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[image: ]This presentation uses Root Cause Analysis, or RCA, to investigate why AI washing occurs. Rather than focusing only on the visible problem, RCA helps identify the deeper organisational and environmental factors that encourage exaggerated AI claims.












The Fishbone Analysis identified five main causes of AI washing: pressure to appear innovative, attention and market interest, vague AI language, difficulty verifying AI claims, weak internal governance and developing regulation.
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[image: ][image: ]Businesses often use AI-related messaging to appear technologically advanced and attract customers, investors and media attention. Sun et al. (2026) suggest organisations may use AI narratives to reduce perceived technological gaps and strengthen their competitive position.  













AI attracts significant public attention and investment. Ozturkcan and Bozdağ (2025) argue that organisations may exaggerate AI capabilities because association with AI can improve visibility and market appeal.









##
[image: ]The Advertising Standards Authority (2024) highlights that terms such as “AI-powered” can be misleading when organisations fail to provide evidence explaining what the technology actually does.













Elhajjar and Itani (2025) explain that information asymmetry makes AI claims difficult for consumers and investors to independently assess, increasing opportunities for exaggeration.
[image: ]











Schultz and Seele (2023) argue that insufficient oversight and accountability can create a gap between what organisations promise and what their technology can realistically deliver
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Papyshev and Chan (2025) suggest that AI regulation continues to develop, creating opportunities for organisations to make exaggerated claims before clear enforcement mechanisms are established.
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The SWOT analysis identifies both opportunities and risks associated with AI washing. While AI branding can attract attention, transparency and credibility remain important concerns.
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The findings suggest that AI washing may provide short-term competitive advantages. However, organisations risk reputational damage, stakeholder mistrust and increased regulatory scrutiny if claims are misleading.
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The RCA findings suggest that AI washing occurs when organisations face pressure to appear technologically advanced while transparency, verification and accountability mechanisms fail to keep pace. This creates a gap between the AI image presented to stakeholders and the organisation’s actual AI capabilities. The SEC case involving Delphia and Global Predictions demonstrates how misleading AI claims can result in regulatory action.
[image: ]Artificial intelligence was used during this project to support research, planning and presentation development. ChatGPT was used to explain AI washing concepts, identify relevant academic sources and assist with the development of the Fishbone Analysis, SWOT Analysis and 5 Whys Analysis. AI also helped organise information into a logical presentation structure and improve the clarity of explanations.




















This framework can be used by consumers, investors and regulators to evaluate AI-related claims. By identifying the claim, examining supporting evidence, comparing marketing with reality and questioning the underlying motivations, stakeholders can make more informed decisions and reduce the impact of AI washing.
The use of AI improved efficiency by helping summarise academic literature and identify links between theory and real-world examples. However, AI-generated information cannot always be assumed to be accurate and may contain factual errors or unsupported claims. Therefore, all references, examples and findings were independently checked against original sources before inclusion. Human judgement remained essential when evaluating evidence, selecting sources and developing conclusions. AI acted as a support tool rather than a replacement for independent research and critical thinking.
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Businesses often highlight Al to appear more modern,
innovative and technologically advanced, helping them
attract customers, investors, and media attention while
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companies.

i
Analysis and Evidence
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advanced than their competitors because innovation

\1, investment and customers. This can
to promote Al capabijlities more strongly

(vﬁen_ceks pports, increasing the risk of
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Why?

¢ Alis associated with innovation
and future growth.

* Investors often view Al positively.

* Organisations want to appear
ahead of competitors

Example

When Al competition intensified following the
launch of OpenAl’s ChatGPT, Google faced
significant pressure to demonstrate its Gemini Al
systems as a cutting-edge generative feature, but
the feature received criticism after producing
historically inaccurate and controversial images,
leading Google to temporarily suspend the
feature.
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The Advertising Standagds Authority (2024) states that Al-related
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Why?

» Terms such as Al-powered have no universal
definition.

* Marketing language may be more ambitious
than technical reality.

= Consumers often assume advanced Al is
being used.

