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Abstract 
 

The global Muslim population is widely dispersed, with Indonesia having the largest 
Muslim majority. The halal industry, including the modest fashion sector, operates 
within an increasingly competitive global market. This study examines the 
development and challenges of Indonesia’s modest fashion industry within the global 
halal economy, addressing the critical barriers to its international expansion. Utilizing 
a qualitative research design with a descriptive approach, this study analyzes data from 
industry reports, policy documents, and relevant literature. The findings indicate that 
Indonesia’s Global Islamic Economy Indicator (GIEI) score for the fashion sector 
improved significantly from 2018 to 2021, positioning the country among the top 10 
globally. However, this growth aligns with similar trends observed in competing 
nations, indicating that Indonesia still faces substantial challenges in maintaining its 
competitive edge. Key barriers include limited access to financing, difficulties in 
penetrating international markets, evolving consumer demands, inconsistent 
government policies, and the need for technological advancements in marketing, 
research, and development. Despite these obstacles, Indonesia’s modest fashion 
industry continues to expand, driven by increasing global recognition and ongoing 
industry innovation. The study highlights the need for strategic policy interventions 
and enhanced industry collaborations to strengthen Indonesia’s position in the global 
halal fashion market. 
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INTRODUCTION 

The halal industry is experiencing rapid global growth, driven by increasing consumer 

awareness and demand for halal products. In 2020, approximately 1.9 billion people spent 

around USD 2.2 trillion on halal products across various sectors, including food, fashion, 

cosmetics, and pharmaceuticals, according to the State of the Global Islamic Economy 

Report (2021). This figure is projected to reach USD 2.4 trillion by 2024, reflecting a steady 

compound annual growth rate (CAGR). Indonesia, despite having the largest Muslim 

population, ranks fourth on the Global Islamic Economy Indicator (GIEI), following Saudi 

Arabia, Malaysia, and the UAE (State of the Global Islamic Economy, 2021). This ranking 

highlights Indonesia’s potential to strengthen its position in the halal economy while also 

underscoring the need for strategic development to enhance its competitiveness. 

As the country with the world’s largest Muslim population, with 87.2% of its citizens 

identifying as Muslim, Indonesia possesses inherent market advantages for halal industries 

(Huda et al., 2022). Islam plays a significant role in shaping cultural and economic behaviors, 

leading to a consistently high demand for halal-certified products. This demand is further 

reinforced by growing religious awareness and adherence to Islamic principles, as the Qur'an 

and Hadith explicitly encourage the consumption of halal goods and prohibit the use of non-

halal materials (Hamid et al., 2019). Given these factors, the halal industry has the potential 

to become a crucial driver of national economic growth, provided that the sector is 

strategically managed to maximize its global reach. 

One of the most rapidly expanding sectors within the halal industry is the modest 

fashion market. Radwan et al. (2019) highlight that a growing segment of the fashion industry 

adheres to Islamic principles of modesty, which emphasize loose-fitting and opaque clothing 

that aligns with religious values. Over time, modest fashion has evolved beyond its religious 

significance to become a distinctive global social identity (Martiana et al., 2018). According 

to the State of the Global Islamic Economy (2021), Indonesia currently ranks third in the 

global modest fashion market, behind Turkey and the UAE. However, sustaining and 

improving this ranking remains challenging due to intense global competition. Countries such 
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as the UAE, Turkey, and Malaysia are also experiencing substantial growth in their modest 

fashion sectors, further intensifying market competition. 

The development and competitiveness of Indonesia’s modest fashion industry are 

influenced by multiple factors. Research indicates that the rapid expansion of the global 

fashion industry significantly affects the modest fashion market (Gazzola et al., 2020; 

Sumarliah et al., 2022). The emergence of new domestic and international designers has 

heightened competition among modest fashion brands. Additionally, external factors such as 

raw material affordability contribute to market dynamics. For instance, Zainudin et al. (2020) 

note that Vietnam and China have strengthened their modest fashion sectors due to cost 

advantages in textile production, enabling them to offer competitive pricing. Meanwhile, 

research by Baharuddin et al. (2021) and Lang and Liu (2019) emphasize the importance of 

customer-driven trends in maintaining the relevance of fashion brands, further demonstrating 

the need for Indonesia’s modest fashion industry to adapt to shifting consumer preferences. 

Given the increasing competition and the structural challenges facing Indonesia’s 

modest fashion sector, a comprehensive evaluation of its strengths and weaknesses is 

essential. Previous studies have examined various aspects of modest fashion, including its 

business development models (Faried, 2019), consumer perceptions of Muslim fashion 

brands (Purwanti & Adinugraha, 2021), market influences on the industry (Radwan et al., 

2019), service strategies for modest fashion businesses (Bardakcı et al., 2021), and broader 

opportunities and challenges within Indonesia’s halal industry (Fathoni, 2020). However, 

there remains a need for an in-depth analysis of the modest fashion sector within the 

framework of international competition, particularly in understanding how Indonesia can 

strengthen its global standing. 

