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   Introduction: Gulf Luxury Rise

By Hichem Karoui


Luxury in the Gulf is not simply a matter of expenditure. It is a language of presence, aspiration and belonging, shaped by rapid social change, deep cultural histories and the evolving public roles of women across the region. 

A Region Where Luxury Became Visible
The Gulf’s rise as a luxury market did not happen quietly. It emerged in a landscape transformed by oil wealth, urban expansion, global connectivity and ambitious nation-building. In cities such as Dubai, Doha, Abu Dhabi, Kuwait City and Manama, luxury became visible in architecture, retail districts, hospitality, private transport and social media feeds. The region’s modern skyline signalled not only economic confidence but also a new culture of display, where consumption could communicate status, cosmopolitanism and success with unusual clarity.
For women, this visibility took on a particular significance. Luxury goods, from couture clothing and handbags to fine jewellery, beauty services and bespoke travel, became part of the everyday vocabulary through which identity could be negotiated. These purchases were rarely only about material satisfaction. They reflected family standing, personal taste, transitions in education and employment, and participation in a broader transnational world. In the Gulf, luxury consumption often works as a social signal that is legible across local and international contexts at once.
This introduction presents the central argument of the book: female luxury consumption in the Gulf is best understood as a complex cultural practice rather than a simple expression of extravagance. It is shaped by social recognition, mobility, aspiration and the ongoing negotiation between tradition and modernity. The region’s women are not passive recipients of global luxury culture. They are active interpreters, selecting, adapting and sometimes redefining what luxury means within their own moral, familial and social worlds.

Historical Foundations of Luxury in the Gulf
From trade routes to oil economies
Luxury has long existed in the Gulf, even if its forms and meanings have changed dramatically. Before the oil era, the region was connected to wider commercial networks through pearl diving, maritime trade and caravan routes that linked it to India, East Africa, Persia and the Mediterranean. Fine fabrics, spices, metals and perfumes circulated among merchants and households, creating an early culture of valued objects and aesthetic refinement. Prestige was already associated with rare goods, hospitality and generosity, although access was far more constrained than it is today.
The discovery of oil and the swift accumulation of sovereign wealth altered this landscape on a monumental scale. Governments invested in infrastructure, education, health care and state symbolism, while household incomes rose, consumption grew and exposure to imported goods increased. Luxury brands entered this environment through department stores, international franchises and airport retail, gradually becoming part of the region’s aspirational economy. The public meaning of luxury widened from elite rarity to a more distributed form of social expression, though inequality and hierarchy remained central.
What distinguishes the Gulf from many other luxury markets is the speed of transformation. In a relatively short historical period, communities that had lived through scarcity, migration and rapid urbanisation came into contact with a global consumer culture of exceptional intensity. This created a distinctive relationship to luxury: one shaped by memory, reinvention and the desire to inhabit modernity without severing ties to heritage. That tension continues to structure female consumption across the region.

Prestige, hospitality and social order
In Gulf societies, prestige has never depended solely on ownership. It is also produced through hospitality, kinship, generosity and reputation. A home furnished with elegance, a wedding that demonstrates family honour, a gift that expresses distinction, or a carefully chosen garment that balances modesty and sophistication can all function as luxury-coded forms of social communication. Women frequently stand at the centre of these practices, managing the visible and invisible work through which social standing is maintained.
This matters because luxury consumption in the Gulf is often relational rather than individualistic. A handbag, fragrance or piece of jewellery may be purchased for personal pleasure, yet it may also be evaluated through the expectations of relatives, peers and the wider community. Women learn to navigate multiple audiences at once. They may seek to express independence, but they do so within settings where approval, discretion and family reputation remain highly significant. Luxury therefore operates as a nuanced social practice, not a straightforward declaration of self.

