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 I acknowledge the use of the UWTSD library Research (https://librarysearch.uwtsd.ac.uk/) for research purposes. Using the prompts:
1. Al washing  (See appendix 5)
I acknowledge the use of ChatGPT (https://chatgpt.com/)  creating a diagram
Using the prompts:
2. Create a gartner hype cycle (See appendix 2)
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 used before, and after the use of Al tools which I may be asked to provide in evidence.








Speaker Notes

Slide 1-Current Situation and Research Findings
· Artificial Intelligence has become a major factor within technology industry.
· Organisations increase the promotion of products and services as AI-Powered.
· All of these has led to concerns regarding AI washing, which is where companies exaggerate the use of AI capabilities (Sharma et al., 2025).
· Some researchers suggest that digital change increase the possibility of AI washing and it can influence the business  decisions , including access to finance (Liu and Li, 2026).
Slide 2-What Have Academics Found About AI Washing?
· Sharma et al. (2025) mentioned that AI washing could increase visibility and also strengthen the companies’ innovation image.
· In short-term it can attract stakeholders and investors’ attention.
· Exaggerated use of Artificial Intelligence can reduce trust, damage reputation, employee embarrassment and increase scepticism (Sharma et al., 2025).
· Ethical concerns regarding transparency could also be raised (Keough, 2019).
Slide 3 -Theories And Frameworks Explaining AI Washing
· The Fraud Triangle Theory has been applied and explained by Sharma et al., (2025) regarding AI washing.
·  Pressure, opportunity and rationalisation could encourage companies to exaggerate the use of AI capabilities.
· The Gartner Hype Cycle shows how technologies experience periods of inflated expectations (Khandabattu, 2025).
· When companies attempt to benefit from this hype, then AI washing may occur.
Slide 4 -Microsoft Case Study
· Microsoft is one of the world’s largest investors in Artificial Intelligence.
· Microsoft got some products such as  Microsoft Copilot, Azure AI, Microsoft 365 AI features and also a partnership with OpenAI to demonstrate its commitment to AI innovation(Microsoft, 2026).
· Link to AI washing, it demonstrates how companies market AI capabilities, it highlights the importance of transparency when it comes to AI capabilities and also the questions regarding the difference between actual AI innovation and AI driven marketing. 
Slide 5 and 6 -Impact Of The Current Situation
· AI washing has an impact on the consumers, businesses and financial stake. 
· It reduced the trust in AI-powered products and services, increased stakeholder scepticism, create pressure for transparency and accountability (Sharma et al., 2025).
· According to Liu and Li (2026)AI washing could influence lending and investments decisions.
· To conclude, companies are dealing with an increase pressure in order to communicate regarding AI capabilities responsibly and transparently.









Artificial Intelligence Use

Artificial intelligence was used in this assignment to help with research, generating diagrams, and information gathering. Throughout the process of creating the presentation, several AI tools were used to help. However, not all AI tools provided good results and a different one was tested out.
Gemini was asked to generate Gartner Hype Cycle Diagram (see appendix 1). However, the diagram was not suitable for an academic presentation, even though was easy to understand it, the design lacked professional appearance. After that, ChatGPT was used to generate the exact same diagram and the result was better to use for academic presentation (see appendix 2). 
In addition, Artificial Intelligence was also used to support the literature review process. The IGI Global AI Assistant was aske to summarize an article (see appendix 3). The article was then review through library data base and ProQuest AI was used to provide the key findings and conclusion (see appendix 4).
Library AI was used to provide articles about AI washing but it was unable to provide any(see appendix 5). However, a standard search on library provided better results(see appendix 6).
 To conclude, AI tools helped by assisting with research, generating diagrams and information gathering. Some tools worked better than others.
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Microsoft Case Study

. MICROSOFT'S Al STRATEGY
* Microsoft Copilot
* Azure Al
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€ WHY MICROSOFT?
* One of the world's largest investors in Al.
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in the modern technology industry.
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damage organizational trust. As digital transformation continues, new forms of misconduct such
as Al-washing are also becoming more common. This study employs a mixed-method approach to
examine the impact of corporate digitalization on Al-washing and its organizational consequences.
Study 1 quantitatively examines relationships between digitalization, Al-washing, and outcomes
such as corporate reputation, organizational legitimacy, corporate embarrassment, and stakeholder
skepticism, while study 2 qualitatively explores the underlying reasons behind the findings of study 1.
‘The findings reveal that corporate digitalization is positively associated with Al-washing. Moreover,
Al-washing was found to be significantly impacting the organizational outcomes such as corporate
reputation, organizational legitimacy, corporate embarrassment, and stakeholder skepticism.

KEYWORDS
Al-Washing, Fraud Triangle, Corporate Digitalization, B2B, Unethical Corporate Practices

INTRODUCTION

Digitalization is rapidly transforming how organizations work, moving from just using technology
to creating systems that use data and digital tools to make better decisions (Ritter & Pedersen,
2020). While this shift offers significant advantages, it also brings complexities and challenges (Jia
et al., 2025). Although privacy issues have been widely studied in communication (Moller, 2024),
information systems (Dehling & Sunyaev, 2024), and marketing disciplines (Rao Hill & Corral de
Zubielqui, 2023), recent reports of security breaches (Liu et al., 2020), online fraud (Junger et al.,
2020), and unethical practices (Mishra et al., 2022) have intensified concerns among organizations
(Rao Hill & Corral de Zubielqui, 2023). The increasing adoption of automation and digitalization
further raises ethical concerns, particularly about their impact on the workforce and organizations
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