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Abstract

This study explores the intersection of conspicuous consumption and the Hijrah movement
within Indonesia’s socio-cultural and economic transformations. The rise of the middle class,
combined with the proliferation of social media, has amplified conspicuous consumption, where
symbols of wealth and social status are prominently displayed. In this context, religiosity emerges
as a unique form of status signaling. This study examines this phenomenon through the lens of
“Conspicuous Piousness,” defined as the conspicuous consumption of piousness, wherein
religious symbols and practices become commodified markers of identity. Simultaneously, the
contemporary Hijrah movement has gained momentum by emphasizing personal transformation
and lifestyle adjustments rather than political activism. Employing a qualitative approach that
combines content analysis of secondary sources with insights from primary interviews, this
research reveals a reciprocal relationship between conspicuous consumption and the Hijrah
movement. It highlights how middle-class anxieties and aspirations provide fertile ground for the
Hijrah movement’s growth, while the movement itself fosters a platform where expressions of
religious identity, manifestations of Conspicuous Piousness often mediated through consumer
culture, serve as markers of both piety and modern social standing. These findings contribute to
theoretical debates on conspicuous consumption by extending its scope to include immaterial
dimensions and religious identities in a non-Western context, offering critical insights into the
evolving dynamics of consumerism and religiosity where piety becomes a visible and marketable
attribute.
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Abstrak

Studi ini mengeksplorasi hubungan antara konsumsi mencolok (conspicuons consumption) dan
gerakan Hijrah dalam transformasi sosial-budaya dan ekonomi Indonesia. Meningkatnya kelas
menengah, ditambah dengan menjamurnya media sosial, telah memperkuat konsumsi mencolok,
di mana simbol-simbol kekayaan dan status sosial ditampilkan secara menonjol. Dalam konteks
ini, religiositas muncul sebagai bentuk penandaan status yang unik. Studi ini menganalisis
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fenomena tersebut sebagai “Kesalehan Mencolok™ (Conspicuons Piousness), yang didefinisikan
sebagai konsumsi mencolok terhadap kesalehan, di mana simbol dan praktik keagamaan menjadi
penanda identitas yang terkomodifikasi. Bersamaan dengan itu, gerakan Hijrah kontemporer
mengalami pertumbuhan pesat dengan menekankan pada transformasi pribadi dan penyesuaian
gaya hidup, bukan pada aktivisme politik. Dengan menggunakan pendekatan kualitatif yang
menggabungkan analisis isi terthadap sumber-sumber sekunder dan wawasan dari wawancara
primer, penelitian ini mengungkap hubungan timbal balik antara konsumsi mencolok dan gerakan
Hijrah. Studi ini menyoroti bagaimana kecemasan dan aspirasi kelas menengah menjadi lahan
subur bagi pertumbuhan gerakan Hijrah, sementara gerakan ini sendiri menyediakan ruang di
mana ekspresi identitas keagamaan—ryang merupakan manifestasi dari Conspicnons Piousness dan
kerap dimediasi oleh budaya konsumsi—berfungsi sebagai penanda kesalehan sekaligus status
sosial modern. Temuan ini memberikan kontribusi pada perdebatan teoritis mengenai konsumsi
mencolok dengan memperluas cakupannya hingga mencakup aspek-aspek immaterial dan
identitas keagamaan dalam konteks non-Barat. Hal ini menawarkan wawasan kritis terhadap
dinamika konsumerisme dan religiositas, di mana kesalehan menjadi atribut yang tampak dan
dapat dipasarkan.

Kata kunci: konsumsi mencolok, gerakan hijrah, kesalehan mencolok, identitas agama

INTRODUCTION

The rise of Indonesia’s middle-income population has been acknowledged as a catalyst of the
country’s economic growth, as noted by Nizar (2015: 3). This group, praised for its strong investments
in human resources and significant consumptive behavior, has fueled Indonesia's recognition as an upper
middle-income country since 2021. With increasing household incomes, the spending patterns of this
group have shifted from primary needs to discretionary consumption by emphasizing emotional rewards
over functional purposes (Chaudhary and Khatoon 2022). However, this surge in consumptive habits
has also triggered the phenomenon of high-status taste emulation among Indonesia’s emerging wealthy
class. As described by Veblen, this “conspicuous consumption” reflects aspirations to replicate the
lifestyles of higher-status groups (Veblen 1994).