Why Women Became Central to Luxury Growth
Education, mobility and changing roles
The expansion of female luxury consumption cannot be separated from the broader transformation of women’s roles in the Gulf. Higher levels of education, increasing participation in professional life and greater access to global media have all widened women’s horizons and strengthened their consumer influence. As women move more confidently between home, work, study and public space, they encounter new opportunities to curate appearance and lifestyle. Luxury goods become part of this self-presentation, helping women articulate competence, aspiration and modern femininity.
In many Gulf settings, women also act as key household consumers. They may be responsible for purchasing fashion, beauty products, gifts, home furnishings and event-related items that shape the family’s public image. This role gives them substantial market power. Marketers quickly recognised that women were not merely secondary consumers but central decision-makers, trend interpreters and social influencers. Their preferences affect retail spaces, brand positioning and the evolution of service industries such as personal styling, skincare, wellness and luxury hospitality.
At the same time, the growing visibility of women in public life has heightened the symbolic value of appearance. In many contexts, a woman’s clothing, accessories and grooming become part of how her education, discipline and cultural awareness are read by others. This does not mean that luxury is imposed in a simplistic way. Rather, it is drawn into a field of expectations in which women are asked to embody respectability, refinement and success all at once. Luxury becomes one available means of meeting those expectations.
The rise of the female consumer as decision-maker
Luxury markets expanded rapidly when brands began to understand the sophistication of Gulf female consumers. These consumers were often highly informed, internationally mobile and deeply attentive to quality, exclusivity and service. They did not necessarily buy luxury because it was foreign; they bought it because it could be aligned with personal style, ceremonial needs, or the desire to mark life transitions. This means that demand in the Gulf has been shaped not only by wealth but also by discernment.
Women’s purchasing choices increasingly influence wider household spending patterns. A woman selecting a designed abaya, a luxury watch or a bespoke wedding gift may also shape the standards by which others in her circle judge taste. Retailers have responded by offering personalised services, private appointments, exclusive collections and culturally responsive advertising. Such adaptations reveal that the Gulf female consumer is not a marginal figure. She is one of the most important architects of the region’s luxury economy.


Status, Identity and the Meaning of Display
Luxury as a social language
In order to comprehend luxury consumption in the Gulf, it should be considered as a social meaning language. There are seldom neutral objects. Their brand, provenience, workmanship, scarcity and cost can be the keys to the worlds of prestige and international travel. However, these cues are decoded based on the local cultural norms, in which modesty, family honour and religious principles are still significant. An item of luxury can thus only convey status when exhibited or used in a manner that is in accordance with the social code of the environment.
In the case of women, the association between luxury and self can be especially multifaceted. Luxury fashion enables a woman to display a sense of independence and at the same time meet the demands of being elegant and restrained. She can select things that can be seen by those who know the code but be unobtrusive to prevent being accused of extravagance. Gulf luxury consumption in this regard is usually strategic in nature. It does not necessarily mean that one has to be visible to everyone but recognised by the correct audience.
This is a strategic aspect that can be used to understand why luxury remains an important aspect even in wealthy societies where most of the basic needs have been fulfilled. When survival ceases to be the main issue, consumption is related to self-definition, social placement and symbolic differentiation. Women tend to flow in and out of these layers. They can appreciate a purchase because it is beautiful, because it represents craftsmanship, because it is a milestone or because it makes them a part of a socially admired world. Luxury is at the same time emotional, practical and performative.
Fitting in, desire and fame
Luxury also assists women to bargain on the belongingness in a region characterised by diversity. The Gulf is a place where citizens, expatriates and transnational families live and have their social worlds that tend to overlap in malls, workplaces, schools and online. Luxury can be both a point of contact and a point of demarcation in these environments. It can enable engagement in globalised lifestyles as well as differentiate those who have a local status, inherited wealth or specific cultural capital. The same thing may have a different meaning in a family and in a foreign international environment.
Here aspiration is at the heart of everything. Luxury can be a symbol of what one possesses, as well as what one wants to be. To younger women in particular, the choice of brands can convey a future-orientated self, an educated, globally conscious, and aesthetically assured one. However, aspiration in the Gulf does not always mean that it is imitating the Western models. Rather, it is often tailored to local sensibilities, incorporating contemporary tastes with local codes of femininity, piety and elegance. This amalgamation of nature makes the Gulf luxury culture have its own strength.

