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AI acknowledgement
I acknowledge the use of the UWTSD library Research Assistant (https://librarysearch.uwtsd.ac.uk/) for research purposes. Using the prompts: AI washing in Big Tech 
I acknowledge the use of ChatGPT (https://chatgpt.com/) for research purposes. Using the prompts: Find me 10 recent sources that discuss AI washing. (See appendix B)
AI washing in Big Tech, what are three key recommendations for improving transparency and accountability when companies make AI-related claims? (See appendix B)
Can you explain how Microsoft uses AI in its products and why some critics argue that companies may exaggerate their AI capabilities? (See appendix B)
I confirm that I have not presented any AI generated text as my own work. I confirm that I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.












Speaker Notes
Slide 1 Research on AI Washing in Big Tech
Good afternoon. This presentation is about AI washing in Big Tech, with a focus on Microsoft. AI washing happens when companies exaggerate their use of artificial intelligence to appear more innovative or attract investors. As AI becomes more popular, concerns about misleading AI claims have increased. This presentation looks at AI washing, its connection to greenwashing, and how it may affect Microsoft.

Slide 2 What Research Has Been Performed and What Has Been Found Out?
Researchers have become more interested in AI washing in recent years. Studies examine how companies talk about AI and whether their claims are accurate. Research suggests that some organisations may overstate the role of AI in their products and services. These practices can affect customer trust, investor confidence and company reputation.

Slide 3 From Greenwashing to AI Washing
AI washing is often compared to greenwashing. Greenwashing happens when companies exaggerate environmental claims to improve their image. AI washing is similar because companies may exaggerate AI capabilities to appear more advanced. Both practices can attract customers and investors, but they can also reduce trust if the claims are misleading.

Slide 4 Existing Research on AI Washing
Recent studies show that AI washing is becoming a growing issue in the technology industry. Elhajjar and Itani (2025) explain that AI washing can be caused by competition, market pressure and investor expectations. Their research suggests that companies may gain short-term benefits from exaggerated AI claims, but these practices can damage trust and reputation in the long term (Elhajjar and Itani, 2025).

Slide 5 AI Washing in Microsoft
Microsoft is an important example because AI is a major part of its business strategy. The company promotes products such as Microsoft Copilot and has invested heavily in AI development. Research suggests that companies may emphasise AI capabilities to attract investment and maintain market confidence. According to Rady et al. (2025), AI-related hype can help organisations gain resources and investor support.

Slide 6 Microsoft and AI Transparency
Microsoft has responded to concerns about AI washing by introducing Responsible AI standards and publishing transparency reports (Microsoft, 2025). These actions aim to improve trust and accountability. However, researchers still highlight concerns about transparency and the accuracy of AI-related claims in the technology sector (Ozturkcan and Bozdağ, 2025).

Slide 7 Financial and Market Pressures on Microsoft
Financial pressure is an important factor in AI washing. Microsoft’s value is strongly linked to expectations about AI growth. Investors want evidence that companies are successfully using AI technologies. Rady et al. (2025) argue that investor expectations may encourage firms to focus heavily on AI messaging. Yang (2026) also suggests that AI washing may influence company value by encouraging firms to exaggerate AI capabilities. This shows how market pressure can contribute to AI washing.
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AI Use Critique
During the research phase of this presentation, I used ChatGPT as a supplementary research tool to explore the topic of AI washing in Big Tech. The AI was primarily used to identify potential sources, generate ideas for further investigation, suggest recommendations for improving transparency in AI-related communication, and provide background information on Microsoft’s use of artificial intelligence technologies.
One advantage of using ChatGPT was its ability to quickly generate relevant research directions and summarise complex concepts in an accessible way. This helped me develop a clearer understanding of AI washing and identify areas that required further investigation. However, the tool also had significant limitations. Some suggested sources required verification, while certain claims lacked sufficient academic evidence or contained incomplete information. This highlighted the risk of relying on AI-generated content without critical evaluation.
To ensure academic reliability, all information generated by ChatGPT was independently checked using the UWTSD Library Search platform and other credible academic sources. Only verified references were included in the final presentation. The AI therefore acted as a starting point rather than a source of final content. The selection of sources, critical evaluation of Microsoft Copilot, synthesis of evidence, and final conclusions were completed through independent research and personal academic judgement.
Overall, ChatGPT was a useful research support tool, but its outputs required careful verification before being used in an academic context.
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Microsoft has integrated AI into products such as Copilot,
Al is a key part of Microsoft’s business strategy.