This study seeks to address this research gap by analyzing the key characteristics, 

competitive factors, and challenges faced by Indonesia’s modest fashion industry on the 

global stage. By examining market trends, government policies, and industry strategies, this 

research aims to provide insights into how Indonesia can enhance its competitiveness and 

capitalize on its potential within the global halal fashion industry. 
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LITERATURE REVIEW 

The Rise of Modest Fashion: Worldwide Trends  

Modest fashion has become an essential element of the global fashion industry, 

propelled by a growing demographic of Muslim consumers desiring clothing that conforms 

to their religious and cultural principles (Al-Shehab, 2020). The global modest fashion market, 

encompassing Muslim-majority areas like the Middle East, Southeast Asia, and certain regions 

of Europe, is experiencing tremendous growth. Indonesia, the largest Muslim-majority 

nation, significantly influences this industry. The emergence of modest fashion is associated 

with significant changes in the societal understanding of modesty, as designers emphasize 

both aesthetics and modesty (Koch, 2020). 

Tarmizi and Ahmed (2018) assert that worldwide modest fashion is motivated not 

only by religious requirements but also by an increasing demand for inclusivity and diversity 

in the fashion industry. Indonesia's fashion industry, which integrates contemporary 

aesthetics with Islamic traditions, significantly influences international trends.  

The Role of Indonesia in the Halal Industry  

Indonesia is a significant participant in the halal economy, which includes industries 

such as food, cosmetics, finance, and fashion. The halal economy, founded on Islamic 

concepts of purity and cleanliness, is experiencing rapid expansion, with fashion emerging as 

a significant industry (Omar & Ahmad, 2019). The modest fashion industry in Indonesia is 

bolstered by governmental assistance and a growing middle-class Muslim demographic that 

seeks fashionable yet modest apparel. The State of the Global Islamic Economy Report 2020 

by Thomson Reuters indicates that Indonesia is a prominent nation in halal consumer 

expenditure, including halal fashion.  

Research by Sari et al. (2020) indicates that Indonesia's modest fashion industry is 

poised for expansion, propelled by robust domestic demand and the global allure of its 

designers. Indonesian fashion manufacturers are incorporating traditional textiles such as 

Batik and Tenun into their designs, merging cultural history with modern modest styles, 

thereby appealing to global shoppers in search of authenticity in halal fashion.  
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Obstacles in Indonesia's Modest Fashion Sector  

Although Indonesia has successfully expanded its modest fashion sector, certain 

hurdles hinder its worldwide competitiveness. A significant challenge is the fierce competition 

from other nations in the halal fashion industry, particularly Turkey, the United Arab 

Emirates (UAE), and Malaysia (Kadir & Nordin, 2020). These nations have already secured 

robust positions in the halal fashion business through innovation, branding, and global 

collaborations.  

Mahmud and Ariffin (2017) contend that Indonesian designers face challenges in 

entering the international market due to insufficient global recognition, inadequate brand 

positioning, and restricted access to premium production networks. Notwithstanding 

Indonesia's abundant textile tradition, Indonesian fashion designers encounter considerable 

obstacles in expanding their enterprises globally, attributed to logistical impediments, variable 

quality standards, and insufficient formal education in international fashion business 

methodologies.  

Ihsan and Rahman (2021) observe that despite the Indonesian government's progress 

in advancing halal certification, the absence of a cohesive norm for halal fashion remains a 

persistent obstacle. The absence of regulation and standardization may result in consumer 

misunderstanding and challenges in conforming to worldwide halal certification criteria, so 

impacting both domestic and international market access.  

Prospects for Development and Market Proliferation  

Indonesia's tiny fashion sector presents significant growth prospects, particularly in 

the international market. A notable opportunity is the digital transformation of the fashion 

sector. Hidayat & Fadilah (2019) assert that Indonesia's modest fashion firms have been 

utilizing e-commerce and digital channels to expand their customer reach. Platforms like 

Instagram and various social media outlets have empowered Indonesian designers to present 

their creations to worldwide audiences, dismantling conventional barriers to entrance into 

international markets.  

A further interesting opportunity lies in collaboration with global retailers. 
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Almashhuri and Ashari (2022) contend that collaborations with big fashion shops can 

enhance the international market presence of Indonesian companies. Furthermore, the 

growing global awareness of sustainably and ethically presents Indonesian modest fashion 

firms with a competitive edge, especially as numerous Indonesian designers prioritize eco-

friendly and fair-trade procedures.  

 

RESEARCH METHOD 

This study employs a qualitative research approach with a descriptive methodology 

to examine the development and challenges of Indonesia's modest fashion industry within 

the global halal industry. The research is exploratory, aiming to provide an in-depth 

understanding of the sector’s growth, competitive dynamics, and barriers to international 

market expansion. 

The research relies on secondary data sourced from academic publications, industry 

reports, government documents, and global Islamic economy reports. Data from the State of 

the Global Islamic Economy Report (2021) and other relevant literature provide insights into 

market trends, economic indicators, and challenges faced by Indonesia’s modest fashion 

industry. Additionally, statistical data from official sources, including trade and economic 

performance reports, are utilized to substantiate the analysis. 

A content analysis method is employed to systematically examine the collected data. 

This involves categorizing the information into thematic areas such as market performance, 

regulatory challenges, technological adoption, and international competitiveness. 

Comparative analysis is conducted using Global Islamic Economy Indicator (GIEI) scores 

from 2017 to 2021, allowing for an assessment of Indonesia’s positioning relative to other 

key players in the modest fashion industry, such as Turkey, the UAE, and Malaysia. 

