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ITRODUCTION: Wath is AI washing 
AI washing is: when companies exaggerate in their claim of using AI technology to gain financial profit in short term and a good reputation to attract investors.
Why is this good?
This is good for companies because they can get a very good financial profit in short term.
It also is helpful to use AI if you want to start your own business and if you decide to work from home AI can help to give a good start up.
Personally, I have used AI (Alexa speaker), and I really think it is a very good and useful AI, because when your hands are busy doing things around the house and just ask Alexa speaker to make a call for you. I find this extraordinarily good.
I also believe that AI is good because can help you create a website or a app, if you really know how to create because I think you have to a good amount of knowledge in the use of AI.
What is bad about AI washing?
AI washing is bad for companies because they can lose their reputation and in the worst case even bankruptcy.
AI can be very bad if you don’t know how to use it. AI can be very stressful if is not used and understand its real purpose. AI can help you but not every time because can create errors or just ask to check your spelling, and this I find it bad because when you say AI the expectation can be disappointed.















Speaker notes:

To understand why companies are using AI washing, we have to understand the true value that AI brings to business.
In their recent studies Elhajjar and Itani (2025) highlights that AI has become one of the most transformative technologies of modern times.
Because technologies recommendation engines algorithm deliver incontestable financial value AI has become a high source of money.
AI washing and  the fraud triangle of: pressure, rationalisation and opportunity. The authors argue that organizations often exaggerate their AI capabilities digital transformation, because of the pressure to look more innovative.
A  good example that the author mention  in his research is  Bloom Z where the author describe it as an open model. The authors also mentions about another example Llama 2 witch is mentioned as a open weight not a open source.
The Goodman and Trehu(2022) reports, highlights audit washing where companies uses weak or symbolic audits to create false trust. 
Green washing is a way where companies are manipulating information disclosure to make them more environmental friendly than they are.AI washing can improve ESG(environmental social and governance) ratings because companies appear innovative. But after ESG framework ratings drops significantly as market recognise the deception which shows that AI washing is not sustainable and damage credibility.
 In hospitality and tourism the author mention in his  article 3 main triggers :first is  low innovation, the second one is provider of centric motives, and the third one  is perceived risks. It involves presenting AI as central to a service even if the AI is minimal or non functional, this creates for customers a false impression of the capability technological that exist.
The study of Liu and Li (2026) highlights that AI washing can help companies to get a loan in a short term by creating the false look of innovative high tech.
But when banks or investor discover the false claim, it damage their trust and they can't access future loans.
In marketing AI washing creates a hype cycle where inflated expectations lead to consumer disappoint and to AI booing. Because the hype cycle damages consumer trust which is essential for AI in marketing.
It also pressures companies to keep exaggerating claims reinforcing the cycle of mistrust.
AI washing and AI booing creates the hype cycle a cycle of disappointment, and backlash that leads to more hype more mistrust.
 In companies value the authors mention about 3 formulas. The first formula(washing index) is used to measure the gap between AI disclosure and AI patents, the second formula(technological gap) is used to measure how far is a companies from the technological frontier, and the third formula (AI enabled participatory learning capabilities) is use to find the AI patent shape and research and development per employee. 
In strategic disclosure the authors also mention about  how AI washing as a form of strategic disclosure shows companies that often exaggerate their AI capabilities and innovation. In short disclosure can boost market value making the investor to respond positive to AI announcements.










Reference list

· Elhajjar, S. and Itani, O.S. (2025) “AI washing: A conceptual exploration,” AMS review, 15(3–4), pp. 519–538. Available at: https://doi.org/10.1007/s13162-025-00323-y.
· Ellen P. Goodman (2022) AI Audit-Washing and Accountability. German Marshall Fund of the United States.
· Joo, K. (2025) “Warning to AI washing: a mixed-method study on the antecedents and consequences of AI washing perception towards AI-powered services in hospitality and tourism,” Current issues in tourism, pp. 1–19. Available at: https://doi.org/10.1080/13683500.2025.2608924.
· Liesenfeld, A. and Dingemanse, M. (2024) “Rethinking open source generative AI: open-washing and the EU AI Act,” Proceedings of the 2024 ACM Conference on Fairness, Accountability, and Transparency. New York, NY, USA: ACM, pp. 1774–1787. Available at: https://doi.org/10.1145/3630106.3659005.
· Liu, W. and Li, M. (2026) “The impact of AI washing on enterprises’ access to bank loans: From the perspective of external governance,” Finance research letters, 98. Available at: https://doi.org/10.1016/j.frl.2026.109884.
· Ozturkcan, S. and Bozdağ, A.A. (2025) “Responsible AI in Marketing: AI Booing and AI Washing Cycle of AI Mistrust,” International journal of market research, 67(6), pp. 696–722. Available at: https://doi.org/10.1177/14707853251379285.
· Sharma, N. et al. (2025) “Fake It Till You Break It!: AI-Washing and Fraud Triangle in Digital Transformation,” Journal of global information management, 33(1), pp. 1–27. Available at: https://doi.org/10.4018/JGIM.396224.
· Song, X. et al. (2026) “AI washing: Strategic disclosure and backlash,” Finance research letters, 95. Available at: https://doi.org/10.1016/j.frl.2026.109684.
· Xu, Z. et al. (2026) “The illusion of AI: how AI washing impedes green technology innovation,” Applied economics letters, pp. 1–7. Available at: https://doi.org/10.1080/13504851.2026.2648742.
· Yang, L. (2026) “AI washing: How does it influence firm value?,” Finance research letters, 104. Available at: https://doi.org/10.1016/j.frl.2026.110210.














