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AI Acknowledgement
I acknowledge the use of ChatGPT (https://chat.openai.com) on June 5, 2026, to support the planning and structuring of this portfolio assessment.
I used the following prompts:
· Help me structure an assignment on AI washing in ‘Big Tech’
· Review my writing to ensure clarity, grammar, and an academic tone
· Suggest minor wording improvements while keeping my original meaning
I confirm that I have not submitted any AI-generated text as my own work. I confirm that I have retained copies of my drafts, notes, and other resources used before and after using AI tools, which may be requested as evidence.
















AI washing refers to the practice whereby companies misrepresent or exaggerate their artificial intelligence (AI) capabilities to enhance their marketing appeal and gain a competitive advantage. This involves overstating the extent or sophistication of AI technologies used in products or services, creating an impression of advanced technological integration that is not fully accurate or substantiated (Elhajjar & Itani, 2025). According to a CNBC report (2025), several major technology companies attributed mass layoffs to advances in AI. Presenting AI as the primary driver of workforce reductions allows organisations to legitimise cost‑cutting decisions while maintaining an image of technological leadership. AI washing is becoming an increasingly serious concern because many organisations exaggerate the capabilities of their AI systems. Marketing messages often portray AI as more autonomous or intelligent than it actually is. Some companies also use terms such as “ethical AI” without demonstrating how their systems are designed, governed, or monitored. As a result, consumers may misunderstand AI technologies and place trust in products that fail to meet expectations (Ozturkcan & Bozdağ, 2025). Microsoft’s substantial investment in OpenAI and Google’s rapid deployment of AI tools illustrate the intense competitiveness that now characterises the AI sector. Large technology companies hold considerable power over information flows and technological development, and without adequate external oversight this concentration of influence can create significant risks. These include threats to privacy, cybersecurity vulnerabilities, labour displacement, and the amplification of misleading or harmful information (Acemoglu & Johnson, 2023). Root Cause Analysis (RCA) is a systematic method used to identify the underlying causes of a problem. According to Adair (2019), organisations frequently fail to recognise the true source of an issue, which can lead to ineffective decision-making and poor organisational practices. Looking ahead, AI is expected to become increasingly embedded in business operations and everyday life. As competition intensifies, so too does the potential the risk of AI manipulation and misuse. According to CIPD (2024), external pressures identified in the PESTLE framework help explain why organisations may engage in AI washing. Governments, technology companies, educational institutions, businesses, and consumers share responsibility for ensuring the responsible use of AI. Effective regulation, ethical standards, and education are essential to ensure that AI benefits society and supports people rather than harming them. In the UK, the Advertising Standards Authority (ASA) requires that marketing communications must not materially mislead consumers, a rule that directly applies to exaggerated or unsubstantiated claims about AI (CAP, 2024).
REFLECTION 	
This reflective essay uses Gibbs’ Reflective Cycle (1968) to explore how I developed my understanding of using AI tools in the context of AI washing. I used AI to support my writing, clarify key concepts, organise ideas, improve grammar, and compare definitions. Evidence of this process is included in the appendices (see Appendix 1).
In the feelings stage, I found AI easy and useful to use because it reduced the time needed to identify key issues such as transparency, marketing practices, and competition in the technology sector.
During the evaluation stage, I recognised both strengths and weaknesses. A clear advantage was the rapid generation of ideas and summaries. However, AI tools sometimes produced information without academic references, which required me to verify its accuracy using journal articles, news reports, and course materials.
In the analysis stage, I realised that AI-generated responses could be overly general and not always reliable. This reinforced the importance of critically reviewing all content produced by AI.
In the conclusion and action plan stages, I acknowledged that AI should function as a support tool rather than a primary source of verifiable information. While it can facilitate research and idea generation, independent thinking and source verification remain essential. Reflecting on this, I recognise that responsible use, ethical awareness, and continuous learning are crucial to ensuring that AI enhances rather than replaces human judgement.
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Help me estructure an assigment on
Al washing in big tech

If your assignment is about Al washing in Big Tech, a
strong structure is to move from defining the issue -
analysing examples - evaluating impacts >
proposing solutions. Here is a clear academic
structure you can adapt:

Title

“Al Washing in Big Tech: How Companies Use
Artificial Intelligence Claims to Shape Perception
and Market Value”

1. Introduction (10-15%)

Purpose: Introduce the topic and your argument.

