
https://www.instagram.com/saraahdii/
https://www.instagram.com/velvettblack/
https://www.instagram.com/allthingsfatima/
https://www.instagram.com/amenaofficial/
https://www.instagram.com/anotherarabgurl1/
https://www.instagram.com/ascia/
https://www.instagram.com/asma_you/
https://www.instagram.com/basma_k/
https://www.instagram.com/dinatokio/
https://www.instagram.com/elrukie/
https://www.instagram.com/fa6ma7sam/
https://www.instagram.com/halima/
https://www.instagram.com/hanantehaili/
https://www.instagram.com/hijabhills/
https://www.instagram.com/ishaloona/
https://www.instagram.com/isiqu/
https://www.instagram.com/lifelongpercussion/
https://www.instagram.com/mariaalia/
https://www.instagram.com/mariahidrissi/
https://www.instagram.com/noore/
https://www.instagram.com/notsobasik/
https://www.instagram.com/nourka92/
https://www.instagram.com/omayazein/
https://www.instagram.com/oulfaxoul/
https://www.instagram.com/pinkgreymatter/
https://www.instagram.com/sade.nadia/
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SAMIA Instagram E-mail Yes None Blogger Fashion BE URL  

Shahd Batal Instagram E-mail Yes No None Fashion  URL  

Hella Ben Instagram E-mail Yes None Blogger Fashion DK URL  

THELONDONHIJABI Instagram E-mail Yes None None Fashion UK URL  

With Love, Leena Instagram E-mail Yes None None Fashion US URL  

YASMEENA NYC. Instagram E-mail Yes None None Fashion US URL  

MELISA Instagram E-mail Yes None Blogger Fashion DE URL  

Zeinab Hammoud Instagram E-mail Yes None Blogger Fashion  URL  

Zizi Instagram E-mail Yes None Blogger Fashion DK URL  

 

 

  

https://www.instagram.com/sauf.etc/
https://www.instagram.com/shahdbatal/
https://www.instagram.com/thehellabr/
https://www.instagram.com/thelondonhijabi/
https://www.instagram.com/withloveleena/
https://www.instagram.com/y.asmeena/
https://www.instagram.com/cmelisacm9/
https://www.instagram.com/zeinabalihammoud/
https://www.instagram.com/ziziosashion/
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Appendix 5 – Interview Invitation Letter 

Dear xx 

My name is Hawra Hashem. I am contacting you regarding my Master Thesis Research about Muslim women 

and fashion consumption. You have been scientifically selected to participate in this research. Your experience 

and opinions are of high and vital value to this research. I would like to invite you for a approx. 30 minutes 

interview. 

 

I would like to introduce myself, the research and why your role is so important to this research.  

I am a 25-year-old woman. Originally from Iraq and living in Denmark, Copenhagen. I study Intercultural 

Marketing at Copenhagen Business School (CBS). Currently, I am working on my master thesis. I want to 

investigate consumption behavior of Muslim women in fashion, specifically clothes. I chose this topic because 

of the sudden rise of collaborations with Muslim women ad Muslim models. Another reason is the lack of 

research on Muslim women as a target group in the fashion industry. Therefore, I find it crucial to understand 

how Muslim woman consume fashion, your needs, challenges, shopping routine etc.  

 

Practicalities:  

 Location:  

o International Participants: Skype or any other communication platform you feel comfortable 

using.  

o Local Participants: either online, or in person meeting at a place of your choice.  

 Time: about 30 minutes. You can pick the time that fits your schedule, I am always available.  

 Date for interview: we can schedule a date between (22nd March – 15st May 2018) 

 The interview will be recorded for analytical purposes only.  

 

Confidentiality: 

Addresses or any other private information is unnecessary for the research. Thus, the identity of the participant 

will be excluded unless the participant wishes to be identified. The important information is age, ethnicity, 

living country, and the rest of the information of your shopping behavior. There is a possibility to sign an 

official confidentiality contract developed by the university.  

 

Contact information: 

Skype: haxxx 

E-mail(s): hohaxxx;  hawra_xxx 

Phone no.: 0045 60xxx 

LinkedIn: https://www.linkedin.com/in/hawraxxx 

Instagram Profile(s): _simplisticxxx;/OR   hawraxxx 

 

Your participation is going to contribute to the research field in the fashion industry as well as the future of 

the fashion industry. If you should have any questions, please feel free to ask, and I would be happy to answer 

any questions you have.  

 

I am looking forward to hear from you. 

Best regards, 

Hawra Hashem 

mailto:hohaxxx
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Appendix 6 – Pictures of mainstream fashion brands’ modest collections for the Interview 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: http://www.vogue.co.uk/shows/autumn-winter-2016-ready-to-wear/dolce-gabbana-

abaya/collection  

 

Source: https://www.buzzfeed.com/melissaharrison/dkny-just-launched-a-collection-for-

ramadan?utm_term=.hoBe2LKW4#.vxbvMGPwL; 

http://www.buro247.sg/instagram/dkny/29665852 

 

http://www.vogue.co.uk/shows/autumn-winter-2016-ready-to-wear/dolce-gabbana-abaya/collection
http://www.vogue.co.uk/shows/autumn-winter-2016-ready-to-wear/dolce-gabbana-abaya/collection
https://www.buzzfeed.com/melissaharrison/dkny-just-launched-a-collection-for-ramadan?utm_term=.hoBe2LKW4
https://www.buzzfeed.com/melissaharrison/dkny-just-launched-a-collection-for-ramadan?utm_term=.hoBe2LKW4
http://www.buro247.sg/instagram/dkny/29665852
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Source: https://www.popsugar.com/fashion/Mango-Ramadan-Collection-41441280; 

https://www.teenvogue.com/story/mariah-idrissi-hijab-model-hm; https://www.aquila-

style.com/ramadan-2015/armani-tommy-hilfiger-among-others-get-into-ramadan/104508/ 

Source: http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-women-

play-sports  

https://www.popsugar.com/fashion/Mango-Ramadan-Collection-41441280
https://www.teenvogue.com/story/mariah-idrissi-hijab-model-hm
https://www.aquila-style.com/ramadan-2015/armani-tommy-hilfiger-among-others-get-into-ramadan/104508/
https://www.aquila-style.com/ramadan-2015/armani-tommy-hilfiger-among-others-get-into-ramadan/104508/
http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-women-play-sports/
http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-women-play-sports/
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Muslim modelling for global brands - Halima 

Source: http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-

women-play-sports/ ; http://www.eonline.com/photos/22211/fashion-s-next-

generation-of-top-models/790944 ; 

https://www.instagram.com/p/BfgzyCYgjFp/?taken-by=halima 

 

Muslim influencers collaborating with global brands – Ruba Zai 

Source: https://www.instagram.com/p/BgEeFy2FGl8/?taken-by=hijabhills: 

https://www.instagram.com/p/BZTkYwuFIo5/?taken-by=hijabhills  

 

http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-women-play-sports/
http://girltalkhq.com/launch-nikes-pro-hijab-designed-encourage-muslim-women-play-sports/
http://www.eonline.com/photos/22211/fashion-s-next-generation-of-top-models/790944
http://www.eonline.com/photos/22211/fashion-s-next-generation-of-top-models/790944
https://www.instagram.com/p/BfgzyCYgjFp/?taken-by=halima
https://www.instagram.com/p/BgEeFy2FGl8/?taken-by=hijabhills
https://www.instagram.com/p/BZTkYwuFIo5/?taken-by=hijabhills
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