In a digitally connected Gulf, consumer culture
Malls, smart phones and social presence
The modern Gulf luxury boom has been enhanced by the merging of physical retail and online life. Ultra-modern shopping centres, high-end hotels and flagship stores offer highly edited experiences to shop in, and smartphones and social media platforms continue to add life to those experiences long after one is out of the store. Women have the opportunity to record purchases, exchange styling ideas, compare products and keep up with the trends in other countries in real time. This has made luxury more of a visual practice, rather than an occasional occurrence.
The speed of the luxury culture has also changed due to the digital visibility. Trends are viral, and consumers are capable of having very sophisticated tastes due to the exposure they are exposed to on a daily basis in the form of images, reviews and influencer content. Digital media has not, however, merely standardised behaviour. It has helped women to develop niche identities and develop audience-specific style and engage in communities that are organised around perfume, skincare, handbags, modest fashion, watches or travel. What comes out is a disjointed yet a very dynamic consumer space where taste is negotiated at all times.
This cyberspace heightens the symbolic stakes of consumption. A picture of a bag or bracelet can be spread way beyond the immediate context of the place of purchase or use. Women thus choose in a way that they are aware that luxury can be seen, evaluated and perceived by family members, followers, co-workers and strangers. The consumerism aspect of the population and the consumerism aspect of the individual have been more or less merged, and the merging has enhanced the importance of the personal style as a social expression.
The power, fashion and the emerging female presence

Social media has enabled most of the Gulf women to be seen as tastemakers, entrepreneurs and lifestyle authorities. There are those who become influencers and others who utilise digital platforms to display edited identities that are a mixture of family life, career success and aesthetic refinement. Luxury brands acknowledge this exposure and are more and more interested in partnering with local women who can make brand values culturally relevant by using images that resonate with their culture. The outcome is that there is a stronger association between female self-presentation and market strategy.
But visibility is scrutinised as well. Women who demonstrate luxury on the Internet can be praised as elegant, ambitious and confident and can be criticised as being ostentatious or overly materialistic. This tension unveils a significant aspect of Gulf consumption: the admiration and moral judgement of the people tend to be in tandem. An effective luxury identity must not only be able to access goods but also to showcase them in a culturally acceptable manner. In this meaning, taste is a social as well as an individual accomplishment.

Luxury, Tradition and Modern Aspiration
Not a break from heritage, but a negotiation with it
It is tempting to treat luxury consumption as evidence of cultural Westernisation. That interpretation is too simple for the Gulf. Many women combine global fashion with locally meaningful forms of dress, beauty and social etiquette. Luxury may be expressed through an embroidered abaya, a tailored silhouette, a rare fragrance, a custom-made handbag or fine jewellery worn at family occasions. The key issue is not whether luxury is foreign or local, but how it is translated into everyday cultural practice.
Tradition and modernity are therefore not opposing poles. They are often intertwined in women’s consumption choices. A purchase may respect modesty while still signalling contemporary taste; it may honour family expectations while also asserting individual discernment. Many Gulf women are skilled at managing this balance. They know how to communicate refinement without appearing rebellious and ambition without abandoning social legitimacy. Luxury becomes one of the tools through which this balance is maintained.
This negotiation matters because it reveals that luxury in the Gulf is culturally productive. It does not simply mirror change; it helps create the visual and emotional forms through which change is lived. A designer item can become part of a daughter’s coming-of-age, a bride’s identity, a professional woman’s authority or a mother’s expression of care. In each case, consumption is folded into relationships, values and aspirations that extend well beyond the marketplace.
The emotional economy of aspiration
Luxury is not merely social, but it is emotional. It has the ability to guarantee assurance, ease, gratification, enjoyment and perspective. To other women, purchasing a luxury product is a sign of success at the end of years of study or labour. To others, it is an indication of being involved in a family event, a religious event or a social event where looks are important. During such moments, the object is not significant as compared to the emotional context of the object. Luxury is linked to self-esteem and appreciation.
It is also through this emotional economy that luxury can continue to exist even in times of economic uncertainty. Symbolic goods tend to gain more value when more general conditions are in a state of instability since they provide continuity, reassurance or a sense of control. Women can buy less, but better; they can change to more discriminating buying; or they can focus on beauty and grooming as ways of expressing themselves that they can handle. Luxury is flexible to the changing situations without losing its attractiveness.

