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-Increased regulatory oversight

-Greater transparency 

requirements 

-More independent verification of 

AI claims

-Growing public awareness

- Stronger corporate 

accountability 

(European Commission, 2024; OECD, 2019)
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- Better governance

-Improved transparency

-Reputational damage

-Loss of consumer trust

-Political: Emerging AI regulations

-Social: Increased public scrutiny

-Legal: Potential penalties for 

misleading claims 

(

Kaplan

and Haenlein, 2020; Dwivedi et al., 2023)

SWOT and PESTEL insights


Microsoft_PowerPoint_Slide4.sldx



- Better governance
-Improved transparency
-Reputational damage
-Loss of consumer trust
-Political: Emerging AI regulations
-Social: Increased public scrutiny
-Legal: Potential penalties for misleading claims 

(Kaplan and Haenlein, 2020; Dwivedi et al., 2023)



SWOT and PESTEL insights







5



image1.jpeg














image6.emf
-AI washing remains a growing concern

-Uncertainty still exists regarding its 

scale and impact

-Organisations will face increasing 

pressure to support AI claims with 

evidence

-Trust, transparency and accountability 

are likely to become competitive 

advantages.

-The future of AI will depend not only on 

innovation but also on responsible 

communication.

(Sun et al.,2026; European Commission, 

2024; OECD, 2019)
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-AI washing remains a growing concern
-Uncertainty still exists regarding its scale and impact
-Organisations will face increasing pressure to support AI claims with evidence
-Trust, transparency and accountability are likely to become competitive advantages.
-The future of AI will depend not only on innovation but also on responsible communication.


(Sun et al.,2026; European Commission, 2024; OECD, 2019)
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In this conclusion, I will discuss what we still do not know about AI 

washing and consider its future direction.

Although AI washing has received increasing attention in recent years, 

there are still many uncertainties. One of the main issues is the lack of a 

universally accepted definition. Different organisations and researchers 

often interpret AI washing differently, making it difficult to identify and 

measure consistently. Another challenge is transparency. Many 

companies promote products as AI-powered without providing clear 

evidence of how artificial intelligence is actually being used. As a result, 

consumers, investors and other stakeholders may find it difficult to 

distinguish between genuine innovation and marketing exaggeration   

(Sun et al., 2024)

Looking to the future, AI washing is likely to face greater scrutiny. 

Governments and regulatory bodies are introducing new frameworks to 

improve transparency and accountability in AI systems. The European 

Union AI Act is an example of how regulators are attempting to create 

clearer standards for organisations that develop and promote AI 

technologies (European Commission, 2024). At the same time, public 

awareness of AI-related issues continues to increase, which may 

encourage organisations to provide more accurate information about 

their products and services.

The SWOT and PESTEL analyses support these conclusions. They suggest 

that organisations can build trust through responsible AI communication, 

while misleading claims may create reputational and legal risks. External 

factors such as regulation, consumer expectations and technological 

developments are also likely to influence how organisations 

communicate their use of AI in the future (Kaplan and Haenlein, 2020).

Overall, AI washing remains an important challenge because its true 

scale and long-term impact are still uncertain. However, increasing 

regulation, stronger governance and greater public awareness may 

encourage more transparency and accountability. Ultimately, 

organisations that can demonstrate genuine and responsible use of AI are 

likely to gain a competitive advantage and build stronger trust with 

stakeholders (OECD, 2019)
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In this conclusion, I will discuss what we still do not know about AI washing and consider its future direction.



Although AI washing has received increasing attention in recent years, there are still many uncertainties. One of the main issues is the lack of a universally accepted definition. Different organisations and researchers often interpret AI washing differently, making it difficult to identify and measure consistently. Another challenge is transparency. Many companies promote products as AI-powered without providing clear evidence of how artificial intelligence is actually being used. As a result, consumers, investors and other stakeholders may find it difficult to distinguish between genuine innovation and marketing exaggeration   (Sun et al., 2024)



Looking to the future, AI washing is likely to face greater scrutiny. Governments and regulatory bodies are introducing new frameworks to improve transparency and accountability in AI systems. The European Union AI Act is an example of how regulators are attempting to create clearer standards for organisations that develop and promote AI technologies (European Commission, 2024). At the same time, public awareness of AI-related issues continues to increase, which may encourage organisations to provide more accurate information about their products and services.



