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[bookmark: _Toc231922479]AI washing in Big Tech – Root Cause Analysis 
Artificial intelligence (AI) washing refers to the practice of organisations exaggerating or misrepresenting the extent to which their products, services, or operations utilise AI. Using Root Cause Analysis (RCA), specifically the Ishikawa (Fishbone) Diagram, this presentation identifies the key drivers behind AI washing in the technology sector. RCA focuses on uncovering the underlying causes of a problem rather than its visible symptoms (Willis et al., 2023). The analysis highlights six interconnected causes: market competition, investor pressure, media hype, technological complexity, weak regulation, and limited organisational capability. Intense competition encourages firms to appear innovative, leading some companies to market products as AI-powered despite relying on minimal or basic automation technologies (Vrabič Dežman, 2024; Thais, 2024). Investor demand further incentivises such behaviour, as AI is widely perceived as a source of future growth and profitability, encouraging firms to overstate AI adoption to attract investment (Mishra, Ewing and Cooper, 2022; Song et al., 2026; Reuters, 2025a). Media narratives portraying AI as revolutionary contribute to heightened expectations and encourage organisations to align themselves with AI trends (Vrabič Dežman, 2024; Markelius et al., 2024). In addition, the technical complexity of AI and limited public understanding make it difficult for consumers and stakeholders to distinguish genuine AI applications from simpler technologies (Nyilasy and Gangadharbatla, 2025). Weak and evolving regulatory frameworks also create opportunities for misleading claims, as oversight often struggles to keep pace with technological developments (Reuters, 2025). Finally, some organisations lack the resources or expertise required to develop authentic AI systems, making it easier to market AI capabilities than to build them (Curry, 2024). Applying the 5 Whys technique further reveals that AI washing is fundamentally driven by the desire to appear innovative and competitive in a market where AI is associated with transformation, profitability, and future success (Song et al., 2026; Markelius et al., 2024). Consequently, the root causes of AI washing are identified as intense market competition and investor pressure.
[bookmark: _Toc231922480]AI critque 
Artificial Intelligence (AI) was used during this project to help with research, identify sources, and explain key concepts. At first, I thought AI would be my secret weapon for completing the assignment quickly and efficiently. Unfortunately, it often felt more like an enthusiastic but slightly confused research assistant. While it provided plenty of information, it also directed me to numerous sources that were either not credible, not relevant, or occasionally seemed to have only a vague connection to the topic I was researching. As a result, I spent a considerable amount of time fact-checking information and searching for reliable academic sources elsewhere.
Although AI was useful for generating ideas and giving me a starting point, I found that it created almost as much work as it saved. The experience taught me that AI should be used with caution in academic research and that scholarly databases remain far more reliable when producing quality work.
Despite my disappointment with AI as a research tool, I have not given up on it completely. In the future, I will happily continue using AI for tasks it seems much better suited to, such as redesigning rooms in my house and convincing me that every mysterious rash on my children is either completely harmless or somehow the beginning of the apocalypse. For academic research, however, I think I will stick to trusted sources and leave AI to its more entertaining talents.
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Ishikawa Diagram

ALSO KNOWN AS THE FISHBONE DIAGRAM, IS A ROOT CAUSE ANALYSIS TOOL THAT
HELPS IDENTIFY AND CATEGORISE THE POSSIBLE CAUSES OF A PROBLEM TO SUPPORT
SYSTEMATIC PROBLEM SOLVING

(DAHLGAARD-PARK, 2015).
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Market Competition

Technology companies face strong pressure
to appear innovative (Vrabi¢ Dezman, 2024).

Some firms label products as Al-powered even
when little advanced Al is used (Thais, 2024).

Fear Of Missing Out

Media Hype
Al is often presented as a revolutionary technology
(Vrabi¢ Dezman, 2024).

Media stories frequently increase excitement
and optimism about Al (Markelius et al., 2024).

Companies use Al-related marketing to align
with popular trends.

Tech Complexity & Public
Understanding

Many people cannot distinguish advanced Al
from basic automation (Nyilasy and
Gangadharbatla, 2025).

Investor Pressure

Companies promoting Al often receive positive investor

reactions (Song et al., 2026).
Al is viewed as a driver of growth and profitability
(Mishra, Ewing and Cooper, 2022).

Organisations may overstate Al adoption to attract
investment (Reuters, 2025).

Weak Regulation
Al regulations have struggled to keep pace with
technological developments (Reuters, 2025).

Limited verification allows misleading Al claims
(Song, 2026).

Capability

Companies may find it easier to market
themselves as Al-enabled than to build genuine
Al capabilities (Curry, 2024)
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5 Whys Method

5 Whys is the practice of asking why repeatedly whenever a problem is
encountered in order to get beyond the obvious symptoms to discover
the root cause. (Lean Enterprise Institute, n.d)
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Why has Al washing increased?
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Root Cause

Al washing is mainly caused by:

Intense Competition

Investor Pressure
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Root Cause Analysis

Root Cause Analysis helps us find the real reasons behind a problem.
Instead of looking at what is happening, RCA asks why it is happening
(Willis et al.. 2023)