Previous studies have extensively explored the role of social media in reinforcing conspicuous
consumption. In addition, social media platforms not only increase users’ self-esteem but also amplify
the desire to display luxury spending as a means of gaining social recognition (Widjajanta et al. 2018). In
Indonesia, where social media penetration ranks fourth globally with 217.53 million users,(“Luxury
Goods - Indonesia | Statista Market Forecast” n.d.) the visibility of high-status tastes intensifies societal
emulation which is also embedding conspicuous consumption within middle-class behaviors (Wai and
Osman 2019). These dynamics form a backdrop against significant cultural transformations, such as the
growth of the Hijrah movement, have unfolded.

Furthermore, the Hijrah movement, although rooted in Indonesia’s socio-political history, has
experienced a recent resurgence marked by unique characteristics. Unlike earlier manifestations that
focused on political struggles for power and the establishment of an Islamic state such as the efforts of
Kartosuwiryo and the Partai Syarikat Isiam Indonesia (PSII) in the early post-independence period, which
culminated in the Darul Isiam/ Tentara Islam Indonesia (DII/TII) armed rebellion, (Susanti 2025)
contemporary Hijrah movements deliberately avoid political discourse and instead emphasize lifestyle
changes aligned with Islamic principles (Utomo and Noormega 2020). This modern wave, bolstered by
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digital platforms and celebrity endorsements, introduces innovative modes of religious engagement that
reflect the aspirations of urban middle-class Muslims.

This study contributes to ongoing theoretical debates on conspicuous consumption and
religiosity by exploring their intersection within the unique socio cultural context of Indonesia. While the
concept of conspicuous consumption has been widely examined in Western settings (Bellezza, Silvia,
Neeru Paharia 2017), where material goods often serve as markers of status, this research illuminates how
religiosity itself can function as a status symbol in Indonesia. Utilizing the Veblen’s framework, this study
introduces and analyzes this phenomenon as “Conspicuous Piousness,” defined as the conspicuous
consumption of piousness, where expressions of religious piety become integrated into displays of status.
The intertwining of religious identity with consumer culture among Indonesia’s urban middle class
Muslims a phenomenon whose material manifestations and implications for society equity have drawn
critical scrutiny from reformist Islamic thinkers who critique “consumptive Islam” (Millie and Hosen
2024) is a central concern of this investigation. By examining how expressions of religious piety, or
Conspicuous Piousness, become integrated into displays of status, this study extends the analysis of
conspicuous consumption beyond secular domains, offering a nuanced perspective on its manifestations
in a non-Western, deeply religious society where such practices are both developing and being actively
debated.

However, the simultaneous rise of conspicuous consumption and the Hijrah movement raises
questions about whether these phenomena are interrelated. Thus, this paper aims to critically examine
the intersection between Indonesia’s middle class conspicuous consumption and the contemporary
Hijrah movement. By investigating the unique characteristics of this movement, this study seeks to
uncover how conspicuous consumptive behaviors may have contributed to its formation and evolution.
Specifically, the paper explores how the Hijrah movement serves as both a response to middle-class
anxieties and an avenue for the conspicuous display of piety, a phenomenon where, drawing on insights
from scholars like Saba Mahmood (Mahmood 2005), the active cultivation of religious virtue and ethical
self-fashioning becomes visibly expressed and achieves social recognition, often through its entanglement
with contemporary consumer practices and lifestyle choices.

To address these questions, the study employs a qualitative approach, primarily utilizing content
analysis of secondary data sources such as social media narratives, documentation of Hijrah related
events, and literature on consumer behavior and religious movements. Further, this analysis is enriched
and grounded by insights derived from primary interviews with individuals involved in and outside the
Hijrah movement. By focusing on the sociological dimensions of this intersection, this research
contributes to broader debates on the implications of religious movements in modern consumerist
societies and identifies gaps in existing literature concerning the sociology of religion.