What this book is about
This introduction has acknowledged the Gulf as a place where luxury consumption is intricately tied to history, identity, gender and social change. Wealth, infrastructure and global integration made the emergence of luxury possible, yet its sustainability relies on something less obvious: how women consume to identify with, differentiate and aspire. Luxury is not a market in its own right. It is embedded within the popular culture, family and everyday image and reputation management.
These dynamics will be discussed in the subsequent chapters. The role of cultural identity, economic transformation, global media, fashion technology, family expectations, psychological motivations and market structures in female luxury consumption in the Gulf will be discussed. These views will collectively demonstrate that luxury is not a shallow and superficial thing. It is a potent prism to see how the women of the Gulf are negotiating their way in contemporary life, social presence and the future they want to live in.
The luxury upsurge in the Gulf can thus be considered more of a social narrative than a business one. Women are at its core, whose decisions demonstrate the changing aspirations of the region, its traditional values and its extraordinary ability to reinvent itself. In order to appreciate this story, one must go beyond the fronts and price tags and see the circumstances that allowed such visibility to be achieved. The Gulf has undergone a high rate of urbanisation, increased international travel and increased exposure to global consumer culture in the past few decades. These transformations did not merely bring new products; they transformed the very sense of consumption. Luxury was linked to mobility, education, career success and social trust, particularly among women whose social roles have been evolving in observable manners.
The acquisition of luxury items in most of the Gulf societies is more than a mere aesthetic delight. It may indicate discrimination, cultural savvy and the capability to engage in a common language of quality and elegance. In the case of women, this language can be used simultaneously with a variety of audiences: family, friends, colleagues and the rest of the population. A handbag, watch or perfume can be both a statement of personal taste and a statement of care, respectability and a sense of where one fits in a shifting social order. These meanings provide luxury with a richness that is usually not considered in traditional consumer analysis.
Meanwhile, the emergence of luxury consumption in the Gulf is an indication of a region that is becoming more and more interconnected with the global media systems. Luxury is now more visible than before on the social platforms, in fashion magazines and in celebrity culture, and women can now see, compare and adapt international styles in real time. This unremitting exposure has assisted in the development of a more sophisticated consumer sensibility, which is sensitive to silhouettes, heritage labels, limited editions and seasonal trends. But the global does not just substitute the local. Rather, Gulf women tend to incorporate imported symbols with local values, creating their own forms of taste that are unique to them.
One of the reasons why the luxury in the Gulf cannot be interpreted as imitation only is that of blending. It is usually discriminating, tactical and well-calculated in the social environment. A woman can wear a subtle piece in the family and a more daring piece at social events and can easily switch between the registers. This elasticity shows that consumption is not just about ownership but also presentation, time and relationship management. The same thing can be used to convey grace in one context and aspiration in another, depending on how, when and by whom it is observed.
The field of possibility has also been expanded due to economic diversification. With an increasing number of women becoming educated, joining the labour force and earning their own money, they have more space to make their own consumption decisions. This does not imply that luxury is no longer connected with family life and the social expectations are lost. Instead, buying power has been decentralised, and women have more confidence to spend money on products and experiences that reflect their identities. Luxury, thus, is a subset of a larger narrative of participation, agency and redefinition of everyday aspiration.
