CHAPTER V

CONCLUSION

5.1. Conclusion

The identity of every Muslim woman cannot be homogenized since it
merges with immensely diverse ethnicity, social class, levels of education and
employment, geographical location, language, gender and age. However, the
stereotypes that constructed by Western media categorize them into the same
characters and attributes that they have to carry. Melanie Elturk is a Muslim
woman influencer who brings forth her individualism in her business account,
Haute Hijab’s Instagram posts. In order to finish this study, the question comes up

with ‘how does Haute Hijab construct Melanie Elturk’s Muslimah identity?’.

In answering the research questions, the writer found that in the
representational meaning, Haute Hijab applies the conceptual structure in almost
every picture of Melanie Elturk. This process helps the writer reveals how
Melanie Elturk’s identity is constructed. The answer discovered by analysing
every elements, including outfits, the setting of place, the gesture, and even the
dominant colours in the pictures, that defines Elturk’s identity itself. These
mentioned things closely related to the meaning of success, active, and confident

woman.

Regarding interpersonal meaning, Haute Hijab indicates a medium
engagement with the viewers, as based on the gazes, the distances, and the angles
chosen. In the terms of gaze, half of the pictures present Elturk as maintaining

imaginary relationship with the viewers through eye contacts, while half of the
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others do not. In the term of gaze, almost every picture applies far social distances
which present Elturk as stranger than a friend to the viewer. However, through the
majority of frontal and medium angles applied, the viewers are involved in

Elturk’s world and matter, and given equal power relation.

Meanwhile, all of the compositional meaning of the eight posts is strong.
Elturk’s figure is consistently positioned on the centre of the frames. The majority
of the pictures also have high salience and strong framing. Those elements are
actually important to present Elturk’s image at the clearest and obvious level.
Since her figure is not distracted by any other participants, the viewer can

recognize her more easily.

In the textual analysis, the writer found that among the six process types,
Haute Hijab uses relational, material, and mental the most. Relational process is
useful to relate Melanie Elturk with the positive qualities and characters that she
desires, such as successful, enlightened, and determined. Material process is used
to explain all of the activities that Elturk physically did, thus asserting her as an
active individual. At last, mental process expresses her positive feeling and

excitements towards her own achievements.

Melanie Elturk constructs her Muslimah identity as the opposite with the
stereotypes of Muslim women in Western media. From the eight posts that the
writer has chosen, there are five posts which give the message to the reader about
Melanie Elturk as a confident and successful woman in business and fashion field.
She is also shown to be positive, determined, and content with her life. Those are

represented by visual elements such as her smiling facial expression, symbolism
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of colors that appear on her clothes and makeup. There are also transitivity
processes that support this construction such as relational to relate herself with her
achievements, mental to show how she reacts and feels towards her
accomplishments, and material to present the activities that she does to build and
maintain her success. All of those discussions counteract the idea that Muslim

women are oppressed in their lives.

Haute Hijab also brings the idea that Melanie Elturk is a Muslim woman
who has a high self-agency. The writer found that from the eight posts that have
been chosen, Melanie always shows that she is a person with freedom to choose.
This is represented by how she wears her outfits and does activities with consent.
Moreover, relational processes are utilized to relate herself with identities that she
puts up on her behalf, mental processes depict her positive feelings and reactions
about her activities, and material processes explain the activities that she does
consciously. All of those results become an example that Melanie a Muslim

woman who is not submissive or lacking of agency.

Besides counteracting the oppressed and submissive stereotypes about
Muslim women, the writer also found that Haute Hijab constructs Melanie’s
identity as an active person, thus defeating the stereotypes about passive Muslim
women. From the eight posts that the writer has chosen, there are five posts that
presents Melanie as an active and responsible business woman. This construction
is represented by the narrative of her activities and the choice of clothes that
support her high mobility. There are also several occasion such as fashion events,
business trips or being featured in magazines to show that Melanie actively

participates in public spheres. Regarding written elements, material processes are
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used to explain her activities and relational processes show that those activities

and clothes belong to her.

Lastly, Muslim women are assumed that they wear hijab due to the force
attempted by their family or socio-religious organizations. Though, the writer
found that from the eight posts, Melanie shows that she wears hijab with
conscious consent. This is represented by how she pairs her hijab with other
fashion elements and becomes confident in them. Indeed, the combinations of
clothes and hijabs are employed to build a fashionable Muslim woman image of
herself. Furthermore, material processes state that hijab makes her religious
identity becomes obvious, verbal process show that hijab articulates her religious
identity, and relational processes relate her hijab and religious identity with

proudness and honor.

All of the visual and written elements analysed have contributed in
constructing Melanie Elturk’s Muslimah identity as successful, respected woman
in both business and fashion field. She is also portrayed as having positive,
determined, and encouraging characters, sometimes fun and creative, always
active, passionate, responsible and professional for her business, and fashionable
in pairing hijab with other fashion elements to build her desired impression. This
way, Elturk has done some virtual performance by using visual and textual signs
in front of the public which is her viewers at Instagram. In return of this identity
construction, the viewers will get impression that she is as those identities she

implied in the posts.
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5.2. Recommendation

After finishing the analysis of the construction of Muslimah identity
through Haute Hijab’s Instagram posts, the writer hopes that this study will be
useful to those who are interested in analyzing the meaning behind images and
texts, and can contribute to the media discourse and the cultural study. The writer
also recommends to those who are interested to conduct the research about the
comparison of Muslimah identities between two different figures or how

Muslimah identity constructions are commodified to market hijab products.
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