This study examines the intersection of conspicuous consumption and the Hijrah movement
within Indonesia’s socio-economic and cultural transformations. By addressing theoretical debates in the
sociology of consumption and religion, it situates these phenomena within the broader context of
conspicuous consumption theory while highlighting the unique dynamics present in Indonesia.

In this sense, conspicuous consumption theorized by Veblen (Veblen 1994), traditionally refers
to the use of goods and behaviors to signal social status. While much research focuses on material goods
in Western contexts, recent studies studies (Bellezza, Paharia, and Keinan 2017; Bronner and de Hoog
2019; 2021) have expanded the framework to include intangible aspects such as experiences and personal
attributes. This study extends the theory further by exploring what has been termed in the Introduction
as “Conspicuous Piousness”. Specifically, it focuses on how elements of religious material culture such
as the adoption of particular styles of hijab, modest fashion, and other religiously significant commodities,
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become key vehicles for signaling both piety and social status (Tarlo 2010; Morgan 2005). The Indonesian
middle class provides a unique lens to analyze this phenomenon, as their engagement with these material
expressions of faith offers a localized perspective that enriches global discussions on the sociology of
consumption, religiosity, and the role of material culture in constructing and communicating religious
identity.

In other hand, Indonesia’s rapid economic development has elevated the country to upper middle
income status, with its growing middle class playing a central role in transforming consumption patterns.
This group’s increasing emphasis on lifestyle choices reflects not only wealth but also social values which
is amplified by the performative nature of social media. In Indonesia’s collectivist culture, these status
displays align with societal norms of communal recognition in which further embedding conspicuous
consumption into the fabric of middle class identity.

The Hijrah movement exemplifies these dynamics, representing a contemporary adaptation of
Islamic principles to modern contexts. In contrast, earlier Islamic revivalist groups that focused on
political activism, the Hijrah movement emphasizes personal transformation and lifestyle shifts rooted in
Islamic values. Leveraging, social media as a primary platform, it has gained visibility and resonance
among urban middle class Muslims. The movement’s embrace of digital technology, Islamic fashion, and
celebrity endorsements highlights how religiosity intertwines with consumer culture, making it an ideal
case for exploring the intersection of consumption and piety.

This research analyzes how conspicuous consumption and the Hijrah movement mutually
influence each other, to some extent, shaping contemporary religious identity in Indonesia. The argument
presented are informed by a multi-method approach, primarily constructing a robust theoretical
framework through an analysis of secondary data drawing from social media observations, documented
lifestyle trends, and existing scholarly studies. Crucially, this theoretical understanding is further grounded
and enriched by primary data obtained through comprehensive interviews conducted with key
participants. These included young individuals who were members of a Hijrah movement, the founders
of a Hijrah movement, and young individuals not part of such movements. The combinations of
secondary and primary data allowed for an elaboration on how religiosity serves as both a spiritual
practice and a discernible marker of social status a manifestation of Conspicuous Piousness in a consumer
driven society.

RESULTS AND DISCUSSION
Indonesian Growing Middle Class and Conspicuous Consumption

With income per capita reached US$4292 by 2021, Indonesia has been successful in transitioning
from the lower-middle-income trap that the country had faced since 1985, to upper-middle-income
country status. From only 9% in 1993, Indonesian middle class now attains more than 20% of the total
population (Pangestu 2021). It can be understood that around 50 to 60 million of the population now
economically secure in the country and spend around US$7.75 to US$ 30 or equal with IDR 1.2 million
to IDR 6 million per month. Therefore, they become the foster of Indonesia’s rapid economic
development who also support nearly half of the total national consumption.

Recalling the previous context, one of the consequences captured from the recent increases in
the income levels of Indonesian middle group is people’s high demands for luxury brands. The current
trend suggests that the Indonesian market for luxury brands is increasing year by year. Revenue in the
luxury market in the country reaches US$ 1,6 billion in 2022, (“Luxury Goods - Indonesia | Statista
Market Forecast” n.d.) where it was only accounts for US§742 million in a decade ago (Masduki 2020).
The rise of Indonesian consumption, in fact, does not only take place in luxury items, it, surprisingly,
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there is a growing demand for counterfeit luxury products in which based on International Trademark
Association 2019 report, as much as 87% Indonesians born between 1995 and 2010 purchased
counterfeit goods goods (International Trademark Association 2019). It is certainly quite surprising in
the midst of the fact that Indonesians experience the surge in their income which contributes to the rise
of the number of the middle- class demographics. While this positive development is supposed to
simultaneously raise their financial capability, purchasing counterfeit products, known for their very
inexpensive price, is seemingly contradicts this.