The business world has reacted very rapidly to this change. Luxury houses have increased their presence in the cities of the Gulf not only in flagship stores but also in customised services, personal appointments and extremely personalised customer relations. Retail areas are created to be exclusive and yet to be friendly to a clientele that appreciates privacy, efficiency and recognition. In this regard, the Gulf has turned into a laboratory of modern luxury retail, where the brands experiment with the ways of integrating heritage, innovation and local sensitivity. Women play the main role in that experiment, as their preferences have an impact on image and strategy.
The luxury aspect of the psyche is also significant. To other women, the high-end purchases provide a feeling of security, self-assurance and a feeling of rewarding hard work or success. To others, luxury can be associated with family celebration, social belonging or the wish to celebrate a milestone with something that is permanent. These motives do not negate each other; they tend to be in parallel. An individual purchase may be emotionally charged, socially important and practically pleasurable simultaneously, and it is hard to diminish the luxury purchase to mere vanity or extravagance. This is one of the aspects that make it attractive.
Family expectations continue to shape these experiences in subtle but decisive ways. In the Gulf, luxury consumption is frequently embedded in shared norms about hospitality, presentation and honour. Women may choose items that enhance the family’s social image while also expressing individual style. The boundary between self and family is therefore not fixed; it is negotiated through everyday choices. One of the more illuminating dimensions of female luxury consumption is this negotiation, as it sheds light on how personal taste can be self-directed as well as relationally informed.
The cultural diversity of the region is another layer of complexity. The Gulf is home to citizens, expatriates and transnational communities, all of whom contribute to a rich and dynamic consumer environment. Women encounter different ideas of elegance, modesty and prestige across these overlapping social worlds. As a result, luxury consumption becomes a site of adaptation, where women refine how they present themselves according to context. This does not weaken cultural identity; in many cases, it strengthens it by encouraging a conscious and articulate sense of what one wishes to express.
Sustainability is now beginning to influence this landscape as well. Increasingly, women are asking not only whether a product is beautiful or prestigious but also whether it is responsibly made, durable and aligned with longer-term values. This does not eliminate the appeal of exclusivity. Instead, it adds another criterion by which luxury is judged. In next chapters, this book will explore how sustainability may reshape perceptions of value and responsibility and how Gulf women are likely to play a leading role in defining more thoughtful forms of consumption.
The rise of female luxury consumption in the Gulf is therefore not a passing trend. It is the outcome of historical change, social transformation and expanding horizons of choice. It reveals the interplay between aspiration and belonging, between individuality and obligation, between global influence and local meaning. By examining these dynamics carefully, we can see that luxury is not merely an economic category but a cultural practice through which women communicate who they are, what they value and how they imagine the future. That is why the subject deserves close and sustained attention.
This introduction has made the broad contours of that phenomenon and established the framework for the chapters that follow. The next stages of the book will move into deeper analysis of identity, wealth, media, fashion systems, family influence and market evolution. Each of these themes will help illuminate a different aspect of the same larger transformation. Together, they will show that luxury consumption in the Gulf is shaped not by one cause but by a converging set of forces that give women new ways to live, choose and be seen.
H.K.