Researchers use Microsoft as an example when discussing AT
transparency.

Al-related marketing has increased attention on possible Al
washing practices.

Microsoft heavily promotes AI through Copilot and other AI-
powered products,

The company has invested billions of dollars in AT
development,

Research suggests that Al hype can be used strategically to
attract investment and secure organisational resources (Rady et
al., 2025).

Rady et al. (2025) argue that strong investor expectations may

encourage firms to emphasise Al capabilities in order to
maintain market confidence,
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* Microsoft is one of the biggest AI investors in the
world. The company promotes Al through
products such as Copilot and its partnership with
OpenAl

* Because Microsoft is one of the most influential
technology companies, it is often included in
discussions about Al washing and responsible AT
communication.

* Microsoft has introduced Responsible AI standards
and transparency reports to improve trust and
accountability in AI development. (Microsoft,
2025)

* Recent research highlights increasing concerns
about transparency, accountability and the
accuracy of Al-related claims in technology
companies. (Ozturkcan and Bozdag, 2025).

(Microsoft, 2025; Ozturkcan and Bozdag, 2025)
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* Market value is closely linked to AI growth
expectations.

« Investors demand continuous evidence of Al adoption
and innovation.

Rady et al. (2025) argue that investor expectations can
encourage firms to rely on Al hype to maintain market
confidence.

« Yang (2026) suggests that AI washing may influence
firm value, creating incentives to exaggerate Al
capabilities.

This can increase the risk of AI washing becoming a
systemic issue rather than an isolated marketing
practice.
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Al acknowledgement.

1 acknowledge the use of the UWTSD library Research Assistant
(https://librarysearch.uwtsd.ac.uk/) for research purposes. Using the prompts:
Al washing in Big Tech

T acknowledge the use of ChatGPT (https://chatgpt.com/) for research
purposes. Using the prompts:

+Find me 10 recent sources that discuss Al washing. (See appendix B)

« Al washing in Big Tech, what are three key recommendations for improving transparency and
accountability when companies make Al-related claims? (See appendix B)

+Can you explain how Microsoft uses Al i its products and why some critics argue that companies
‘may exaggerate their Al capabilities? (See appendix B)

I confirm that I have not presented any Al generated text as my own work. I
confirm that I have copies of my drafts, notes, and other resources I used
befgre, and after the use of Al tools which I may be asked to provide in
evidence.
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Hi, Find me 10 recent sources that
discuss Al washing.

Here are 10 recent sources that discuss Al washing,
its risks, regulatory implications, and its impact on
business, consumers, and investors:

1. Elhajjar, S. & Itani, 0.S. (2025). Al Washing: A
Conceptual Exploration. AMS Review.
A foundational academic paper defining Al
washing and proposing a framework for
understanding different forms of Al-related
misrepresentation. & fesearchcate

2. Signal Al (2025). Al-Washing Report 2025.
Industry report examining how Al-washing
affects corporate reputation and stakeholder
trust. 4 sionaia

3. Nyilasy, G. & Gangadharbatla, H. (2025). Al-
washing: The Asymmetric Effects of Its Two
Types on Consumer Moral Judgments.
Research exploring how exaggerated or
misleading Al claims influence consumer trust
and ethical perceptions. X anwvers

4. Elsayed, N. (2026). Al Washing and the
Erosion of Digital Legitimacy: A Socio-
Technical Perspective on Responsible
Artificial Intelligence in Business.
Examines the long-t~~™ consequences of Al
washing for trust, Ie;‘l’.nacy, and responsible Al

<+ Kérdezd a ChatGPT-t o 0
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washing for trust, legitimacy, and responsible Al
governance. X anivors

. Reuters Legal (2026). Eight Legal Questions

for Your Al Company.

Discusses legal and regulatory concerns
surrounding Al claims, including the need to
avoid Al washing. & reuers

Reuters (2025). New Wave of Investor
Lawsuits Targets Al Washing.