Consumers inclinations towards luxury items have been previously researched by Dingus that life
satisfaction is the most basic reason which can explain people’s tendency towards purchasing luxury
goods (Dingus 2014). Besides, subjective norm cultural value system and conspicuousness (de Kerviler
and Rodriguez 2019) are also among determinant factors directing consumption of luxury goods. The
aforementioned conditions, then raising a big question which is how can the counterfeit luxury purchase
boom in Indonesia be understood within this context?

In a collectivist country like Indonesia where the level of interdependence among society is
significantly high, the influence of subjective norms, cultural value systems, and conspicuousness all of
which involve external perceptions of purchase decisions is quite understandable in shaping Indonesian
consumer behavior toward luxury items, and possibly even counterfeit luxury products. Since others’
opinions are of great importanceeven exceeding their own, Indonesian consumers’ purchase motivation
and choice are very much influenced by a status signal. Therefore, they may feel a need to consume
something more ostentatious or conspicuous to gain society’s positive reviews and acceptance.

Leibenstein explains the reasons for conspicuous consumption to arise based on “snob” and
“bandwagon” effects (Leibenstein 1950). For upper middle income consumers, purchasing ostentatious
goods is considerably important to generate what so called “snob effect” buying exclusive or unique
items to look special and stand out from the crowd. In the meantime, those in the lower middle-income
group may be attracted to conspicuous consumption either to compensate their powerlessness feeling
because they cannot afford to buy high-priced items or to gain acceptance by emulating behaviors of the
important reference group that they look up to or known as “bandwagon effect”. By placing greater
emphasis on the need for conspicuous consumption, the practice of purchasing counterfeit luxury goods
can also be better understood. Even though it may not generate the same level of satisfaction as buying
genuine luxury items, using counterfeit products can serve as a way to compensate for financial limitations
while still appearing to conform to the norms of a higher social group.

This prevalent middle class tendency towards status-seeking through material symbols, including
readily available counterfeits, creates a complex backdrop for the Hijrah movement. While the movement
ostensibly encourages a shift towards deeper religious values and often critiques excessive materialism,
(Millie and Hosen 2024) its adherents, largely drawn from this same aspirational middle class, may still
navigate these ingrained consumerist desires for status, creating potential tensions or unique
accommodations in their consumption practices.

Furthermore, while studies about conspicuous consumption have been dominated primarily by
conspicuous consumption of material things, some studies confirm that conspicuous consumption may
also involve immaterial aspects. For instance, Belleza, Paharia, and Keinan conducted of study of
conspicuous consumption in American setting where they found that the display of busyness and lack of
leisure time, nowadays, become the status symbol of desired human capital characteristics in the job
market in the United States. Those characteristics are ambition and competence (Bellezza, Silvia, Neeru
Paharia 2017). Bronner and Hoog also contribute to a literature body of conspicuous consumption of
intangible things in which they found that there is a growing shift in people’s conspicuous consumption
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behaviors from material purchases to immaterial experiences such as attending cultural events (Bronner
and de Hoog 2019). Meanwhile, in the Indonesian background, as this study explores through the concept
of Conspicuous Piousness, religiousness can be included as a novel example of conspicuous consumption
behavior involving an immaterial aspect because in this country as Jones observed that status is not merely
symbolized by wealth possession, but also by spiritual potentials (Jones 2018).

Hijrah Movement Trend in Indonesia

Even though Hijrah movement in Indonesia gains popularity just recently, in fact, Hijrah is not
a new term for Islamic adherents and literatures. The term Hijrah originally refers to the movement of
Prophet Muhammad from Mecca to Medina to save the life of Muslim from Quraish tribe’s intimidation
and persecution. More than that, Hijrah is also understood as the shift from bad act of conduct and way
of life to a better one by adopting syariah guidelines (Addini 2019).

