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Slide 1 – Introduction
[bookmark: _Int_PhMho5Gt]My topic is AI washing in Big Tech. AI washing happens when a company makes its use of artificial intelligence sound more advanced or effective than it really is. It is similar to greenwashing, but it focuses on technology. This matters because AI claims can influence customers and investors (Seele and Schultz, 2022).

Slide 2 – What is AI washing?
BBC Learning English (2024) explains that companies may claim to use AI when they do no or exaggerate what an AI tool can do. As AI becomes more popular, businesses may use the term to appear innovative and avoid looking behind competitors.

Slide 3 – Impact
AI washing can affect trust, investment and employees. In 2024, the SEC charged two investment advisers for false and misleading AI statements, showing that inaccurate claims can have legal and financial consequences (SEC, 2024). Amazon's Just Walk Out system also received criticism about the level of human review supporting the technology (BBC News reported by RNZ, 2024).

Slide 4 – Root Cause Analysis
My RCA identifies six connected causes: market pressure, investor pressure, marketing, a knowledge gap, weak internal controls and fast technological change. I believe the main root cause is competitive pressure. AI can attract attention and investment, while technical claims can be difficult for the public to check. Another important point is that these causes are connected to each other. For example, pressure from investors can influence marketing decisions, while unclear information about AI can make exaggerated claims harder for customers to recognise. This shows why the problem cannot be solved by focusing on only one cause. Sun et al. (2026) describe AI washing as a gap between AI narratives and actual capabilities.

Slide 5 – Conclusion
Overall, AI washing can develop when commercial pressure is stronger than transparency. The FTC (2024) has acted against deceptive AI claims. Companies should therefore provide evidence for AI claims, involve technical and legal staff in checking marketing, and clearly explain where human input is still used. This can improve trust and reduce the gap between claims and reality.

Critique of the Use of AI in University Research
Personally, I do not agree with relying on AI for university research. I prefer to keep my research more traditional by using academic articles, books and trusted websites where I can see exactly where the information has come from. For me, this feels more reliable because AI can sometimes provide information that is incorrect, outdated or difficult to verify. It can also give references that may not be real, so I think it is important to check information independently rather than automatically trusting an AI response. I also believe university work should show a student’s own understanding and research skills. If students depend too much on AI, they may not fully understand the subject they are writing about. Although AI can sometimes be useful for explaining a difficult idea or helping with organisation, I would not want it to replace proper academic research. I prefer to research information myself, compare different reliable sources and then form my own opinion based on the evidence I find.
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