The SWOT and PESTEL analyses support these conclusions. They suggest that organisations can build trust through responsible AI communication, while misleading claims may create reputational and legal risks. External factors such as regulation, consumer expectations and technological developments are also likely to influence how organisations communicate their use of AI in the future (Kaplan and Haenlein, 2020).

Overall, AI washing remains an important challenge because its true scale and long-term impact are still uncertain. However, increasing regulation, stronger governance and greater public awareness may encourage more transparency and accountability. Ultimately, organisations that can demonstrate genuine and responsible use of AI are likely to gain a competitive advantage and build stronger trust with stakeholders (OECD, 2019). 







image1.jpeg














image9.emf
Appendix


Microsoft_PowerPoint_Slide8.sldx
Appendix













image1.png

N
Chat X

Can you help me with reliable
academic resources information
‘about Al washing focusing on what
we still don't know and what the
future hold for ai washing

Al Washing: What We Still Don't
Know and What the Future May
Hold

What is Al washing?

Al washing refers to companies exaggerating,
misrepresenting, or falsely claiming the use or
capabilities of artificial intelligence in products,
services, or business strategies in order to gain
competitive, reputational, or financial
advantages. Itis widely compared to
“greenwashing” in sustainability. 2

Recent acadermic work defines Al washing as a
combination of:

« exaggerated technical claims,

- vague or misleading marketing,
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2. Al Washing and the Erosion of Digital
Legitimacy

Author: Nelly Elsayed

‘Source: arXiv / socio-technical perspective
(2026)

This paper examines:
- organizational incentives behind Al washing,
- long-term reputational risks,

- trust erosion,

- governance failures,

- and open questions for future research. 2

Itintroduces four types of Al washing:
1. marketing/branding washing,

2. capabity infiation,

3. strategic signalling,

4. governance-based washing. 2
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Foundational Academic Sources

1. Al washing: A conceptual exploration

Authors: Samer Elhajiar & Omar S. Itani
Journal: AMS Review (2025)

This is one of the most important theoretical
papers specifically focused on Al washing. It:

- develops a conceptual framework,

- creates typologies of Al washing,

- links Al washing to marketing ethics and trust,
- and identifies major research gaps. 1 2

Key argument:

Al washing damages trust, distorts
competition, and may undermine legitimate Al
innovation. 2

2. Al Washing and the Erosion of Digital
Legitimacy

Author: Nelly Eisayed ¥

+ Message Copilot
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3. Responsible Al in Marketing: Al Booing
and Al Washing Cycle of Al Mistrust

Journal: International Journal of Market
Research (2025)

This paper is valuable because it explores:

« public backlash (Al booing),

+ consumer mistrust,

- ethical marketing,

« and the cycle between hype and distrust. 5

The authors argue that exaggerated Al claims
may eventually produce:

- consumer scepticism,
- reduced adoption,

- and declining confidence in real Al
innovations. &

4. Al Washing (financejinvestor
perspective) v

+ Message Copilot
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4. Al Washing (financefinvestor
perspective)

Author: Boyuan Li
**Conference/working paper (2025)

This study is highly important empirically
because it compares:

« "Altalk* (corporate Al claims),

- versus "l walk” (actual hiring and investment
activity). 7 &

Meain finding

- many firms discuss Al heavily without
corresponding real Al investment. 7 &

This is one of the first quantitative attempts to
measure Al washing.
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(Major Research Gaps)

1.No universally , :epted definition

+ Message Copilot
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1. No universally accepted definition

One of the biggest academic problems is that
Al washing stilllacks a single standardized
definition. Different researchers focus on:

- investor deception,

« marketing exaggeration,

- governance signalling,

« ethical transparency,

- or technical misrepresentation. 1 4
This creates difficulies for

- regulation,

+ empirical measurement,

+ and comparison across industries.
Research gap:

Scholars still do not fu ¥ gree on:

+ Message Copilot
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2. Measuring “real Al"

Another unresolved issue: How do we
abjectively verify whether a company genuinely
uses Al

Research shows many firms mention Al in
reports without:

- Alpatents,

- Al specialists,

 or meaningful Al infrastructure. 7 &
But there is still no agreed measurement
system.