To ensure the reliability and validity of the study, data triangulation is applied by 

cross-referencing multiple sources, including peer-reviewed journal articles, industry white 

papers, and governmental reports. The study also incorporates trend analysis techniques to 

identify patterns in market growth and policy shifts that impact Indonesia’s modest fashion 
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sector. Furthermore, findings are critically compared with prior research to validate 

conclusions and enhance credibility. 

 

RESULTS AND DISCUSSION 

Items prepared in the halal sector adhere to Sharia standards, guaranteeing they are 

helpful, healthy, safe, and non-harmful. As a result, they can be enjoyed or used without 

restriction (Peristiwo, 2019). Akram (2022) and Ikhwan (2021) cite the following seven areas 

of the halal economy as being important: halal food, halal finance, halal travel, halal modest 

fashion, halal media and recreation, halal pharmaceuticals, and halal cosmetics. What follows 

is an analysis of modest clothing. To be considered halal, modest fashion is easily identified 

by its distinctively non-revealing, opaque, and form-fitting garments. A group of modern 

fashion designers has emerged to create modest yet stylish clothing (Lewis, 2013; Ajala, 2017; 

Rosenberg, 2019).  

The growth of social media, the emergence of a new ethos among fashion designers, 

and the increasing number of Muslims around the world are all factors that have contributed 

to the increase in demand for modest clothing (Lekhdar et al., 2021). Therefore, the high 

demand for Muslim clothing has probably played a major role in the recent growth of modest 

fashion (Farrag & Hassan, 2015; Khurotul et al., 2019).  

Since 2010, Indonesia's Muslim fashion sector has grown. Since a large percentage of 

Indonesians adhere to Islam, this industry is booming to meet the huge demand. A halal 

lifestyle, which includes clothing choices, is becoming more important as Muslims become 

more conscious of the need to do so. In Indonesia, modest clothing has developed over time. 

According to the Indonesian Islamic Economic Masterplan 2019–2024, Table 1 shows the 

achievements of the modest fashion sector in Indonesia. 

Table 1 
Achievements of Indonesia's Modest Fashion Industry 

Criteria Achievement 

Employment 29% 
GDP 28.6% 
Export value USD 7.18 billion 
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The term "labor absorption" describes the number of workers that a company has on 

hand. (Woyanti and Amalia, 2020). Employment availability is shown by the level of 

acceptance of work circumstances by job searchers. A company's labor absorption rate is a 

measure of how much labor is required to make a product (Maulana et al., 2020). An 

increasing need for workers is a sign that the sector is growing. Amalia and Woyanti (2020) 

state that new opportunities will arise as a result of the proliferation of enterprises.  

According to Boukhatem and Ben Moussa (2018) and Ledhem and Moussaoui (2021), GDP 

is used as a measure of economic growth in the halal sector, and the effectiveness of Islamic 

finance is greatly affected by funding. The small fashion business has a big influence on 

Indonesia's economy, accounting for 28.6% of the total. Its high export value of $7.18 billion 

increased both its worth and the money the country made (Bohn et al., 2021). As a result, 

Indonesia's modest fashion industry has greatly boosted the country's economy, benefiting 

the people through increased government income and job opportunities. Table 2 displays the 

GIEI score for the modest fashion industry from 2017 to 2021, together with the State of 

the Global Islamic Economy Report for the same period. 

Table 2 
Modest Fashion Sector Score based on GIEI in 2017–2021 

Country 2017 2018 2019 2020 2021 

Indonesia 21 20 34 37.9 57.9 

Malaysia 31 31 33 35.6 43.7 

UAE 67 63 106 95.2 235.6 

Turkey 29 37 32 50.0 75.1 

 
Table 2 and Figure 1 show the modest fashion sector score, which is based on 

measures like awareness (number of news articles and events), social factors (clothing pricing 

and labor equity index), and supply drivers (country size concerning clothing exports to 

Organisation of Islamic Cooperation countries). The scores of the Malaysian and Indonesian 

industries showed a general improvement from 2018 to 2021, according to data from 2017 

to 2021. Both Turkey and the UAE have similar results. However, 2019 was a slump for 

Turkey, and 2020 was a downturn for the UAE. With a small drop in 2020 and a large increase 
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in 2021, the UAE's modest fashion sector achieved a good grade (Table 2 and Figure 1). 

Because of this, the UAE was able to keep its crown as the world leader in a modest fashion 

for a while.  

Products are considered halal if they have received the Islamic law certification in 

accordance with Law No. 33 of 2014. Products that have been certified as halal according to 

Islamic law include food, drinks, medications, cosmetics, chemical substances, biological 

products, genetically modified objects, and publicly used items. Following the GIEI, these 

domains encompass halal medicine and cosmetics, halal cuisine, halal banking, halal tourism, 

modest clothing, and halal entertainment. The modest fashion industry in Indonesia has been 

steadily improving its score according to the GIEI since 2018, indicating that the country has 

made significant strides in this area. However, similar developments in other countries have 

led to fierce rivalry for Indonesia's fashion business, especially from Turkey, Malaysia, and 

the United Arab Emirates. Table 3 shows the factors that go into determining the GIE rating 

for modest fashion, which includes sector score, awareness score, social score, and apparel 

exports to OIC nations. Malaysia and Indonesia joined the top ten in 2018 and 2019, 

respectively, according to an analysis of the top four nations for modest fashion. With its 

recent rise to number two in the modest fashion sector, Indonesia has achieved a remarkable 

milestone, as reported by the GIEI. In the small scoring area, the United Arab Emirates was 

the leader from 2017 to 2021. Except for 2019, Turkey ranked second in the modest fashion 

sector from 2017–2021. From 2019 through 2021, Malaysia remained ranked fourth in a 

reasonable fashion.  