In Indonesian context, social phenomenon which was identical with current atmosphere brought
by Hijrah movement where people’s enthusiasm to be more religious sharply increases, had been started
in 1980s. During that period of time, there was an expansion of transnational Islamic movements which
came from middle eastern countries. Salafi, Wababi, Jamaah Tabligh, Ikbwanul Muslimin, Tareqat, and Hizbut
Tahrir were among the movements popular in that era (Addini 2019). This early generation of Islamic
movements was characterized as revival or revolutionary groups where reformation over political
domination usually by states and political elites became its primary agenda. Their main method in
mobilizing people was through a formal channel such as dakwah, which was mainly organized in mosques.
Yet, most of the movements were seen by society as radical since they use strict and brash narratives in
delivering their messages.

In this current development, Hijrah becomes a new trend within the Islamic movement landscape
in Indonesia.(Addini 2019) This contemporary wave is characterized by various initiatives and
communities that exemplify the Hijrah phenomenon. Prominent examples include Shift-Pemuda Hijrah,
a youth-oriented da’wah movement known for its modern approach to Islamic teachings, particularly in
urban centers like Bandung (Abdullah and Programme 2025). Another significant manifestation is
Indonesia Tanpa Pacaran (ITP), a social movement that advocates for Islamic practices of marriage without
dating, gaining traction among young Muslims through social media (Sari, Husein, and Noviani 2020).
Hijrah movements also emerge in distinct local settings, such as the Rabbani Generation Community
(KGR) in Langsa, Aceh.(Darwin and Masni 2024) Other expressions of this trend include One Day One
Juz (ODQYJ), a grassroot movement encouraging daily Qur’an recitation (Nisa 2018), and large-scale
gatherings like the Hijrah Festival in Jakarta (Hasan 2019). These movements are actively endorsed by
prominent people including celebrities who publicize their own “hijrah” journeys, and various hobby
communities. The aforementioned conditions mark a distinction from earlier Islamic movements, which
were often supported by a more limited circle close to traditional Islamic clerics. The current wave, by
contrast, involves broader segments of the community, including those who may have previously had
less overt connections to Islamic identities. Celebrity involvement, in particular, significantly increases
the exposure of Hijrah related content to wider audiences, leveraging their substantial number of
followers.

Second, other prominent characteristics presented by the current wave of Hijrah movement
distinguishing it from early Islamic movements is its modern approach benefiting social media as its main
medium of transfering religious mindset (Addini 2019; Zahara, Wildan, and Komariah 2020). Dakwab is
modified to not limitedly held in mosques, but also in campuses, shopping centers, even in private studios
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and so forth and then recorded to be disseminated through social media enabling a much wider reach.
In that sense, Youtube and Instagram are the most common and popular platforms used to deliver
dakwah. For instance, Shift Media account representing Pemuda Hijrah alone has 553.000 subscribers,
while the founder, Hanan Attaki account even gains 2,34 million subscribers in Youtube and 9,53 million
followers in Instagram; I'TP has 7055 subscribers in Youtube and 894.000 followers in Instagram, while
the founder, LLa Ode Munafar has 252 followers in Instagram, ODO]J has 10.400 subscribers in Youtube
and 214.000 followers in Instagram; Indonesia Bertauhid has 58.100 subscribers in Youtube and 1,5
million followers in Instagram; etc. The advancement of digital technology, indeed, brings positive effects
for Hijrah movement expansion in which it allows more engagement from wider audiences.

Third, what is also novel in this new development, is how the movement approaches Indonesian
population by using issues relevant and very close to Indonesian daily lives which could not be found in
previous generations of Islamic movements which unevenly focused on issues of political dominations
and revolution. Contemporary Hijrah movement tends to avoid political discussions and prominently
runs only on the bases of general conditions closely encountered by most of Indonesian society,
particularly those young generations living in urban areas. The degradation of young generations morals
due to free modern lifestyles drug use, pregnancy out of wedlock, high crime rate, etc (Addini 2019)
serves as the cornerstone to urge people to immediately embrace religious ways of life or Hijrah.