Include:

e What Al washing is:

e The exaggeration, misrepresentation, or vague
use of Al claims by companies to make
products appear more advanced than they are.

e Why it matters:

e Al has become a major driver of investment,
consumer interest, and competitive advantage.

e Companies may use Al terminology for
branding rather tha~ «enuine technological

innovation. v
'YW —
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innovation.
e Brief context:
¢ The rapid growth of generative Al after tools

Al.
e Your research question or thesis.

Example thesis:

“This assignment argues that Al washing has
become a significant issue in Big Tech because
companies use ambiguous Al claims to influence
consumers, investors, and regulators, creating
risks around transparency, competition, and public
trust.”

2. Defining Al Washing and Its Origins
(15-20%)

Explain the concept
Discuss:

e Similarities with “greenwashing” (misleading
environmental claims).
e Difference between:
e Genuine Al innovation
e Al-assisted features
e Marketing claims that overstate Al capabilities

Key questions:

e What counts as Al? \Z
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e wWhat counts as Al?
¢ How do companies communicate Al capabilities?
e Why is Al terminology attractive?

Possible concepts to include:

e Hype cycles

e Technological determinism

e |nnovation branding

¢ [nformation asymmetry between companies
and consumers

3. Why Big Tech Uses Al Washing (15%)

Analyse the incentives behind Al claims.

Possible arguments:

Financial incentives
e Al announcements can increase investor
confidence.

e Alis associated with future growth and market
leadership.

Competitive pressure

e Companies may fear appearing behind
competitors.

e “Al-first” branding can become a market
expectation.

Consumer perception \Z
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e Al labels can make products appear:
e More innovative

* More efficient
* More personalised

Use examples from companies such as:

Microsoft

4. Case Studies (30-40%)

Choose 2-4 examples and analyse them critically.
A useful structure for each case:

Case Study Template
Company and product

¢ What was announced?
e How was Al presented?

Evidence of Al use

e What technology actually exists?
e How significant is the Al component?

Criticism or controversy

. N2
e Were claims unclear o. ~ <aggerated?
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Criticism or controversy

e Were claims unclear or exaggerated?
o Did users misunderstand the capability?

Evaluation

e [s it genuine innovation, marketing exaggeration,
or somewhere in between?

Possible case studies:

A. Al assistants and search
Example:

e Claims around Al-powered search features and
whether they provide genuinely new capabilities
or mainly repackage existing systems.

B. Al in consumer devices
Example:

e Smartphone or computer companies adding “Al"
branding to features that previously existed under
different names.

C. Enterprise Al
Example:

e Cloud providers promoting Al services while
customers may struggle to identify measurable
improvements.

N2
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5. Impacts of Al Washing (15-20%)

Discuss consequences.

Consumers

e Difficulty understanding what products
actually do.
e Unrealistic expectations about Al capabilities.

Investors

e Companies may receive inflated attention based
on Al narratives rather than results.

Competition

e Smaller companies may struggle to compete with
large firms’ Al branding power.

Society

e Reduced trust in genuine Al developments.
e Confusion about Al risks and benefits.

6. Regulation and Solutions (10-15%)

Discuss possible responses.

Possible approaches:

e Clearer definitions of Al claims.

e Greater transparency about:
e Training data NE

e Al limitations

-+ Preguntar a ChatGPT
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/Ss possible responses.

Possible approaches:

e Clearer definitions of Al claims.
e Greater transparency about:
¢ Training data
e Al limitations
e Human involvement
e Performance metrics
¢ Industry standards for Al marketing.
e Consumer education.