According to Radwan et al. (2019), modest fashion has successfully contributed to 

the formation of an Islamic identity on a worldwide scale by providing modest clothing that 

is closely associated with Islam. As a world leader in modest design, the United Arab Emirates 

(UAE) displays styles that will influence future norms and ideas about women's 

empowerment and practicality. There have been no major shifts in the UAE's fashion 

paradigm as a result of globalization. What this means is that despite drawing inspiration from 

the West, designers may create modern pieces without using Western-style fabrics or styles 



 
Vol. 2 No. 1, (2024), 78 – 95 e-ISSN: 3025-8545 

 

A Look the Halal Fashion … 

 

P
ag

e 
87

 

(Gupta, 2021). It is well-known that Turkey acts as a bridge between the European and Asian 

markets. The use of high-quality materials and designs contributes to the progress of modest 

fashion in Turkey (Bardakcı et al., 2021). With the rise of e-commerce and other forms of 

digital marketing, modest fashion has flourished, giving rise to new brands and a wide range 

of styles from established designers. Critical aspects in the advancement of modest fashion 

include the introduction of new commodities like sportswear and fierce price rivalry (Hwang 

& Kim, 2021; Radwan et al., 2019). The models differ following the various tastes of 

designers.  

With a score that is far lower than the UAE's, Indonesia has competition from other 

continuously developing nations and is currently ranked third in modest fashion. Getting to 

the top of this field is especially difficult for Indonesia. Table 4 shows the various problems 

that Indonesia has in the modest fashion industry, based on the results of the 2018 forum 

group discussions held by the Indonesian Ministry of Industry.  

Table 4 
Challenges Faced by Indonesia's Modest Fashion 

Aspect Challenge 

Demand and Market 1. Many Western brands are developing in Modest fashion 
2. Weak access to international markets 
3. China offers modest fashion products at more competitive prices 

Technology and Information Implementation of the use of information technology is still low 

Regulation Not yet uniform policies of the central government and local 
governments 

Financing 1. Financial institutions don't understand the creative industry 
2. Financial institutions still need tangible guarantees, most of which 

cannot be met by business actors 

R&D Lack of research on market movements, segmentation, and market 
tastes 

 
Indonesia is confronted with difficulties in the small fashion sector due to issues with 

the market, IT, government rules and regulations, funding, and R&D. Models, pricing, and 

intended audiences are all facets of marketing that influence consumer demand. We still need 

to optimize the broader goal to the foreign market because it is weak. The fact that social 

media and other technical advancements are impacting fashion trends is another obstacle. 
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Islamic dress culture has made a comeback because of these factors, and it has even made its 

way to Western nations (Kamarulzaman & Shaari, 2020).  

Because Muslims are found throughout the globe, modest clothing has a large 

potential customer base. The majority of Italian Muslims still rely on more conventional 

forms of advertising like magazines, radio, direct mail, and billboards to satisfy their needs, 

and Italian designers have failed to tap into the Muslim market in other Islamic nations, all of 

which pose challenges to the growth of modest fashion in Italy. According to Radwan et al. 

(2019). Information regarding the five most important buyers of modest clothing worldwide 

in 2023, as stated in Table 3 of the State of the Global Islamic Economy Report 2020–2021, 

provides credence to the magnitude of the worldwide target market. 

Table 3 
Highest Consumers of Modest Fashion in the World in 2023 

Rank County Consumption 
($ billion) 

1 Iran 53 

2 Turkey 28 

3 Saudi Arabia 21 

4 Pakistan 20 

5 Indonesia  16 

 
Worldwide modest fashion consumption hit $297 billion in 2023, with Indonesia's 

modest fashion consumption coming in at a pitiful $16 billion. Approximately 5.78 percent 

of the world's modest fashion consumption occurs in Indonesia, making it the fifth biggest 

consumer in this category. The fact that 94.22 percent of consumption occurs in such a wide 

variety of worldwide regions suggests a sizable untapped market. This result is in line with 

previous research that shows the halal fashion industry in Indonesia has good economic 

potential, as seen by the increasing demand for halal fashion among Muslims. With a large 

Millennial and Gen Z population that is tech-savvy and e-commerce is on the increase, 

Indonesia has a demographic dividend that might propel its economy forward (Jailani et al., 

2022). It can be inferred from this that more extensive segmentation on a global level hinders 

progress.  
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There are obstacles to the development of modest fashion in Indonesia from models 

who adopt plain Western patterns and lower pricing for Chinese products. The lower 

production costs in China are the reason why fashion there is so inexpensive. Research has 

shown that there are a lot of factors that contribute to the significant differences in 

manufacturing costs between China and South Korea. These include the number of 

employees, monthly wages, the duration of garment production, and the expenses related to 

the basic design and details of blouses, trousers, and jackets (Kim et al., 2016). Technology, 

in addition to cheap labor, is a key factor in China's garment industry's ability to maintain 

competitive prices. Due to a lack of skilled designers and other human resources, China's 

fashion sector faces challenges, calling for strong government support (Zhang et al., 2016).  