Conspicuous Piousness: Intersections of Consumerism and the Hijrah Movement

The Hijrah movement, as a term and a specific constellation of religion-social trends, has gained
particular prominence and scholarly attention in Indonesia. While the specific terminology ‘Hijrah
movement’ is most extensively documented and analyzed within Indonesian case studies, giving the
impression of its unique popularity there, similar contemporary trends of heightened Islamic piety,
lifestyle changes, and youth engagement are observable in another Southeast Asian context, such as
Malaysia and Singapore (Saat 2023). Nevertheless, the Indonesian iteration, often framed explicitly as a
‘Hijrah movement,” offers a rich case for understanding its unique characteristics and its importance in
helping to enrich literatures on Islamic movements by adding a new variety of Islamic movement with
modern characteristics unidentified in previous generations of such movements.

Middle Class Boom: Windows of Opportunity

One of the developments in Islamic movement that can be brought by current Hijrah movement
is how its presence has been cherished by various groups within Indonesian society, especially those
identified as rarely related to Islamic values, such as Indonesian urban-middle class and celebrity groups.
In this development, those two groups even become the most supportive and prominent groups which
also become the symbol of this movement’s success. It, then, becomes one of the most important points
will be further analyzed in this study. Further, Zahara, Wildan, Komariah stated that Hijrah phenomenon
in Indonesia marks a phase of crisis in humans (Zahara, Wildan, and Komariah 2020). Meanwhile, Jones
stated that Indonesian middle class consumerism is being more specific about anxiety and emulation of
high status taste which become the most common portraits of today’s Indonesian middle class (Jones
2018). Both the phenomena of Hijrah movement and the rise of this particular group have one thing in
common, namely how they both involve the same crisis and anxiety phases seemingly related to each
other. A number of literatures agrees to describe that in the midst of triumphant praise for Indonesia’s
economic development progress and its middle class rise, there is also an expression of worry about the
risk of Indonesian young people’s future (Jones 2018). Hijrah phenomenon is considered a result of the
prolonged anxiety and exhaustion felt by the middle class about their lives in urban areas which are heavily
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influenced by modernization and materialism. Excessive consumerism has encouraged them to engage
in bad practices such as promiscuous sex, drug use, and criminal act which make it seems to be the main
features of modern urban lifestyle. This has triggered the anxiety felt by both parents and young people
from the middle group. For Hijrah movement, this kind of circumstance opens a window of opportunity
to easily gain sympathy, while for the group itself, the presence of the movement matches with their
intrinsic needs of getting rid of the negative anxious feeling. In the next development, Smith-Hefner
captured one of the unusual consequences of this anxiety where middle class parents motivate a youth
movement toward Islamic piety and earlier marriages, few of the teachings often conveyed by
contemporary Hijrah movement (Smith-Hefner 2007). Again, this is as opposed to middle group
population elsewhere, where professional employment and education, in most cases, lead to the
postponement of first marriage.

Another consequence of the growing presence of the middle class demographics in Indonesia
noted by Jones is the flourishing of high-status emulation (Jones 2018) or what Veblen originally termed
conspicuous consumption in relation to material goods and leisure (Veblen 1994). Building upon and
extending Veblen’s framework to the domain of religious expression, this study operationalizes the
concept of “Conspicuous Piousness,” previously introduced and defined as the deliberate display of
religious practices, symbols, attire, or affiliations in a manner intended to signal and enhance one’s social
status, moral standing, or belonging within a particular community, often mirroring the status-seeking
dynamics associated with material consumption. This perspective allows for an explanation of how both
material and immaterial aspects are used as status signals within the context of Indonesia’s Hijrah
movement and its intersection with class dynamics. Through the lens of conspicuous piousness, both
material (such as Islamic fashion) and immaterial (such as visible adherence to religious norms or
association with pious figures) aspects used as status signals will be explored.

Displaying Status through Piousness

One of the important contributions of Hijrah movement for Islam and its followers lies on its
ability in driving the process of new identity construction (Zahara, Wildan, and Komariah 2020). This
new identity often manifests as a ‘modern pious Muslim’ one who is tech savvy, engaged with popular
culture, and consumer conscious, yet simultaneously committed to visibly adhering to Islamic principles
in daily life, including dress, social interactions, and consumption choices. They bring into play new
methods and approaches suitable to Indonesian modern middle class society.