Example

In 2024, the UK Advertising Standards Authority
(ASA) investigated advertisements by Codeway, the
developer of the Al chatbot app Chat and Ask Al.
The ASA found that the company had made broad
claims about the app’s capabilities without
providing sufficient evidence, highlighting how
vague Al-related terminology can create unrealistic
expectations and potentially mislead consumers
(ASA, 2024).
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Why?

Al systems can be highly complex

Many Al algorithms operate as black boxes (hidden
or invisible to the user)

Organisations possess more knowledge about their
Al systems, making claims harder to verify or
challenge.

Example

Amazon’s Just Walk Out technology was
promoted as an Al-driven checkout system.
However, reports later suggested that human
reviewers were involved in parts of the process,
highlighting how Al claims can be difficult for
consumers and stakeholders to independently

verify.
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Why?

Limited oversight of Al-related claims.

Lack of clear accountability for Al communication.
Weak governance frameworks may allow exaggerated
marketing messages.

Example

Facebook faced criticism when its advertising
algorithms were found to deliver certain job, housing
and financial advertisements differently based on
characteristics such as gender and demographics.
Regulators and researchers argued that insufficient
oversight of automated decision-making systems led to
discriminatory outcomes.




image9.png
e Regulation Catching Up

Key Points y -
1

Al governancgand regulations have struggled to keep pace with
rapid technological development. This creates opportunities for
organisations to make exaggerated Al claims before clear
standards, enforcement mechanisms and an accountability

framework are fully gstablished.

!

Analysis and Evidence

Papyshev and Chan (2025) suggest that gaps in
Al goverfance and r ulat|¢n create

opportunities for ofganisations to exaggerate Al
capabiliti

When enf ment is weak or
K}g %w\i;l e commercial
C)

is incrbases the

ﬁlﬁg will foster stakeholder

Example

hy?

Al technology develops faster than
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Clearview Al expanded the use of facial recognition
technology before many governments had developed
comprehensive Al regulations. This illustrates how
technological innovation can advance more rapidly
than regulatory frameworks, creating governance gaps
and increasing scrutiny.




image10.png
Al Washing SWOT Analysis

1

~4

Strengths Weaknesses
Enhances Innovation Image Difficult to Verify Al Claims
Improves Competitive Positioning Information Asymmetry

Opportunities Threats
Increased Market Attention Regulatory Scrutiny

New Al-Enabled Products Reputational damage

DGO I T )





image11.png
Al washing Swot
nding

+ The SWOT analysis suggests that Al adoption
can create opportunities for innovation,
investment attraction and competitive
advantage. However, these benefits may also
encourage organisations to exaggerate Al
capabilities to enhance market appeal and
strengthen competitive positioning (Elhajjar and
Itani, 2025). While Al washing may provide
short-term commercial advantages, it can also
increase regulatory scrutiny, stakeholder
mistrust and reputational risk (Ozturkcan and
Bozdag, 2025; Papyshev and Chan, 2025).
These findings indicate that commercial
incentives and competitive pressures may play
a significant role in encouraging Al washing
behaviour.
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Root Cause Findings
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Opportunity

Al washing occurs wheq marketing
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In 2024, the U.S. Securities and Exchange
Commission charged investment firms
Delphia and Global Predictions for
making false and misleading statements
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Step 1 - Identify the Al Claim
*  What is the company claiming its Al can do?

Step 2 - Look for»Suppqrting Evidence
* What is the company claiming its Al can do?

Step 3 - Compare Marketing with Reality
* Does the product tfr service appear to
perform as advertised?
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Recommended Solution

Consumers should critically evaluate Al-related
claims and look for evidence before accepting
them as accurate. By improving Al literacy and
questioning unsupported marketing claims,
consumers can make more informed purchasing
decisions and avoid being misled by Al washing
Nyilasy and Gangadharbatla, 2025, ASA, 2024).
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FISHBONE ANALYSIS: WHAT CAUSES Al WASHING?
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Al attracts siﬁnificant'public attention,
investor interest and media coverage,
creating strong incentives for organisations
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Analysis and Evidence

Ozturkcan and Bozdag{2025) argue that Al washing is often
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Coca-Cola’s Y3000 campaign promotes the
product as being co-created with artificial
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(Ozturkcan and Bozdag, 2025)