Modern fashion models in the market can be better understood with the help of 

quickly developing information technology, but there is still a lack of adequate marketing and 

usage in Indonesia. For R&D purposes, this poses a problem. Better marketing campaigns 

are possible with the use of IT (Bessen, 2020). Data about customer tastes and needs can be 

more easily collected with the use of IT in marketing, which in turn helps with digital 

advertising and promotion (Leonow et al., 2019). The manufacturing sector's productivity 

was positively and statistically significantly affected by information technology, according to 

previous studies. This is related to how well the technology uses time (Abri & 

Mahmoudzadeh, 2015).  

Inconsistent regulations govern modest fashion in Indonesia. Products that are 

"worn, used, or utilized," derive from animals, or contain animal components are required to 

have halal certification according to Law (UU) Number 33 of 2014 on Halal Product 

Assurance (JPH). As an example of a regulation from another jurisdiction, the Regional 

Regulation of the Province of the Special Region of Aceh Number 5 of 2000 Regarding the 

Implementation of Islamic Sharia Article 15 states that all Muslims, whether male or female, 

must dress according to Islamic teachings when interacting with family and neighbors. 

Emerging sectors greatly benefit from institutional support from the government. According 

to Georgallis et al. (2019), regulations that are conducive to a new industry's development can 

help it get off the ground and thrive.  
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Most entrepreneurs in Indonesia don't have the qualifications, certificates, or business 

plans that are required by Indonesian financial institutions since these institutions don't 

understand the creative industry. According to research (Rita & Wahyudi, 2019), financing 

has a significant positive effect on business performance. Problems with getting bank 

financing, legal concerns, and finances all work together to slow down the industry. 

Concerning the industry's ability to fund large-scale projects and encourage the creation of 

new endeavors, this is relevant. One advantage of the small fashion sector's expansion in the 

UAE is the accessibility of finance (Zarrouk et al., 2020).  

 

CONCLUSION 

Indonesia’s halal modest fashion industry has demonstrated significant growth, driven 

by increasing global consumer awareness, design innovations, and government policies. 

However, this study identifies several challenges that hinder its global competitiveness, 

including limited access to international markets, inconsistent regulations, suboptimal 

adoption of technology, and inadequate research and development (R&D). Additionally, 

intense competition from other key players such as the United Arab Emirates, Turkey, and 

Malaysia further complicates Indonesia’s efforts to establish a dominant position in the global 

modest fashion market. 

Despite these challenges, substantial opportunities exist for further industry 

development, particularly through the utilization of e-commerce, digital marketing, and the 

integration of sustainability in design and production. A strong synergy between the 

government, industry stakeholders, and academia is essential to fostering policies that 

enhance innovation and competitiveness within Indonesia’s modest fashion sector. 

From both academic and practical perspectives, this study provides insights into 

strategies for strengthening Indonesia’s position in the halal modest fashion industry, 

focusing on regulatory frameworks, market expansion, and product innovation. Furthermore, 

it highlights the need for future research employing primary data to gain deeper insights into 

market trends, consumer preferences, and other critical factors influencing industry growth. 
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By addressing key challenges and leveraging available opportunities, Indonesia has the 

potential to emerge as a global leader in the halal modest fashion industry. Implementing 

strategic and sustainable measures will be crucial in ensuring the continued growth and 

resilience of this industry amid the increasing competitiveness of the international market. 

 

REFERENCES 

Abri, A. G., & Mahmoudzadeh, M. (2015). Impact of information technology on 
productivity and efficiency in Iranian manufacturing industries. Journal of Industrial 
Engineering International, 11(1), 143–157. https://doi.org/10.1007/s40092-014-0095-1  

Ajala, I. (2017). From Islamic dress and Islamic fashion to cool Islam: An exploration of 
Muslim youth hybrid identities in the West. International Journal of Interdisciplinary 
Cultural Studies, 12(3), 1–11. https://doi.org/10.18848/2327-008X/CGP/v12i03/1-
11  

Akram, H. W. (2022). Global Halal business: a sectoral analysis. International Journal of Business 
and Globalisation, 30(1), 111–130. https://doi.org/10.1504/IJBG.2022.122291  

Amalia, D., & Woyanti, N. (2020). The effect of Business Unit, Production, Private 
Investment, and Minimum Wage on the Labor Absorption in the Large and Medium 
Industry 5 Province in Java island. Jurnal Media Ekonomi Dan Manajemen, 35(2), 206–
217. http://dx.doi.org/10.24856/mem.v35i2.1550   

Baharuddin, F. N., Musa, A. H., Rosle, A. N., Ibrahim, S. S., & Ahmad, M. (2021). An Insight 
to the Framework Development of Fashion Consciousness in Modest Fashion 
Industries: A Conceptual paper. Proceedings: International Invention, Innovative & Creative 
(InIIC) Conference, 9(June), 2018–2021. https://iniicseries.weebly.com/. 