On the other words, they negotiate between Hijrah values such as a commitment to increased
religious observance (e.g., consistent prayer, Qur’anic study), adherence to Syariah principles in daily life,
an emphasis on moral conduct, and often a visible piety through practices like modest dress (Addini
2019; Akmaliyah 2020; Darwin & Masni 2024; Nisa 2018b) and the aspirations and lifestyles associated
with modernization, which for middle class consumers might include engagement with global trends,
participation in consumer culture, (Jones 2018) the use of digital technology for self expression and
community building (Hasan 2019) (Sari, Husein, and Noviani 2020), and a desire for contemporary
aesthetics. This negotiation allows Hijrah performers to peacefully stand between modernization and
syariah guidelines at the same time. This synthesis effectively opens an opportunity for people to be
modern, and be seen as, both modern and devout simultaneously.

Furthermore, a propensity for status may presumably articulate recent massive consumption of
Muslim fashion in Indonesia. According to the State of the Global Islamic Economy Report 2023/24,
Indonesia ranks third globally in the Muslim modest fashion industry (Lai 2025; Rahmi 2021). This is an
improvement from earlier reported by Bambang Himawan, Bank of Indonesia’s Director of the
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Department of Sharia Economics and Finance, which confirms that Indonesia was among the top five
countries with the highest spending on Muslim fashion sector just after Iran, Turkey, Saudi Arabia, and
Pakistan (Haryati 2021). In 2024, Indonesian consumers bought more than US$20 billion worth of
modest fashion products, an increase from the US$ 16 billion in 2019. This reality denotes that a great
transition has taken place in Indonesian perspective about Muslim looks and appearance, where it is no
longer seen as a symbol of fringe, traditional and underdevelopment (Setiawan 2008).

Nowadays, Islamic fashion style is seen as attractive by embodying a complex interplay of
modernity, prosperity, and deeply rooted religiousness. The evolution of Muslim fashion in Indonesia
signifies more than adherence to religious tenets; it has become a prominent marker of a modern lifestyle
and a symbol of contemporary identity for many Indonesian Muslims, particularly women (Manan &
Munawati 2022). This modern appeal is evident in the way pious fashion is embraced as a trendy style.
It, further, allows individuals to express their growing Muslim identity and cultural Islam in a way that is
both fashionable and independent of state apparatus.

The choice to wear Islamic fashion, such as the hijab, is often an empowering act which enables
women to showcase their piety and devotion in a manner that aligns with contemporary aesthetics and
self-expression (Rinaldo 2008). Furthermore, the burgeoning Muslim fashion industry, with its artistic
and entrepreneurial value, also subtly reflects prosperity and social recognition, as fashion consumption
and the embrace of branded modest wear become intertwined with economic standing (Manan &
Munawati 2022). Thus, Islamic fashion in Indonesia is not merely about covering, it is a dynamic form
of expression that articulates a sophisticated blend of religious observance, modern sensibilities, and an
assertation of a confident, prosperous Muslim identity.

Mas’udah (2018) acknowledged that Islamic fashion is not merely seen as a Muslim identity
differentiating Islamic adherents from the others, but it becomes a symbol of modern and fashionable
Muslim life. This modern interpretation often involves the creative layering of garments, the use of
contemporary cuts and silhouettes such as tailored blazers, longline tunics, structured trousers, and even
modest power suits align with global fashion trends and practical needs, especially for career women.
Styles might include elegantly draped hijabs in various forms, from simple pashmina wraps to
sophisticated turban twists, often in neutral office tones or vibrant prints for other occasions (Amrullah
2008).

This shift is also supported by the fact that a lot of Muslim fashion style products are promoted
by a number of Hijrah celebrities like Citra Kirana for Elhijab, Soraya Larasati for Zoya, Dude Harlino
and Alyssa Soebandono for Shafira, Laudya Cynthia Bella for Zoya and HijUp, Peggy Melati Sukma for
Rabbani, and many more. Those already mentioned are the most popular Islamic fashion brands in
Indonesia, which consist of boutique stores and e-commerce sites that aim at high-end consumers
(Global Business Guide 2020).

