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AI Acknowledgement
 
I acknowledge the use of the UWTSD Library Research Assistant (https://librarysearch.uwtsd.ac.uk/) for research purposes. Using the prompts: AI washing in Big Tech
 
I acknowledge the use of ChatGPT (https://chatgpt.com/) for research purposes. Using the prompts:
 
1.⁠ ⁠Find me 10 recent sources that discuss AI washing. (See appendix B)
 
I confirm that I have not presented any AI generated text as my own work. I confirm that I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.


















Speaker Notes

Slide 2  Why Further Research is Needed
 
AI washing is becoming a growing concern, but it is still a new research topic. Many companies claim to use AI, but there is no clear definition of AI washing. This makes it difficult for researchers, regulators and consumers. Papyshev and Chan (2025) suggest that current regulations do not always prevent misleading AI claims. More research is needed to improve transparency and accountability.
 
 
Slide 3  How Does AI Washing Affect Trust?
 
One important question is how AI washing affects consumer trust. Companies sometimes exaggerate what their AI can do, which can create unrealistic expectations. When products fail to meet these expectations, trust may be damaged. Nyilasy and Gangadharbatla (2025) found that misleading AI claims can negatively affect consumer trust. More research is needed to understand the long-term impact.
 
 
Slide 4  Are Current Regulations Effective?
 
Another question is whether current regulations are strong enough to stop AI washing. Many countries are developing AI rules and guidelines. However, it is often difficult to verify AI-related claims. Papyshev and Chan (2025) argue that regulators face challenges when trying to protect consumers while supporting innovation. Future research should examine how effective these regulations really are.
 
 
Slide 5 How Can AI Claims Be Verified?
 
Researchers are looking for better ways to verify AI claims. One possible solution is independent auditing. Companies could be asked to prove that their products use AI as advertised. Manheim et al. (2025) suggest that AI audit standards could improve transparency and trust. More research is needed to explore how these systems could work.
 
Slide 6 Microsoft and AI Adoption
Microsoft is one of the leading companies in artificial intelligence. Through its partnership with OpenAI, Microsoft has introduced AI features such as Copilot, Bing AI and Azure AI. Song et al. (2026) suggest that strong AI marketing can sometimes create unrealistic expectations. Microsoft’s success shows both the opportunities and challenges of promoting AI technologies.
 
 
Slide 7  Microsoft: Questions That Still Remain
 
Although Microsoft is a leader in AI innovation, some questions remain unanswered. Researchers continue to discuss how companies should explain AI capabilities and limitations. Manheim et al. (2025) argue that independent AI audits may help improve transparency. The Microsoft case highlights the need for further research into AI washing.
 
Slide 8  Future Research Directions
 
Future research should focus on transparency, accountability and consumer protection. Nyilasy and Gangadharbatla (2025) highlight the importance of understanding trust, while Liu et al. (2026) found that AI washing may create financial risks for companies. More research could help organisations communicate AI more responsibly and maintain public trust.










AI Use Critique
 
For this task, I asked ChatGPT to identify ten recent academic sources discussing AI washing in Big Tech. The response was useful because it provided a range of relevant sources and introduced several key authors working in this area. This helped to highlight important themes such as consumer trust, regulation, transparency and AI auditing.
 
However, the response also had limitations. Although the sources appeared relevant, not all of them were directly focused on AI washing in Big Tech. Some papers discussed broader topics such as AI governance, ethics washing or responsible AI rather than AI washing itself. In addition, ChatGPT did not provide enough detail about the quality or relevance of each source, making it difficult to determine which articles were most suitable for the presentation.
 
Another limitation was that AI-generated information may contain inaccuracies or outdated references. Therefore, it was necessary to verify the suggested sources using academic databases and library resources before including them in the research. This additional checking process helped ensure that only credible and relevant academic literature was used.
 
Overall, ChatGPT was useful for generating an initial list of sources, but the results required critical evaluation and independent verification before being incorporated into academic work.
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Appendix B  ChatGPT Conversation Screenshots
[image: ]
[image: ]
[image: ]











Reference list:

Liu, Z., Ran, M. and Wang, M. (2026) ‘All that glitters? Corporate AI washing and stock price crash risk’, Finance Research Letters, 99, p. 109882.
 
Manheim, D., Martin, S., Bailey, M., Samin, M. and Greutzmacher, R. (2025) ‘The necessity of AI audit standards boards’, AI & Society, 40(8), pp. 6609–6624.
 
Nyilasy, G. and Gangadharbatla, H. (2025) ‘AI-washing: The asymmetric effects of its two types on consumer moral judgments’, Journal of Advertising, 54(4), pp. 509–525.
 
