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Coca-Cola promoted Y3000 as an AI-created drink, but AI was only used to analyse consumer data and create a mood board. The flavour development and final design were created by people. This led to accusations of AI washing.
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To investigate AI washing, I reviewed a range of academic and industry sources. The research examined how companies may exaggerate their use of AI technologies and how AI-related claims are used to attract customers, investors, and maintain a competitive advantage in the market (Ozturkcan, 2025; Grossman, 2025). I also explored the ethical issues associated with AI washing, particularly its impact on consumers and transparency, and examined studies discussing the rebranding of existing technologies as “AI” (Grossman, 2025; Westerholm, 2026).
The research found that companies often exaggerate AI capabilities to appear innovative and attract investors (Ozturkcan, 2025; Westerholm, 2026). It also showed that AI washing can contribute to consumer mistrust and reputational risks, while misleading AI claims raise ethical and regulatory concerns. Overall, transparency was identified as essential for responsible AI use (Grossman, 2025; Ozturkcan, 2025; Westerholm, 2026).
To better understand the causes of AI washing, I used a Fishbone Analysis. This identified key contributing factors, including marketing pressure, financial incentives, technological development, legal, and ethical concerns. The findings showed that AI washing is driven by a combination of factors rather than a single issue (Proctor, 2019).
The 5 Whys analysis showed that companies may exaggerate AI capabilities to appear more innovative, attract customers and investors, and improve business performance. This can mislead consumers and demonstrates how success is sometimes prioritised over transparency (Adair, 2022; Proctor, 2019).
The research highlighted several ethical concerns associated with AI washing. It can create false expectations, make informed decision-making more difficult, and reduce trust in organisations and AI technologies (Grossman, 2025; Ozturkcan, 2025). The findings also emphasised the importance of honesty, accountability, and transparency when communicating AI capabilities (Adair, 2022).
Finally, a SWOT analysis examined AI washing from a business angle. The findings showed that a strong AI branding can strengthen a company’s image and attract investors, but it can also create ethical concerns, damage reputation, and lead to stricter regulation (Grossman, 2025; Ozturkcan, 2025). 
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For this assessment, AI was used only as a support tool. Its main purpose was to help identify key themes related to AI washing and support the creation of the Ishikawa diagram.
One of the biggest advantages of using AI was how quickly it could generate ideas. During the early stages of the research, it helped highlight themes such as ethics, transparency, marketing strategies, and consumer trust. This gave me a starting point and helped me understand the topic before exploring academic and industry sources in more detail.
There were also some limitations. The information generated by AI was sometimes too repetitive or lacking academic detail. Some responses appeared convincing but could not be accepted without checking reliable sources. This showed the importance of evaluating information carefully rather than relying on AI alone.
Overall, AI was useful for brainstorming and developing visual tools for the presentation. However, it was not used to structure, write, or proofread the assessment. The final research, analysis, evaluation of sources, and academic decisions were completed independently using critical thinking and the assessment requirements.

[image: ][image: ][image: ][image: ][image: ][image: ]

image4.emf
Fishbone Analysis of AI Washing

MARKETING

Pressure to 

appear innovative

Use AI as 

branding strategy

Pressure to follow AI 

trends

ECONOMIC

Competition for 

consumers

Pressure to attract 

investors

Expectations of 

higher profits from AI

ETHICAL

Lack of accountability

Limited ethical governance

Lack of transparency

TECHNOLOGICAL LEGAL

Rapid AI development 

creates hype

AI complexity limits 

verification

Overselling simple 

features as AI

Limited regulations

Undefined 

transparency rules

Limited 

consequences

AI Washing 

In Big Tech

Misleading 

claims about 

AI capabilities 

in online retail

Root cause analysis informed by Proctor (2019)


Microsoft_PowerPoint_Slide3.sldx


Fishbone Analysis of AI Washing

MARKETING

Pressure to appear innovative

Use AI as branding strategy

Pressure to follow AI trends

ECONOMIC

Competition for consumers

Pressure to attract investors

Expectations of higher profits from AI



ETHICAL

Lack of accountability

Limited ethical governance

Lack of transparency

TECHNOLOGICAL

LEGAL

Rapid AI development creates hype

AI complexity limits verification

Overselling simple features as AI

Limited regulations

Undefined transparency rules

Limited consequences

AI Washing 

In Big Tech



Misleading claims about AI capabilities in online retail

Root cause analysis informed by Proctor (2019)







4



image2.png







image1.png














image5.emf
5 Whys Analysis

Why are 

misleading claims 

still used despite 

ethical concerns?

Why is attracting 

customers and 

investors 

prioritised?

To attract 

customers and 

investors. 

Why do they want 

to appear more 

innovative?

To appear 

more 

innovative.

Why do companies 

exaggerate AI 

capabilities?

Because 

companies 

exaggerate AI 

capabilities.

Why are consumers 

misled?

To increase 

performance 

and profits.

Because 

success is 

sometimes 

prioritised 

over 

transparency.

Ozturkcan (2025); Grossman (2025); Adair (2022); Proctor (2019)


Microsoft_PowerPoint_Slide4.sldx
5 Whys Analysis

To increase performance and profits.

Because success is sometimes prioritised over transparency.

Ozturkcan (2025); Grossman (2025); Adair (2022); Proctor (2019)







5





Why are consumers misled?





Because companies exaggerate AI capabilities.





Why do companies exaggerate AI capabilities?





To appear more innovative.





Why do they want to appear more innovative?





To attract customers and investors. 





Why is attracting customers and investors prioritised?





Why are misleading claims still used despite ethical concerns?





image2.jpg







image1.png









§ Whys Analysis






image6.emf
Ethics in AI washing

• AI washing can create false expectations about  AI capabilities. 

(Grossman, 2025)

• Lack of transparency makes it difficult for customers to make informed 

decisions. (Ozturkan, 2025)

• Consumers often cannot clearly tell the difference between real AI 

systems and simple automated technology (Grossman, 2025).

• Ethical business decisions should include honesty, responsibility, and 

clear communication with customers. (Adair, 2022)

• AI claims are difficult to verify (Westerholm, 2026)


Microsoft_PowerPoint_Slide5.sldx
Ethics in AI washing



 AI washing can create false expectations about  AI capabilities. (Grossman, 2025)

 Lack of transparency makes it difficult for customers to make informed decisions. (Ozturkan, 2025)

 Consumers often cannot clearly tell the difference between real AI systems and simple automated technology (Grossman, 2025).

 Ethical business decisions should include honesty, responsibility, and clear communication with customers. (Adair, 2022)

 AI claims are difficult to verify (Westerholm, 2026)







6



image2.jpg







image1.png














image7.emf
SWOT Analysis

STRENGTHS

• Strong AI branding

• Attracts investors

• Strengthens company image

OPPORTUNITIES

• AI market growth

• Raising demand for Innovation

• Expansion on new markets

WEAKNESSES

• Risk of misleading customers

• Reduced customer trust

• Lack of transparency

THREATS

• Ethical criticism

• Stricter Regulations

• Reputational damage

(CIPD, 2025)


Microsoft_PowerPoint_Slide6.sldx
SWOT Analysis

STRENGTHS

Strong AI branding

Attracts investors

Strengthens company image



OPPORTUNITIES

AI market growth

Raising demand for Innovation

Expansion on new markets


WEAKNESSES

Risk of misleading customers

Reduced customer trust

Lack of transparency



THREATS

Ethical criticism

Stricter Regulations

Reputational damage

(CIPD, 2025)





Finally, I used a SWOT Analysis to examine AI washing from a business perspective.
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