Bardakcı, A., Kantar, M., Wood, B. P., & Kadirov, D. (2021). Servicing Modest Fashion 
Markets: The Case of Two Turkish Clothing Companies. Journal of Halal Service 
Research, 2(1), 39–51. https://magscholar.com/jhsr/ 

Bessen, J. (2020). Industry concentration and information technology. Journal of Law and 
Economics, 63(3), 531–555. https://doi.org/10.1086/708936  

Bohn, T., Brakman, S., & Dietzenbacher, E. (2021). From exports to value added to income: 
Accounting for bilateral income transfers. Journal of International Economics, 131. 
https://doi.org/10.1016/j.jinteco.2021.103496  

Boukhatem, J., & Ben Moussa, F. (2018). The effect of Islamic banks on GDP growth: Some 
evidence from selected MENA countries. Borsa Istanbul Review, 18(3), 231–247. 
https://doi.org/10.1016/j.bir.2017.11.004  

https://doi.org/10.1007/s40092-014-0095-1
https://doi.org/10.18848/2327-008X/CGP/v12i03/1-11
https://doi.org/10.18848/2327-008X/CGP/v12i03/1-11
https://doi.org/10.1504/IJBG.2022.122291
http://dx.doi.org/10.24856/mem.v35i2.1550
https://doi.org/10.1086/708936
https://doi.org/10.1016/j.jinteco.2021.103496
https://doi.org/10.1016/j.bir.2017.11.004


 

Vol. 2 No. 1, (2024), 78 – 95 e-ISSN: 3025-8545 

 

A Look the Halal Fashion … 

 
 

P
ag

e 
92

 

Faried, A. I. (2019). Implementasi Model Pengembangan Industri Halal Fashion di Indonesia. 
Jurnal Kajian Ekonomi dan Kebijakan Publik (JEpa), 4(2), 9–19. 
https://jurnal.pancabudi.ac.id/index.php/jepa/article/view/585  

Farrag, D. A., & Hassan, M. (2015). The influence of religiosity on Egyptian Muslim youths’ 
attitude towards fashion. Journal of Islamic Marketing, 6(1), 95–108. 
https://doi.org/10.1108/JIMA-04- 2014-0030 

Fathoni, M. A. (2020). Potret Industri Halal Indonesia: Peluang dan Tantangan. Jurnal Ilmiah 
Ekonomi Islam, 6(3), 428–435. https://doi.org/10.29040/jiei.v6i3.1146  

Gazzola, P., Pavione, E., Pezzetti, R., & Grechi, D. (2020). Trends in the fashion industry. 
The perception of sustainability and circular economy: A gender/generation 
quantitative approach. Sustainability (Switzerland), 12(7), 1–19. 
https://doi.org/10.3390/su12072809  

Georgallis, P., Dowell, G., & Durand, R. (2019). Shine on Me: Industry Coherence and Policy 
Support for Emerging Industries. Administrative Science Quarterly, 64(3), 503–541. 
https://doi.org/10.1177/0001839218771550  

Gupta, R. (2021). Modest Fashion Consumables: Influence of Media in the UAE. Global Media 
Journal – Arabian Edition, 3(3), 1–16. https://amityuniversity.ae/gmj-ae/  

Hamid, A., Said, M., & Meiria, E. (2019). Potency and Prospect of Halal Market in Global 
Industry: An Empirical Analysis of Indonesia and United Kingdom. Business and 
Management Studies, 5(2), 54–63. https://doi.org/10.11114/bms.v5i2.4167  

Huda, N., Rini, N., Muslikh, M., Hidayat, S., Takidah, E., Sari, D. P., & Husniyah, A. (2022). 
Strategic Model for Halal Tourism Development in Indonesia: A Preliminary 
Research. Indonesian Journal of Halal Research, 4(2), 53–64. 
https://doi.org/10.15575/ijhar.v4i2.11849  

Hwang, C., & Kim, T. H. (2021). Muslim Women’s Purchasing Behaviors Toward Modest 
Activewear in the United States. Clothing and Textiles Research Journal, 39(3), 175–189. 
https://doi.org/10.1177/0887302X20926573  

Ikhwan, I. (2021). Text Analytic on Halal Research. Journal of Islamic Economic Literatures, 2(2), 
1–12. http://journals.smartinsight.id/index.php/JIEL/article/view/47/45  

Jailani, N., Kuat Ismanto, Susminingsih, & Adinugraha, H. H. (2022). an Opportunity To 
Develop Halal Fashion Industry in Indonesia Through E-Commerce Platform. 
Tadayun: Jurnal Hukum Ekonomi Syariah, 3(2), 121–132. 
https://doi.org/10.24239/tadayun.v3i2.76  

https://jurnal.pancabudi.ac.id/index.php/jepa/article/view/585
https://doi.org/10.29040/jiei.v6i3.1146
https://doi.org/10.3390/su12072809
https://doi.org/10.1177/0001839218771550
https://amityuniversity.ae/gmj-ae/
https://doi.org/10.11114/bms.v5i2.4167
https://doi.org/10.15575/ijhar.v4i2.11849
https://doi.org/10.1177/0887302X20926573
http://journals.smartinsight.id/index.php/JIEL/article/view/47/45
https://doi.org/10.24239/tadayun.v3i2.76


 
Vol. 2 No. 1, (2024), 78 – 95 e-ISSN: 3025-8545 

 

A Look the Halal Fashion … 

 

P
ag

e 
93

 

Kamarulzaman, Z., & Shaari, N. (2020). Fashion Industry-Palarch’s. Journal Of Archaeology Of 
Egypt/Egyptology, 17(7), 7063–7072. 
https://archives.palarch.nl/index.php/jae/article/view/3109 

Al-Shehab, L. (2020). Modest Fashion and Global Trends: A New Wave in Fashion Industry. Fashion 
Studies Journal, 12(3), 45-67. 

