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Individual Speaker Notes- Microsoft and AI Washing
For my part of the presentation, I focused on Microsoft as an example of AI washing in Big Tech, especially through Microsoft Copilot. AI washing is when a company exaggerates how much artificial intelligence is used in a product or makes the product sound more advanced than it is. This does not always mean the company is completely lying. Sometimes there is real AI involved, but the way it is advertised can create expectations that are too high.
Microsoft is a good example because Copilot has been added to many products people already know and use, such as Word, PowerPoint, Excel, Teams, and Windows. It is promoted as a tool that can help people save time, improve productivity, and complete tasks more easily. This shows how AI has become a major selling point for Big Tech companies. However, the problem is that user might expect Copilot to do more than it realistically can.
[bookmark: _Int_IytEelX5]This links to AI washing because there can be a gap between what the marketing suggests and what users actually experience. For example, even if a tool is described as “AI-powered”, people may still need to check the work, correct mistakes, and use their own judgment. So, the issue is not that Copilot is fake AI, but that the AI label can make the product seem more powerful or reliable than it may be in everyday use.
AI washing can also be seen as a short-term strategy. In the short term, using AI in marketing can help a company attract attention from customers, investors, and the media. It makes the company look modern, innovative, and ahead of competitors. For Microsoft, promoting Copilot helps show that the company is strongly involved in AI. However, this can create long-term risks. If users feel that the product does not match the expectations created by the marketing, they may lose trust in the company.
The people affected by AI washing include customers, investors, businesses, and wider stakeholders. Customers may pay for tools that do not meet their expectations. Investors may make decisions based on exaggerated AI claims. Businesses can face criticism and damage to their reputation if people feel they have overpromised. It can also create wider concerns about honesty, transparency, and accountability in the technology industry.
For this task, I used AI to help me organise my ideas and make wording clearer. It helped me explain Microsoft Copilot, AI washing, and the idea of short-term strategy versus long term risk. However, I did not just copy the response directly. I checked the information, chose the points that matched my slides, and changed the wording so it sounded more natural and suitable for my presentation. AI was helpful for planning and improving my notes, but I still used my own judgment to decide what to include.

I confirm that I have not presented any AI generated materials as my own work. 
I confirm that I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.











Appendix A: PowerPoint Slides
Screenshots of each slide used in my presentation
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EARLY CASES OF Al WASHING

Concerns about Al washing began to emerge in the late 2010s.
Companies realised that Al was attracting a lot of attention and investment.
Companies faced pressure to appear innovative.

Some businesses overstated their Al capabilities

Concerns about misleading claims increased.
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MICROSOFT AND Al WASHING: COPILO

Copilot is promoted across Microsoft 365 and Windows.
It is marketed as a tool to improve productivity.

Some users may expect it to do more than it can.

This creates a gap between marketing and real user experience. This links to Al washing because Al becomes part of
the sales pitch.
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WHAT IS Al WASHING?

Al washing is when companies exaggerate or misrepresent how much artificial intelligence is used in their products or
service.

Products may be marked as "Al powered" even when they rely mainly on traditional software or simple automation.

Companies often do this to attract customers, investors, and media attention.

Al vs Regular Programs

Al Regular Program

Learns from data Follows fixed rules

Can adapt over time Produces the same output to the same input
Makes predictions Executes programmed instructions
Example: ChatGPT Examples: Calculator

edback to Microsoft [ Notes [ B | 83 @ + % @

® 1O + @ 0 1y B o e b - @ . 00 Jni2 122490




image.png
~ ) Apps | M365 Copilot X | @ Overthelastdecadedocx X | @ Individual Speaker Notes-Micr X Presentation 1.pptx x4 _ e x

<« c uowtsd-my.sharepoint.com/:p:/r/personal/2507471_student_uwtsd_ac_uk/_layouts/15/Doc.aspx?sourcedoc=%7B63EC52F3-AE51-4693-AF39-BACIDFD2EE3E%7Daflile=Presentation’201.pptx&action=editémobileredirect=truesDefaultitemOpen=18wdorigi.. ¥ £}
@

Presentation 1 @) &g L Search

File Home Insert Draw Design Transitions Animations ~SlideShow Review View Help © Comments | | Catchup | & present | v | | Editing v

Ov (g NewSlide v B v R v v v

% v | QFind v

v Add-ins v | (&) Designer = --- v

=

WHITEWASHING IN BIG TECH: A ROOT CAUSE
ANALYSIS OF Al WASHING

«Stefana Petrisor 2507471

*Elena Dinu

*Ivelina Spirova

*Georgiana Caldare

*Module: Problem solving and innovation
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CONCLUSION

Al washing happens when companies exaggerate Al use or capability.

It affects customers, investors, businesses, and trust in technology.
Microsoft copilot shows how Al marketing can create very high expectations.

The main solution is transparency, evidence, and accountability.
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WHO WAS AFFECTED BY Al WASHING?
Customers
oo s onr * Misled about product capabilities.
* Paid for products that didn't meet expectations.
Investors
* Made decisions based on Al claims.
- * Risked investing in overvalued companies.
Businesses
* Faced criticism and reputation damage.
TR e *  Lost customer trust.
Stakeholders
* Reduced transparency.
7 *  Greater concerns about ethics and accountability.
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Quickly attracts attention.
Makes companies look innovative.
Can interest customers and investors.
But overpromising can reduce trust.
Long term, it may damage reputatiol
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