The consumption of the modern Muslim fashion may become the status symbol of prosperity
and piousness simultaneously. Apart from being solely about religious adherence, wearing certain styles
of Muslim fashion, especially trendy veils or high end brands, can be a way to display wealth and social
status (Nef-Saluz 2007). In the contemporary Indonesia, the piety or religious identity associated with
hijab consumption is not always the main logic; instead, trendiness or even social class can be significant
drivers (Elvianti 2018). In terms of prosperity, while Muslim fashion style presents modernity, the
consumption of these products, particularly those that are visibly expensive or branded, may be intended
to display one’s wealth. This is because some models, even within modest wear like long veils, can be
distinguished as cheap or expensive that allows for an exhibition of economic standing (Nef-Saluz 2007).
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Indeed, many Islamic fashion items are found selling at high prices due not only to their quality but also
to their brand’s popularity.

Furthermore, the conspicuous piousness, as previously defined, can also mean consuming
materials identified with Islamic values to create an impression of piety. Being pious has long been an
important value for most Indonesians, and by visibly adhering to religious norms, individuals may gain
social acceptance and support. The Hijrah movement in Indonesian society provides a specific context
for this. The “Hijrah” phenomenon signifies a shift towards a more religiously devout lifestyle,
particularly among young, urban, middle class Muslims (Abdullah 2025). This movement often involves
adopting more conservative Islamic teachings and integrating them into daily life, including consumption
habits, social interactions, and media practices, frequently marked by changes in attire such as the
widespread adoption of Muslim clothing like the hijab (Abdullah 2025).

For many adherents, embarking on Hijrah is a process of self-improvement grounded in Islamic
principles and can involve increased consumption of religious content and participation in religious
activities, sometimes influenced by celebrities and public figures who are part of the movement (Wildan
& Witriani 2021). The Hijrah movement has also become intertwined with the economy, with activists
promoting Islamic-nuanced products and services, including fashion brands (Fansuri 2023). These
intersections of piety, popular culture, and consumerism allow individuals to engage in the conspicuous
piousness that is, to display status symbols that articulate them as both part of a modern, aspirational
lifestyle and as devout Muslims. While helping to address crises or provide a sense of identity for some
in the Indonesian middle class, the movement also facilitates the expression of a modern Muslim identity
where religious symbols and religiously aligned consumption, including fashion, become part of a public
display of status.

CONCLUSION

The findings reveal a reciprocal relationship between the conspicuous consumption behaviors of
Indonesia’s middle class and the growing popularity of the Hijrah movement. The rise of the middle-
class demographic, with its characteristic anxieties and aspirations for social status, creates fertile ground
for the Hijrah movement to gain traction and expand. The movement offers spiritual solutions to middle
class concerns while also appealing to their desire for status through religious symbols and practices.
Furthermore, the consumption of Islamic attributes ranging from fashion to lifestyle choices serves as a
dual marker of both piety and modernity. This phenomenon of conspicuous piousness allows individuals
to publicly perform their spiritual devotion through visible markers like modest attire, halal products, and
participation in religious activities, which are increasingly commodified. Simultaneously, these
consumption choices affirm their social status by aligning them with contemporary lifestyle trends,
aspirational middle-class values, and a sense of belonging to a modern, moral, and often economically
empowered community. The intricate link between religious identity and consumerism in modern
Indonesian society is highlighted as religious expression becomes intertwined with market dynamics,
where piety itself can be branded, marketed, and consumed as a signifier of a desirable, socially recognized
identity. This means that religious identity is not only a private spiritual matter but is also actively
constructed and communicated through consumer choices in the public sphere, sometimes leading to a
“religious lifestyle market” where symbols of faith become fashionable commodities.

To address the study’s limitations, such as its focus on the middle class, future research could
incorporate along with primary data collection like interviews or surveys to capture diverse individual
motivations and examine other socio-economic groups. Adopting mixed method approaches could
balance depth with generalizability, while longitudinal studies could track the evolution of the Hijrah
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movement and its interplay with consumer behavior. Further investigation into the influence of digital
platforms, the movement’s economic implications, and gender dynamics would also deepen the
understanding of how religion, consumerism, and identity interact in contemporary societies, building
upon this study’s findings.
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