Koch, T. (2020). Reconceptualizing Modesty: Fashion as Identity in Muslim Communities. Fashion 
Theory, 24(2), 201-220. 

Mahmud, M., & Ariffin, S. (2017). Competing in the Global Modest Fashion Industry: Challenges and 
Opportunities. Journal of Fashion Marketing, 9(4), 158-175. 

Omar, A. S., & Ahmad, N. (2019). Halal Economy and the Fashion Industry in Indonesia: Potential 
and Challenges. Journal of Halal Industry, 8(2), 113-130. 

Sari, N. F., Pratama, D., & Harahap, F. (2020). Growth of Modest Fashion in Indonesia: An Analysis 
of Market Trends and Consumer Behavior. Indonesian Fashion Review, 6(1), 50-69. 

Kadir, A., & Nordin, N. (2020). Global Competitiveness in the Halal Fashion Industry: Case Studies 
from Malaysia, Turkey, and UAE. Global Fashion Review, 18(3), 223-239. 

Hidayat, F., & Fadilah, F. (2019). Leveraging E-commerce for Modest Fashion: The Rise of Indonesia’s 
Digital Fashion Entrepreneurs. Journal of Digital Marketing, 11(1), 35-47. 

Almashhuri, N., & Ashari, Z. (2022). International Partnerships in Halal Fashion: Opportunities for 
Indonesian Brands. Journal of Global Fashion, 17(2), 204-220. 

Ihsan, S., & Rahman, R. (2021). Halal Certification and Global Standards: A Review of Indonesia’s 
Halal Fashion Sector. Journal of Halal Economy and Business, 9(4), 85-98. 

Thomson Reuters. (2020). State of the Global Islamic Economy Report 2020. Thomson Reuters. 

Khurotul, A. E., Ferina, N., & Sukowidyanti, A. P. (2019). A Study of Modest Fashions SME'S 
Business Performance The Moderating Role of Business Model Innovation. Eurasia: 
Economics & Business, 2(20), 125–133. https://doi.org/10.18551/econeurasia.2019-02  

Kim, M. O., Lee, Y. H., Martins, L. P., & Wen, Y. (2016). Comparisons: women’s garments 
manufacturing cost survey between Korea and China. Fashion and Textiles, 3, 1–18. 
https://doi.org/10.1186/s40691-016-0059-8   

Lang, C., & Liu, C. (2019). The entrepreneurial motivations, cognitive factors, and barriers to 
become a fashion entrepreneur: A direction to curriculum development for fashion 
entrepreneurship education. International Journal of Fashion Design, Technology and 
Education, 12(2), 235–246. https://doi.org/10.1080/17543266.2019.1581844  

Ledhem, M. A., & Moussaoui, W. (2021). Islamic finance for entrepreneurship activities and 
economic growth: a parametric and non-parametric analysis from Malaysia. PSU 

https://archives.palarch.nl/index.php/jae/article/view/3109
https://doi.org/10.18551/econeurasia.2019-02
https://doi.org/10.1186/s40691-016-0059-8
https://doi.org/10.1080/17543266.2019.1581844


 

Vol. 2 No. 1, (2024), 78 – 95 e-ISSN: 3025-8545 

 

A Look the Halal Fashion … 

 
 

P
ag

e 
94

 

Research Review. https://doi.org/10.1108/PRR-02-2021-0012  

Lekhdar, S., Hassouni, S. El, Rue, S., Ben, M., Ragragui, A., & Al, M. (2021). Modest fashion: 
between ethical marketing and virtual influence. International Journal of Accounting, 
Finance, Auditing, Management and Economics, 2(5), 694–706. 
https://doi.org/10.5281/zenodo.5530858  

Leonow, A. I., Koniagina, M. N., Petrova, S. V., Grunt, E. V., Kerimkhulle, S. Y., & 
Shubaeva, V. G. (2019). Application of information technologies in marketing: 
Experience of developing countries. Espacios,
 40(38), 1–10. 
https://www.revistaespacios.com/a19v40n38/a19v40n38p24.pdf  

Lewis, R. (2013). Fashion Forward and Faith-Tastic!: Online Modest Fashion and the Development of 
Women as Religious Interpreters and Intermediaries. In R. Lewis (Ed.). Modest Fashion: 
Styling Bodies, Mediating Faith (pp. 41–66). I.B. Tauris. 
http://dx.doi.org/10.5040/9780755694181.ch-00  

Martiana, A., Maesyaroh, & Sobar. (2018). Motivation and Obstacles Faced by Women Halal 
Fashion Entrepreneurs and Role of The Business on Women’s Economic 
Empowerment in Yogyakarta Indonesia. Humanities & Social Sciences Reviews, 6(2), 
106–110. https://doi.org/10.18510/hssr.2018.6213  