Unknowns include:

+ How much Al implementation is enough?
- Does automation count as AI?

+ Should machine leaming be distinguished
from traditional software?

al claims?

+ How do regulators verify techni

The EU itself acknowl 4 1s definitional
dlifficultias in the Al Act aidance 9 10

+ Message Copilot
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3. Long-term impact on trust is
unclear

Researchers suspect Al washing could lead to
- widespread consumer mistrust,

- Al fatigue,"

- reputational collapse,

- and reduced adoption of legitimate Al
systems. 5 4

However, there islittle long-term empirical
evidence yet.

We still do not know:

« whether consumers will become permanently
sceptical of Al branding,

- or whether trust can recover after scandals.

4, Regulation remains
underdeveloped

Existing laws mostly z 4, older fraud or
consumer orotection princioles to Al claims

+ Message Copilot
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5. The boundary between ethics
washing and Al washing

‘Some research suggests Al washing overlaps
with:

« ethics washing,
- transparency washing,

- and governance washing. 13 4
Companies may publicly promote:
- Al ethics boards,

- responsible Al principles,

- o faimess commitments, without actually
changing systems internally.

Researchers stilllack strong frameworks to
distinguish:

+ authentic governance,

- from symbolic ethical performance

What the Fut + : May Hold

+ Message Copilot
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Critique of AI use

Although artificial intelligence was useful during the research process, it also presented several 

limitations when investigating AI washing. One of the main concerns is the reliability of information 

generated by AI systems. AI tools can provide convincing answers, but they do not always distinguish 

between high-quality academic sources and less reliable information. This creates a risk that inaccurate 

or outdated information may be included in the research process.

Another limitation is the lack of critical judgement. AI can summarise articles and identify common 

themes, but it cannot fully evaluate the credibility, bias or significance of evidence in the same way as a 

human researcher. This is particularly important when researching AI washing because the topic is 

relatively new and definitions are still evolving. AI-generated responses may oversimplify complex issues 

or fail to recognise disagreements between researchers. 

There is also a risk of reinforcing existing biases. AI systems are trained on large datasets that may contain 

inaccuracies, assumptions or commercial perspectives. Consequently, AI may unintentionally reproduce 

these biases when generating information about AI washing and its impact.

For these reasons, AI should be viewed as a supporting research tool rather than a replacement for 

academic research. All information produced by AI should be verified using credible academic literature, 

peer-reviewed journals and official sources. Critical thinking, source evaluation and independent analysis 

remain essential to ensure the quality and reliability of academic work.
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Critique of AI use

Although artificial intelligence was useful during the research process, it also presented several limitations when investigating AI washing. One of the main concerns is the reliability of information generated by AI systems. AI tools can provide convincing answers, but they do not always distinguish between high-quality academic sources and less reliable information. This creates a risk that inaccurate or outdated information may be included in the research process.



Another limitation is the lack of critical judgement. AI can summarise articles and identify common themes, but it cannot fully evaluate the credibility, bias or significance of evidence in the same way as a human researcher. This is particularly important when researching AI washing because the topic is relatively new and definitions are still evolving. AI-generated responses may oversimplify complex issues or fail to recognise disagreements between researchers. 



There is also a risk of reinforcing existing biases. AI systems are trained on large datasets that may contain inaccuracies, assumptions or commercial perspectives. Consequently, AI may unintentionally reproduce these biases when generating information about AI washing and its impact.

For these reasons, AI should be viewed as a supporting research tool rather than a replacement for academic research. All information produced by AI should be verified using credible academic literature, peer-reviewed journals and official sources. Critical thinking, source evaluation and independent analysis remain essential to ensure the quality and reliability of academic work.
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- Difficult to distinguish genuine AI 

from marketing claims 

-Limited Transparency from many 

organisations 

-Unclear long-term impact on 

consumer trust

- Lack of consistent international 

regulation

(Sun et al., 2026; OECD, 2019) 
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