Explains how investors have increasingly filed
lawsuits against companies accused of
exaggerating their Al capabilities. 7 reuers

. Luthor Al (2025). Avoiding “Al-Washing":

Lessons from the 2024 SEC Fines and

Compliance Guidance.

Reviews SEC enforcement actions against firms

that made misleading statements about Al use.
Q Luthor

. Vaultinum (2025). Al Washing: Why You

Should Be Careful When Investing.

Explores how Al hype can mislead investors and
highlights the importance of verifying Al-related
claims. @ vauinum

. Business Insider (2025). I've Worked in Al for

15 Years. There Are a Few Telltale Signs of Al
Washing.

Provides practical examples of how companies
may exaggerate Al capabilities to benefit from
market hype. @ s R

SCB 10X (2025). What is Al-Washing? The
+ Kérdezd a ChatGPT-t 9 0
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9. Business Insider (2025). I've Worked In Al tor
15 Years. There Are a Few Telltale Signs of Al
Washing.
Provides practical examples of how companies
may exaggerate Al capabilities to benefit from
market hype. @ susiness insider

10. SCB 10X (2025). What is Al-Washing? The
Hidden Risk Behind the Hype.
Introduces the concept of Al washing and
discusses its impact on business credibility and
consumer trust. = seioxcom

Key Themes Across These Sources
e Exaggeration of Al capabilities in marketing and
investor communications.

e Regulatory scrutiny from bodies such as the SEC
and FTC.

e Risks to consumer trust and corporate reputation.

e Legal consequences for misleading Al claims.

e The importance of transparency and
accountability in Al-related communication.

R ResearchGate +2

These sources provide a strong foundation for
understanding Al washing from academic, business,
legal, and ethical perspectives.
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accountability in Al-related communication.

R ResearchGate +2

These sources provide a strong foundation for
understanding Al washing from academic, business,
legal, and ethical perspectives.
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Al washing in Big Tech, what are
three key recommendations for
improving transparency and
accountability when companies
make Al-related claims?

Three Key Recommendations for Improving
Transparency and Accountability in Al-Related
Claims

As concerns about Al washing continue to grow,
companies should take steps to ensure that their Al-
related claims are accurate, transparent, and
verifiable. Three key recommendations are outlined
below.

1. Provide Clear and Accurate Explanations of Al
Capabilities

Companies should clearly explain how Al is being
used in their products ar. ¥ rvices rather than

relyina an vaniia markatina lanaiana Ricinaccas
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Three Key Recommendations for Improving
Transparency and Accountability in Al-Related
Claims

As concerns about Al washing continue to grow,
companies should take steps to ensure that their Al-
related claims are accurate, transparent, and
verifiable. Three key recommendations are outlined
below.

1. Provide Clear and Accurate Explanations of Al
Capabilities

Companies should clearly explain how Al is being
used in their products and services rather than
relying on vague marketing language. Businesses
should avoid labeling products as “Al-powered"”
unless artificial intelligence plays a significant and
measurable role in the system. Providing specific
information about the technology helps consumers
and investors make informed decisions and reduces
the risk of misleading claims.

2. Increase Independent Verification and Auditing

Organisations should allow independent experts or
third-party auditors to assess their Al systems and
verify performance claims. External reviews can help
ensure that advertised capabilities match actual
functionality. Independer < rification also increases

public confidence and demonstrates a commitment
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the risk of misleading claims.

2. Increase Independent Verification and Auditing

Organisations should allow independent experts or
third-party auditors to assess their Al systems and
verify performance claims. External reviews can help
ensure that advertised capabilities match actual
functionality. Independent verification also increases
public confidence and demonstrates a commitment
to responsible Al development and deployment.

3. Strengthen Regulatory Compliance and
Corporate Accountability

Companies should follow established regulatory
guidelines and maintain internal governance
processes for reviewing Al-related communications.
Senior leaders should be accountable for ensuring
that public statements, advertisements, and investor
reports accurately represent Al capabilities. Strong
governance structures can reduce the likelihood of Al
washing and help maintain trust among stakeholders.

