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Abstract

Clothing manufacturing is one of the most environmentally polluting industries
after oil. It is considered a factor that negatively impacts the environment through
excessive consumption of fast fashion which spread quickly due to its fast production
process that comes in response to an increasing market demand as well as to the social
media-based promotion. Moreover, many people are unaware of the environmental and
social issues associated with the manufacture and production of this type of fashion;
such as the fact that their production requires the use of many natural resources, as well
as large quantities of chemicals that are harmful to human health and the environment.
Meanwhile, low-cost production and manufacture of fast fashion in some Asian and
Middle Eastern countries is also associated with many social issues such as poor
working condition of factories’ workers in those countries, in the absence of safety and
security standards. Therefore, awareness of the consequences of such consumption will
reduce the impact on both the environment and society.

As a result of an increased awareness on the importance of these environmental
and social issues in the clothing industry, many large companies have increasingly
invested in the development of more socially responsible fashion groups, helping to
reduce the negative impact of fast clothing on the environment and society at large.
Based on this awareness, the study examined the potential of orienting consumer’s
behavior towards the use of sustainable clothing through the social media, as it aimed
to examine the awareness of Saudi consumers, residents of Al Madina city, on
sustainable clothing and its role in preserving the environment. It also aimed to measure
the power of social media as a tool to orient consumers’ use of sustainable clothing,
and identify the most important factors impeding the use of sustainable clothing.

Two different tools were used in this study. The first was a survey that was
distributed to 508 male and female respondents, and the second was a focus group of
34 female respondents. The study found that Saudi consumers' awareness of the
importance of sustainable clothing and its impact on the environment remains limited.
It was also found that major obstacles that hinder the use of sustainable clothing are
production of designs that do not meet fashion trends, high cost, and unavailability of
such fashion in the market. The study has recommended that adequate information on
sustainable clothing be provided to consumers through the social media.