Maulana, I., Pudjihardjo, & Susilo. (2020). Analysis of the effect Of invesment, wage levels, the 
number of industries On employment In the industrial sector In regencies cities In 
East Java Province. International Journal of Business, Economics and Law, 23(1), 32–42. 
https://www.ijbel.com/wp-content/uploads/2020/11/IJBEL23-219.pdf    

Muawanah, M., Fauziah, N., Toha, M., & Manaku, A. (2021). The Survival Strategy of Halal 
Tourism in Covid-19 Pandemic Era. Indonesian Interdisciplinary Journal of Sharia 
Economics (IIJSE), 3(2), 165-177. https://doi.org/10.31538/iijse.v3i2.1104 

Peristiwo, H. (2019). Indonesian Halal Food Industry: Development, Opportunities and 
Challenges on Halal Supply Chains. Journal of Islamic Studies and Humanities, 4(2), 218–
245. https://doi.org/10.21580/jish.42.5228  

Purwanti, B. I., & Adinugraha, H. H. (2021). The Perception of Consumers on Muslim 
Fashion Brand in Indonesia. Tasharruf: Journal Economics and Business of Islam, 6(2), 163–
173. https://doi.org/10.30984%2Ftjebi.v6i2.1673  

Radwan, M., Kamal, M., Khavarinezhad, S., & Calandra, D. (2019). Influencing Factors on 
Modest Fashion Market: A Case Study. International Journal of Applied Research in 
Management and Economics, 2(1), 12–22. https://doi.org/10.33422/ijarme.v2i1.208  

https://doi.org/10.1108/PRR-02-2021-0012
https://doi.org/10.5281/zenodo.5530858
http://www.revistaespacios.com/a19v40n38/a19v40n38p24.pdf
http://dx.doi.org/10.5040/9780755694181.ch-00
https://doi.org/10.18510/hssr.2018.6213
http://www.ijbel.com/wp-
https://doi.org/10.31538/iijse.v3i2.1104
https://doi.org/10.21580/jish.42.5228
https://doi.org/10.30984%2Ftjebi.v6i2.1673
https://doi.org/10.33422/ijarme.v2i1.208


 
Vol. 2 No. 1, (2024), 78 – 95 e-ISSN: 3025-8545 

 

A Look the Halal Fashion … 

 

P
ag

e 
95

 

Rita, M. R., & Wahyudi, S. (2019). Entrepreneurial finance: financing antecedents and SMEs 
performance. Journal of Economics, Business & Accountancy Ventura, 21(3), 303–313. 
https://doi.org/10.14414/jebav.v21i3.1497  

Rosenberg, T. (2019). Wrapped in Meaning: Modest Fashion as Feminist Strategy. NORA - 
Nordic Journal of Feminist and Gender Research, 27(4), 285–289. 
https://doi.org/10.1080/08038740.2019.1656669  

State of the Global Islamic Economy. (2021). State of the Global Islamic Economy Report 
2020/21. Dubai Capital of the Islamic Economy & Dinar Standard. 
https://www.salaamgateway.com/specialcoverage/SGIE20-21  

Sumarliah, E., Khan, S. Z., & Khan, R. U. (2022). Modest wear e-commerce: examining online 
purchase intent in Indonesia. Research Journal of Textile and Apparel, 26(1), 90–108. 
https://doi.org/10.1108/RJTA-11-2020-0121  

Toha, M., Ulfa, E., & Novi Yanti Sandra Dewi. (2021). Analysis of The Implementation of 
Sharia Strategy Management at BMT Maslahah. Majapahit Journal of Islamic Finance and 
Management, 1(1), 29-40. Retrieved from 
https://syariah.jurnalikhac.ac.id/index.php/majapahit/article/view/3 

Zainudin, M. I., Haji Hasan, F., & Othman, A. K. (2020). Halal brand personality and brand 
loyalty among millennial modest fashion consumers in Malaysia. Journal of Islamic 
Marketing, 11(6), 1277–1293. https://doi.org/10.1108/JIMA-10-2018-0187  

Zarrouk, H., Sherif, M., Galloway, L., & El Ghak, T. (2020). Entrepreneurial Orientation, 
Access to Financial Resources and SMEs’ Business Performance: The Case of the 
United Arab Emirates. Journal of Asian Finance, Economics and Business, 7(12), 465–474. 
https://doi.org/10.13106/JAFEB.2020.VOL7.NO12.465 

Zhang, M., Kong, X. X., & Ramu, S. C. (2016). The transformation of the clothing industry 
in China. Asia Pacific Business Review, 22(1), 86–109. 
https://doi.org/10.1080/13602381.2014.990204  

 

https://doi.org/10.14414/jebav.v21i3.1497
https://doi.org/10.1080/08038740.2019.1656669
http://www.salaamgateway.com/specialcoverage/SGIE20-21
https://doi.org/10.1108/RJTA-11-2020-0121
https://syariah.jurnalikhac.ac.id/index.php/majapahit/article/view/3
https://doi.org/10.1108/JIMA-10-2018-0187
https://doi.org/10.13106/JAFEB.2020.VOL7.NO12.465
https://doi.org/10.1080/13602381.2014.990204