Conclusion

Improving transparency, encouraging independent
verification, and strengthening accountability can
help organisations communicate Al capabilities more
responsibly. These measures not only reduce the risk
of Al washing but also sur—nrt greater trust among
consumers, investors, an\‘l’ .gulators.
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of Al washing but also support greater trust among
consumers, investors, and regulators.

o PL

Just one more question,

Can you explain how Microsoft uses
Al in its products and why some
critics argue that companies may
exaggerate their Al capabilities?

Microsoft has integrated artificial intelligence into
many of its products and services. One of the most
prominent examples is Microsoft Copilot, an Al
assistant built into applications such as Word, Excel,
PowerPoint, Outlook, and Teams. Copilot uses large
language models to help users draft documents,
summarise emails, analyse data, create
presentations, and automate routine tasks. Microsoft
has also incorporated Al into its Azure cloud
platform, allowing businesses to develop and deploy
Al-powered applications. In addition, Al features are
used in products such as Bing, Windows, and
GitHub Copilot, which assists software developers
by generating code suggestions.

Despite these developments, some critics argue that
technology companies v xaggerate their Al
capabilities, a practice often referred to as Al
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GitHub Copilot, which assists software developers
by generating code suggestions.

Despite these developments, some critics argue that
technology companies may exaggerate their Al
capabilities, a practice often referred to as Al
washing. Critics suggest that some organisations
market products as “Al-powered” even when artificial
intelligence plays a limited role or when the
technology does not perform as effectively as
advertised. In some cases, features promoted as
advanced Al may rely heavily on human intervention,
traditional software techniques, or relatively simple
automation. As a result, consumers and investors
may develop unrealistic expectations about what the
technology can achieve.

Another concern is that companies often highlight
the benefits of Al while providing limited information
about its limitations, accuracy, or potential risks. This
can make it difficult for customers to evaluate
whether Al features genuinely add value. Critics
therefore argue that organisations should be more
transparent about how their Al systems work, what
data they use, and the extent to which Al contributes
to product performance.

Overall, Microsoft is widely recognised as a leader in
Al innovation through pror'cts such as Copilot and
Azure Al. However, the b v .er debate surrounding

e
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intelligence plays a limited role or when the
technology does not perform as effectively as
advertised. In some cases, features promoted as
advanced Al may rely heavily on human intervention,
traditional software techniques, or relatively simple
automation. As a result, consumers and investors
may develop unrealistic expectations about what the
technology can achieve.

Another concern is that companies often highlight
the benefits of Al while providing limited information
about its limitations, accuracy, or potential risks. This
can make it difficult for customers to evaluate
whether Al features genuinely add value. Critics
therefore argue that organisations should be more
transparent about how their Al systems work, what
data they use, and the extent to which Al contributes
to product performance.

Overall, Microsoft is widely recognised as a leader in
Al innovation through products such as Copilot and
Azure Al. However, the broader debate surrounding
Al washing highlights the importance of transparency,
accountability, and accurate communication when
companies promote Al-related products and
services.
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Literature Review Focus

« Existing research on Al washing

« Key findings from recent studies

« Evidence from the Big Tech
industry

« Research gaps and future concerns

Background
Why it is important ]L
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been found out
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hypotheses in this area

Key research questions
that remain
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Greenwashing
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2015-2020 2021-2023 2023-2025 2025-2026 AI Washing

GREENWASHING Al NARRATIVE Al WASHING \/
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« Exaggerated environmental claims

« Used for marketing purposes

« Exaggerated Al claims

EMERGING ?

~\ * Used to appear innovative

* Attracts customers and investors

Al washing is often compared to greenwashing.
‘While greenwashing involves misleading
environmental claims, AI washing involves
misleading claims about artificial intelligence.
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Recent studies have identified AI washing as a
growing issue in Big Tech (Elhajjar and Itani,
2025).

Companies may exaggerate Al capabilities to gain
competitive and marketing advantages.

Al-related claims can attract investors and
customers but may reduce trust if they are
misleading.

Concerns about transparency, accountability and
governance are increasing across the technology
sector.

Elhajjar and Itani (2025) define AI washing as the
exaggeration or misrepresentation of Al
capabilities for strategic advantage.