image3.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

Al Washing in big tech

* Student name : Amina Constantin
* Student number : 2513615
* Group number: 5

* Module name: Problem Solving and Innovation
(BMSW4014)

* Module Lead : Chris Wilkin





image4.png
Research : UWTSD Library

Hospitality and Tourism





image5.png
What is Al
Washing

+ Alwashing s the growing marketing
practice where companies.
overstates Al capabil
competitive edge(Elhajjar and
Itani,2025).

The use of Al has been driven by the
ability to enhance operational
efficiency and to improve customer
experience.

According to Elhajjar and
Itani(2025),Al has become one of the
most transformative technologies in
the recent decades.
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Fraud triangle

Al Washing fraud triangle :
Pressure

Opportunity
Rationalisation

According to Sharma, Gupta
and Singh(2024), Al Washing
can be understood through the
fraud triangle where pressure,
opportunity and rationalisation
drive deceptive Al claims.
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Open washing

Companies claim their Al models are open
sources.

Al washing can be used in different forms.

Companies engage in open washing by
claiming their models are open sources,
‘when actually they are hiding important and
crucialinformation.

Liesenteld and Dingemanse(2024) argue
that companies claim openness but they
hide important information like: training.
data, documentation methods.

‘The authors also mention about the EU Al
ACT which gives easier regulation to open
sources models.
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Audit washing happens when
companies are claiming that their Al
system are verified or safe .

Many companies use Al audits as a
tool for their reputation instead of a
accountability mechanism(Goodman
and Trehu,2022).

This is showing how Al is used by
companies hopping to avoid
inspections.
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Green innovation

Many companies are often claim
to use Al to appear green

These claims create an illusion
of technological advancement

Al washing diverts resource
away from real green innovation

Mislead investor and the public

Al washing reduce green
technology innovation by
diverting managerial attention
and investment(Xu,Zhou,Yuan
and Zang,2026).
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Hospitality and tourism
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Leads to negative mouth of word

Customers feel mistead

Al washing perception reduce trust and increase negative mouth
of word intentions in hospitality and tourism (Joo,2025).

Al opacity is making it difficult for consumers to verify whether
the Alis real or exaggerate.
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Finance

Strong external governance
reduce financial risks.

The Al genuine transparency
improve loan access.

Al washing instead can lead to
loan rejection and even high
interest rates.

Liu and Li (2026),shows how Al
washing affects external
governance shapes financial
institution leading decision.
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Marketing

@  Companies exaggerate with their Al capabilties

Public backlash when Al fails

Al washing contributes to inflated expectation and public backlash,
creating a hype cycle in Al systems(Ozturkcan and Bozdag,2025).

[} The authors explain that Al washing creates hype cycle where
companies exaggerate their Al capabilities.

The article argues that this hype cycle deepens the cycle of Al
mistrust.
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Companies value

Al washing has an inverted U
shape effect on companies.

Moderate Al washing can
increase a companies value

Excessive Al washing will
decrease a companies value

Al washing creates an inverted
U shaped effect on the
technological gap between
companies(Sun,Wen ,Zhao,
Almugren and Galgotia,2026).
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Strategic disclosure

closure can generate short term m but lead to long
term market penalties when claims lack substance(Song,Hou, Ouyang and Hao,2026).

Firms exaggerate Al capabilities to impress investors.

When exaggeration is exposed companies face backlash.
Backlash include damage of reputation and investor trust
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