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As we stand at the threshold of a new year, |
welcome you to RMU4U Third Edition (January
2025). The start of a new year symbolizes renewal,
an opportunity to recalibrate our aspirations and
refresh our collective commitment to academic
excellence, research endeavours, and impactful
scholarly contributions.

The year 2024 saw significant progress within our
academic and research community. It was a
testament to the passion, perseverance, and
creativity of all members of the UiTM Kedah family.
As we reflect on those accomplishments, let us also
look ahead with determination to elevate our
efforts in research, publication, and innovation. Let
2025 be the year we chart new pathways for

;E" .discovery and collaboration, bringing our work to
greater heights.

This year, | encourage all of us to reaffirm our scholarly goals by setting clear,
measurable targets for research outputs, impactful writings, and knowledge sharing,
aiming to contribute meaningfully to society both locally and globally. Let us strengthen
research collaborations by building networks across disciplines, faculties, and
institutions to foster cross-disciplinary solutions to real-world challenges. At the same
time, we must focus on innovation by exploring new ideas, embracing digital tools, and
pioneering creative solutions that align with global trends and local needs. Above all, let
us support each other by sharing expertise, mentoring the next generation, and
collaborating to overcome challenges, creating a thriving research ecosystem where
everyone uplifts one another.

Let this be a year where we balance ambition with reflection, passion with purpose, and
innovation with impact. The Research Management Unit (RMU) remains steadfast in
supporting your research journey through resources, platforms, and opportunities for
growth.

As we embark on this new chapter, | wish each of you the strength to pursue your
aspirations and the resilience to overcome any obstacles. Together, let us make 2025 a
year of breakthroughs, achievements, and shared successes.

Here's to a productive and inspiring year ahead.

Sincerely,

@nﬁ pr @M cwu/
Acting Rector, UiTM Kedah

RMU4U BULLETIN, UiTM CAWANGAN KEDAH
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Dear Readers,

| am pleased to announce the return of the RMU4U
Bulletin with Volume 3, showcasing a diverse array of
academic inquiries and professional perspectives
across multiple themes. This edition continues our
commitment to facilitating intellectual exchange and
presenting research that engages with contemporary g

issues. ° ‘

In this volume, the Law & Policy theme stands out with
the highest number of contributions, featuring 14
papers that explore significant aspects of governance,
justice, and societal well-being. These papers highlight
the role of legal frameworks and policies in addressing
current challenges and contributing to societal
development.
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PROJECTING
AN IMAGE:
HANDBAG

AS A PR

gl

MACHINE

Juaini Jamaludin & Normaziana Hassan
College of Creative Arts, Universiti Teknologi MARA Cawangan Kedah, Kampus

Sungai Petani, Kedah, Malaysia

juaini@uitm.edu.my; normazianahassan@uitm.edu.my,

Similar to personal technology
devices, handbags have become
integral to the "everyday carry"
for many individuals, seamlessly
meeting daily functional and
stylistic needs. However, even
handbags with limited practices
continue to be highly sought-
after items. This trend indicates
that handbags possess
significant symbolic and
aesthetic value, often surpassing
functionality and drawing
consumers who seek expressions
of social standing, identity, and
cultural significance.

Although handbags have been
extensively  analysed  within
cultural and fashion studies,
particularly concerning gender
roles and consumer behaviour
(Entwistle, 2015; Crewe, 2020),
less attention has been given to
handbags as strategic tools of
self-presentation. Veblen's (1899)
theory of "conspicuous
consumption" initially presented
luxury items as markers of status,
while  more recent research
(Luvaas, 2021; Abidin, 2020)

examines fashion’s role on social
media in constructing personal
narratives. This study buiE’:ls upon
these insights by examining
handbags as  vehicles  for
managing public  perception,
integrating theoretical
perspectives from both fashion
studies and public relations.

Applying the Jobs-to-be-Done
(JTBD) framework from user
experience (UX) and business
strategy offers an analytical lens
to understand how handbags
serve multiple roles beyond mere
practicality. Although designed
rimarily to carry personal items,
Eandbogs fulfFi)l complex
emotional and social functions,
such as signalling status, personal

branding, and aesthetic
expression.
Handbags, akin to clothing,

function as extensions of the self.
According to Goffman's (1959)
theory of  self-presentation,
individuals consciously manage
how they are perceived in social
contexts, using objects and
symbols to project their desired
identities.



Hermés Birkin 30 White Himalaya
Matte Niloticus Crocodile Palladium
Hardware, 2016

Birkin with diamonds

Diamond Birkin Bag
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Within this framework, handbags
serve as strategic assets,
particularly in  settings where
appearance holds considerable
weight. For example, luxury
handbags can  communicate
affluence and social standing,
whereas artisanal designs may
reflect creativity or a
commitment to  sustainability.
These selections are deliberate
choices within a broader cultural
narrative and constitute elements
of personal public relations.

In Malaysia, handbags have
similarly ~evolved from mere
fashion accessories to prominent
tools of public relations (PR) for
both individuals and brands. With
the rise of digital platforms such
as Instagram,  TikTok, and
Facebook, handbags’ visibility
and influence  have been
amplified,  especially  among
Malaysian influencers, celebrities,
and social media users. For urban
Malaysian women, particularly in
metropolitan areas like Kuala
Lumpur, luxury handbags from
brands like Hermés, Chanel, and
Louis Vuitton are not only
functional but also key symbols of
sophistication, affluence, and
success. In the age of "Instagram
culture," these handbags are
frequently featured in posts—
whether at glamorous events or
in everyday settings—to enhance
one’s perceived lifestyle and
social identity, often increasing
online visibility and following.
Given the role of social media in
Malaysia for networking, self-
promotion, and lifestyle portrayal,
luxury handbags have become

essential PR instruments.
Furthermore, in Malaysian
consumer  culture, handbags

convey messages that extend
beyond wealth.

[

Handbags may represent
modernity, independence, or
cultural ~ identity.  Malaysian
influencers  and  celebrities

skilfully adopt global fashion
trends, often localizing them to
align  with  Malaysian  cultural
norms. For example, a celebrit
might pair a luxury handbag WITK
modest fashion, appealing to
both contemporary urbanites and
more traditional communities.
Additionally, handbags are linked
with broader socicﬁJ causes in
Malaysia. Luxury brands such as
Chanel and  Louis  Vuitton,
popular among the Malaysian
elite, are associated with values
like philanthropy, sustainability,
and women’s empowerment.

When Malaysian influencers and
high-profile  individuals  carry
these handbags, they may signal
alignment with these global
values while also promoting
wealth. In some cases, Malaysian
women may choose specific
handbags to express support for
movements like sustainable or
ethical fashion, contributing to
the rise of socially conscious
consumerism.  This c]rceo’rels a
strategic opportunity tor luxur
brcndg. In ’rhpephonds )cl>f prominen)’;
Malaysian influencers or
celebrities, handbags become
cultural symbols beyond luxury,
embodying ideals like success,
independence, and social
awareness. Brands capitalise on
this by ensuring their products are
associated with individuals who
align with their desired brand
image. By aligning handbags with
these larger cultural narratives,
luxury brands expand  their
influence beyond fashion,
reaching into lifestyle and values
in the Malaysian market.
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