South France, June 2026.








  
  1
Identity and Status


The concept of luxury in the Gulf does not revolve solely around price, rarity, or design. It is also a social language for most women, where identity is articulated, status is negotiated and belonging is made visible (Cochoy 2018, 142).

Luxury as a Social Language
Luxury goods in the Gulf tend to be more than beautiful things; they are symbols that speak louder than a woman. A handbag, a watch, a perfume or a garment can convey taste, confidence, family status and an appreciation of modern style (Sobh, Belk, and Gressel 2014, 2485). These products are consumed in a social context that is very much detail-conscious, where quality, brand heritage, and presentation can have as much meaning as the product (Al-Mutawa 2013, 261). Luxury, thus, turns into non-verbal communication, which enables women to place themselves strategically in their societies. It is a language that is unobtrusive but very readable to those who understand how to read it (Belk and Sobh 2016, 114).
This communicative power is especially important in the societies where the social identity is formed in terms of a balance between discretion and visibility. Women are not always ready to proclaim their success, but consumption can help to reveal their success in socially acceptable forms (De Fombelle et al. 2020, 102). The appropriate accessory or couture item can be used to express elegance without the need to elaborate on it. In this regard, luxury is a cultural shorthand, which not only indicates wealth but also taste. A woman who chooses well among the fine houses, local designers or the most reputable artisans proves that she is aware of the status codes (Scharff 2019, 78). Her clothing or bag is therefore construed to be a continuation of her social smarts.
But this is not an immutable language. It has a contextual, audience- and occasional meaning. The same item can be an indicator of sophistication in one context and opulence in another, and luxury consumption is a subject of interpretation (Al-Mutawa 2013, 264). To cope with this confusion, women tend to select products that strike a balance between differentiation and modesty, between classiness and cultural appropriateness (Sobh, Belk, and Gressel 2014, 2487). Their decisions are informed by the fact that they are aware that prestige has to be on display but not to the point that it is flaunted to the extent of being seen as careless. The social language of luxury in the Gulf is thus subtle; it is not only about having but also about displaying, knowing when to display, and knowing what to display and what to keep under wraps (Belk and Sobh 2016, 119).
Belonging, Reputation, Public Recognition
Signals of Membership
Luxury consumption is able to establish membership to a given social world. Where family status, family lineage, education, and social connections are still the main focus of the social life in the Gulf, women can utilise luxury items to affirm their position in the groups where the aesthetics of beauty and sophistication are strictly followed (Al-Kazi 2020, 195). A well-chosen item can be an indication that one is aware of what is expected of a particular group and can deliver. This is particularly significant in high social settings where taste similarity can be a sign of trust, familiarity and common values. Luxury is therefore an inclusion signifier, which assists women to engage in a recognised social code (Cochoy 2018, 151).
The need to be recognised is not always due to insecurity, but it is a sign of the significance of social visibility in a place where reputation can be used to gain access, relationships and power. Luxury goods can legitimise the position of a woman in her family or society by making her more authoritative (Scharff 2019, 81). They may also serve as indicators of her having reached a phase of life that is related to maturity, independence or success. A woman who is at a wedding, charity event, business meeting, or private reception may know that her appearance is a part of a larger social reading. Luxury helps in getting a respected status in such environments, not by being noisy but by being restrained classiness (Sobh, Belk, and Gressel 2014, 2489).
Meanwhile, recognition is highly interpersonal. An object of luxury does not necessarily have a meaning because it is costly but because it is recognised to be important by others. This is the reason why branding is important: some names have connotations of quality, luxury and global status that are well known (Al-Mutawa 2013, 269). When a woman decides to use a famous brand, it is not only a personal taste that she fulfils; she is becoming a part of a common system of recognition. The object is readable to relatives, peers, colleagues and acquaintances, and this allows her to be perceived in a certain manner. This visibility has the potential to enhance confidence, social authority and a sense of belonging simultaneously (De Fombelle et al. 2020, 106).
Reputation and Respectability
The dimension of reputation is especially a strong aspect of consumption, as it connects the appearance with moral and social judgements. Gulf women are supposed to be graceful, composed and discerning in most situations. This expectation can be reinforced with the help of luxury objects that will allow women to convey the message that they appreciate excellence and know what is proper (Nicholson 2019, 44). Classy clothes or a nice jewellery set can thus act as a commodity to respectability. It implies that a woman understands how to be a status symbol without being careless and loud. By so doing, luxury does not merely adorn the self; it assists in creating a socially acceptable image of the same (Belk and Sobh 2016, 122).