Papyshev, G. and Chan, K.J.D. (2025) ‘Fugazi regulation for AI: Strategic tolerance for ethics washing’, AI & Society, 40(5), pp. 3475–3486.
 
Song, X., Hou, W., Ouyang, Z. and Hao, F. (2026) ‘AI washing: Strategic disclosure and backlash’, Finance Research Letters, 95, p. 109684.
imagec.png
—  ChatGPT G e

Find me 10 recent academic sources
that discuss Al washing in Big Tech.

Here are 10 recent academic sources that discuss Al
washing, Al hype, transparency, regulation, trust, and
related issues in Big Tech and Al governance. These
sources are suitable for university-level research and
include peer-reviewed journal articles and academic
papers. & Researchcate +1

1. Elhajjar, S. and Itani, O.S. (2025)
Al washing: A conceptual exploration.
AMS Review.
Introduces the concept of Al washing and
proposes a framework for understanding
different forms of misleading Al claims. It also
identifies future research directions.

K ResearchGate

2. Nyilasy, G. and Gangadharbatla, H. (2025)
Al-washing: The Asymmetric Effects of Its Two
Types on Consumer Moral Judgments.
Examines how Al washing influences consumer
trust, attitudes and ethical judgments. X arivers

3. Elsayed, N. (2026)

Al Washing and the Erosion of Digital
Legitimacy: A Socio-Technical Perspective on
Responsible Artificial Intelligence in Business.
Investigates the or¢ , ational and societal
consequences of Al washing and its effects on

—+ Kérdezd a ChatGPT-t o @




image5.png
Microsoft and Al Adoption

* Microsoft is one of the world’s leading Al developers.

* The company has invested billions in artificial intelligence through its partnership
with OpenAl.

* Altechnologies have been integrated into products such as Microsoft Copilot, Bing Al
and Azure Al services.

* These developments have positioned Microsoft as a key player in the Al industry.
* The rapid expansion of Al has increased public expectations regarding Al capabilities.

* Song et al. (2026) suggest that increasing Al-related disclosures can sometimes
create unrealistic expectations.
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Microsoft: Questions That Still Remain

* Microsoft’s Al developments have raised important questions about transparency
and accountability.

* Manheim et al. (2025) suggest that independent Al audit standards may be
necessary to verify Al-related claims.

* Researchers continue to debate how organisations should communicate the
limitations of Al systems.

* Questions remain regarding how consumers can distinguish genuine Al innovation
from marketing claims.

* The Microsoft case demonstrates why further research into Al washing remains
important.
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Research Question 1:

How Does Al Washing Affect Trust?

* Al washing can create unrealistic expectations.
* Consumers may feel misled when Al capabilities are exaggerated.

* Nyilasy and Gangadharbatla (2025) found that Al washing can reduce trust by
creating a sense of betrayal among consumers.

* Negative perceptions may influence future Al adoption.

* More research is needed into long-term consumer responses.
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Future Research Directions

* Future studies should examine the long-term impact of Al washing on consumer
trust.

* Nyilasy and Gangadharbatla (2025) found that misleading Al claims can negatively
influence consumer moral judgments and trust.

* Liuetal.(2026) reported that corporate Al washing may increase stock price crash
risk due to information opacity.

* Researchers should explore international standards for Al transparency and
verification.

* Additional research is needed to support responsible Al communication and
governance.
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Al washing remains a relatively
new area of study.

Definitions and measurement
methods vary between
researchers.

Many organisations continue
to make broad Al-related
claims.

Papyshev and Chan (2025)
argue that current regulatory
approaches often tolerate
forms of Al and ethics washing,
creating uncertainty around
accountability.

Further research is needed to
support effective governance
and transparency.

Why Further Research is
Needed
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* | acknowledge the use of the UWTSD
Library Research Assistant
(https://librarysearch.uwtsd.ac.uk/) for
research purposes. Using the prompts:

* 1. Alwashing in Big Tech (See appendix

Thank you for A)

listening

* | acknowledge the use of ChatGPT
(https://chatgpt.com/) for research
purposes. Using the prompts:

* 1. Find me 10 recent sources that
discuss Al washing. (See appendix B)
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Research Question 2:

Are Current Regulations Effective?

* Regulatory frameworks are still developing worldwide.
* Many Al claims remain difficult to verify.
* Organisations may exploit gaps in regulation.

* Papyshev and Chan (2025) suggest that regulators often struggle to balance
innovation with preventing misleading Al claims.

* Further research is needed to evaluate regulatory effectiveness.
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