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Slide 2 – Introduction to AI Washing
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Slide 3 – Introduction to AI Washing
What is AI Washing? Why AI washing is Increasing ? 
AI washing refers to companies exaggerating or falsely promoting products and services as “AI-powered” to attract investors, customers, and media attention (Ozturkcan and Bozdağ, 2025).
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Slide 4-Root Cause Analysis (Fishbone Diagram)
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Industry Examples
Example 1 – Microsoft
· AI integration into Office products
· Heavy marketing of Copilot tools
· Questions regarding actual productivity gains
Example 2 – Amazon
· AI claims in logistics and retail systems
· Existing automation rebranded as AI
Key Observation
Many companies use AI terminology more aggressively than the actual technological capabilities justify.

Whys Analysis
Problem:
Why does AI Washing occur in Big Tech?
	Why?
	Answer

	Why 1
	Companies want to appear innovative.

	Why 2
	Innovation attracts investors and customers.

	Why 3
	AI currently dominates the technology market.

	Why 4
	Competitive pressure forces rapid AI adoption

	Why 5
	Regulation and accountability are still limited.


Root Cause Identified
Competitive pressure combined with weak regulatory oversight.

 Decision-Making Matrix
Evaluating Solutions to Reduce AI Washing 
Criteria
· Cost-effectiveness (Sætra, Coeckelbergh, and Danaher, 2022). 
· Feasibility
· Ethical impact
· Long-term effectiveness
DECISION MATRIX EXAMPLE
	Solution
	Cost
	Feasibility
	Ethical Impact
	Long-Term Effectiveness
	Total

	Stronger AI regulation
	4
	4
	5
	5
	18

	Independent AI audits
	4
	5
	5
	4
	18

	Consumer education
	5
	5
	4
	4
	18

	Voluntary company transparency
	3
	5
	3
	2
	13


Scoring: 1 = Low 5 = High

 Recommendations
· Stronger AI Regulation: Clear rules on how companies present AI → more transparency and trust.
· Independent AI Audits: External checks of AI claims → better accountability and ethics.
· Consumer Awareness: Educating users about AI limits → better decisions and less hype.

SPEAKER NOTES
I'm going to introduce the term 'AI washing' and shed light on its rising prevalence in Big Tech giants. "AI washing" is when companies overstate or inaccurately claim that their products and services are AI-driven to generate interest among customers, investors, and the media. Some businesses employ the phrase “AI-powered” as a marketing ploy for simple software systems.
There are several key characteristics of AI washing. Firstly, there is misleading marketing, as companies promote AI capabilities that are not actually sophisticated. Businesses exaggerate their AI tool's capabilities to make it seem more innovative than their rivals. Another is the repackaging of older technologies as AI. Companies are aware that AI-related opportunities are likely to be more valuable.
There are real-life examples of AI washing. Amazon's use of existing automation systems has been questioned for being marketed as advanced AI systems. Microsoft has been promoting its Copilot products, although usefulness is still limited. IBM Watson is another example, where capabilities have been hyped. Furthermore, many customer service chatbots are described as AI systems when their actions are scripted.
There are several theories behind AI washing. Organisations make exaggerated claims because they want to keep up with industry expectations, according to cognitive dissonance theory. Innovation pressure explains the need to appear techno-savvy. Competitive market positioning also factors in, as firms employ AI branding to appeal to consumers.
Technological competition is a key factor. Big Tech firms are in a global race to become leaders in AI. Shareholders impose pressure on businesses, demanding continuous innovation. The pressure to keep up with competition, known as FOMO, drives companies to adopt AI branding.
Economic pressure is also significant. AI claims help draw in investors, boost company worth, and enhance market efficiency. Consumer expectations play a role, as many people are interested in AI but do not fully understand how it functions.
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Introduction to Al Washing:

What is Al Washing?

« Al washing refers to companies
exaggerating or falsely promoting
products and services as “Al-
powered” to attract investors,
customers, and media attention

(Ozturkcan and Bozdag, 2025).

Real-World Examples

« Amazon logistics claims
« Microsoft Copilot marketing

« IBM Watson branding changes

« Al claims in customer service bots

Key Characteristics

+ Misleading marketing
« Overstated Al capabilities

+ Rebranding old technologies as Al
« Investor manipulation

+ Competitive pressure in Big Tech

Key Theory

+ Cognitive dissonance theory
« Innovation pressure theory
+ Competitive market positioning
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Why Al Washing is Increasing?

« Technological Competition
Race for Al leadership
Pressure from shareholders
Fear of missing out (FOMO)

« Economic Pressure
Need for investment
Market valuation increases

Demand for innovation (Anand et
al., 2025).

» Consumer Expectations
Public excitement around Al
Trust in technology brands

il understanding of Al

ion
Lack of clear Al adveniq‘yg laws

Limited transparency
requirements

Difficulty verifying Al claims

[

Why Al Washing is important ?

Al washing matters because it misleads
the public , damages trust.

Al washing slows down real innovation.
Al it makes it harder to identify genuine Ai
innovations.

Al becomes more popular and widely
used in schools.

Impact of Al Washing
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APPENDIX: EXAMPLE Al CRITIQUE

Al tools were utilized at the research stage of the presentation in order to locate relevant academic
papers, summarize industry reports, and brainstorm possible structures for the presentation. The
utilization of Al was useful in the research phase since it saved time in gathering information and allowed
the team to compare various points of view on Al washing in Big Tech organizations. The use of Al proved
to be beneficial owing to the simplification of such complex concepts as root cause analysis and a
decision-making framework, which would otherwise take a lot of effort to research. Furthermore, it was
useful to generate appropriate examples and recommendations concerning the chosen topic. On the
other hand, several limitations have been identified during the research process. Firstly, Al-generated
information sometimes lacked academic merit and needed to be checked using relevant academic
publications and reliable web sites. Moreover, there was an issue related to repetition of information or
generation of non-relevant examples or sources. Al was unable to critically assess the topic and evaluate

its ethical side as a university student. Thus, the team was required to critically analyze all data generated
by the Al.
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