Reputation is, however, delicate as well, and this is why luxury management is particularly delicate. Over display can be taken as vanity, and lack of concern with dress can be construed as lack of concern with social norms (Sobh, Belk, and Gressel 2014, 2491). Women have to thus strike a balance between ambition and moderation, particularly in a world where individuals are sensitive to indications of exaggeration. What one observer may hail as the same purchase may be doubted by another. This tension makes it clear that luxury is never wholly personal. It occurs in a moral economy where women are not just evaluated on what they purchase but also on how they purchase, wear and display it (Nicholson 2019, 48). The reputation is established by constant judgement and not by one-time expenditure.
Respectability is not just for an individual woman but also for the family name. The consumption decisions of a woman can be in relation to parents, husband or siblings, especially in closely knit social groups. Her looks can be viewed as the indication of family upbringing and common values (Al-Kazi 2020, 199). This leads to luxury consumption as a collective representation. The woman is not just dressing herself; she is also contributing to the creation of the image of the household she is a part of in society. This adds gravitas to luxury, since each decision could be a social stewardship decision as well as a personal statement (Cochoy 2018, 155).
Taste, Distinction and the Meaning of Style
When consumption is possible due to wealth, taste is what determines the interpretation of consumption. Women in the Gulf tend not to be merely differentiated by their possession of luxury items, but by choosing those that are indicative of knowledge, restraint and aesthetic intelligence (Bourdieu 1984, cited in Al-Mutawa 2013, 272). Taste is a kind of social capital, thus. It conveys that a woman is able to discern quality, know design and mix pieces in a manner that conveys individuality without compromising on societal expectations (Scharff 2019, 85). This ability is particularly prized in high-end markets where a variety of products might be available to high-income earners, but not all of them are deemed as being equally sophisticated. Distinction comes through the capability of making a wise choice as opposed to an expensive one (De Fombelle et al. 2020, 110).
In this sense, style is not radical innovation but a differentiation that is controlled. Women can demand an appearance that is slightly different from the crowd, whether it be in colour, fabric, craftsmanship or brand selection, to make a signature appearance (Lewis 2015, 134). The most popular fashion usually is a blend of global and local fashion and demonstrates that the wearer is not only culturally aware but also globally aware (Lewis 2015, 137). These decisions are sophisticated in the sense that they need to be aware of various points of reference. A woman who is able to combine modern luxury with local demands proves that she is not only fashion-conscious but also has a sense of social connotations that are attached to fashion (Al-Mutawa 2013, 275). Style is a means of learning to deal with complexity.
This focus on taste also underlies the fact that luxury is often talked about in terms of discernment as opposed to consumption per se. A woman can have less than others but can be considered more sophisticated when her decisions are logical and well-thought (Nicholson 2019, 51). The concept of 'well-dressed' thus has moral undertones, which implies self-control, education and awareness. Refined consumption is a valued practice in most of the Gulf settings since it seems to depict a disciplined inner being. Luxury goods are not just external indicators of status, then; they are a testament to the fact that the woman has learnt to deal with abundance in a graceful and meaningful way (Sobh, Belk, and Gressel 2014, 2493).
Visibility, Discretion, and the Politics of Display
The Art of Being Seen
The politics of display negotiated by women in the Gulf is usually complex. They might desire to be noticed, but they might desire to be noticed in the correct manner. Luxury makes this bargaining possible since it could be showcased selectively by the use of a handbag, a watch, jewellery, footwear or a fragrance, as opposed to unselective extravagance (Belk and Sobh 2016, 125). This kind of selectivity enables a woman to regulate the level of attention that she receives. The outcome is a well-tuned visibility whereby status is cued without undermining the cultural importance of composure and modesty. Display is an art, where one has to be conscious of the audience and the occasion (Lewis 2015, 142).
This cautious exposure is particularly pertinent in the social places like shopping places, hotels, airports and social gatherings where women are mostly viewed by their peers as well as strangers. The luxury product can establish a distinctive, identifiable point of difference, which enables the wearer to be distinguished in an environment that is defined by standards of appearance (De Fombelle et al. 2020, 114). But never is visibility individual. It is facilitated by group expectations, family values and the local understanding of beauty. Women thus get to know how to employ luxury as a means of getting attention without seeming to be aggressive in getting attention (Sobh, Belk, and Gressel 2014, 2496). This is a fine balance of social success and a luxury
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