You could reference:

e Al governance frameworks
e Consumer protection law
e Advertising standards

7. Conclusion (10%)
Summarise:

e Al washing is not simply about companies using
the word "Al"; it is about misleading
communication.

e Big Tech has strong incentives to promote Al
narratives.

e Transparency is needed to distinguish genuine
innovation from marketing hype.

End with a balanced state~ ~nt:

e
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e Transparency is needed to distinguish genuine
innovation from marketing hype.

End with a balanced statement:

“"While Al branding can help communicate
technological progress, excessive or unclear claims
risk undermining trust in the technology itself.”

Suggested Assignment Question

“To what extent does Al washing by Big Tech
companies mislead consumers, investors, and
society about the capabilities of artificial
intelligence?”

Suggested Academic Sources to Look For

e Research on technology hype and
innovation narratives

e Literature on greenwashing as an analogy

e Al ethics and governance papers

® Reports from advertising regulators and
technology policy organisations

This structure would work well for an essay of around
2,000-3,000 words, but it can be expanded or
condensed depending on your word limit.
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                                      Whitewashing in ‘Big Tech’ – A Root Cause Analysis (RCA)   Veronica Gomez 2511807  Whitewashing in ‘Big Tech’  –  A Root Cause Analysis  (RCA)
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The practice of overstating or
misrepresenting the use of Al to appear more
innovative and attract customers or
investors, often without genuinely advanced
Al behind the claims.

(Elhajjar & Itani, 2025)
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         What Is AI Washing ? The practice of overstating or misrepresenting the use of AI to appear more innovative and attract customers or investors, often without genuinely advanced AI behind the claims. ( Elhajjar & Itani, 2025)  
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Why Al Washing Is a Growing
Concern

* Exaggeration of Al capabilities

Marketing promises that do not match
technical reality

* Superficial use of ethical language

» Lack of transparency in Al systems

* Use of “Al” as a branding strategy

* Public misunderstanding of what Al
actuallyis

Ozturkcan, S. and Bozdag, A.A. (2025)
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                   Why AI Washing Is a Growing Concern • Exaggeration of AI capabilities • Marketing promises that do not match technical reality • Superficial use of ethical language • Lack of transparency in AI systems • Use of “AI” as a branding strategy • Public misunderstanding of what AI actually is Ozturkcan , S. and Bozdağ, A.A. (2025)
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Microsoft has both the
genuine advancement of
Al and the temptation to
overstate it, making it an
ideal case study for root

cause analysis.
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                   Microsoft has both the genuine advancement of AI and the temptation to overstate it, making it an ideal case study for root cause analysis.
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What can we conclude from the
analysis?

* Microsoft’s massive investmentin

OpenAl and Google’s rapid deployment
of Al tools.

* A small elite controls the flow of
information.

* Microsoft and Google compete without
external safeguards, heightening risks to
privacy, cybersecurity, employment, and

information manipulation.

“Big Tech Is Bad. Big A.l. Will Be Worse.” (Acemoglu & Johnson, 2023)
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    What can we conclude from the analysis? • Microsoft’s massive investment in OpenAI and Google’s rapid deployment of AI tools. • A small elite controls the flow of information. • Microsoft and Google compete without external safeguards, heightening risks to privacy, cybersecurity, employment, and information manipulation. “Big Tech Is Bad. Big A.I. Will Be Worse.” (Acemoglu & Johnson, 2023)
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             Root Cause Analysis “ States that a key root cause is failing to identify the real problem. Adair (2019)”
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Future
Implications

» Competition is
increasing.

* Al adoption continues
to grow.

* The risk of Al washing
is likely to rise.

» Greater public
scrutiny is expected.
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             Future  implications  • Competition is increasing. • AI adoption continues to grow. • The risk of AI washing is likely to rise. • Greater public scrutiny is expected. 
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* Al will bring enormous benefits if
used responsibly.

‘s Businesses, governments, and
society must collaborate to guide
its development.

y Ethics, regulation, and education
/ will be essential.
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                       • AI will bring enormous benefits if used responsibly. • Businesses, governments, and society must collaborate to guide its development. • Ethics, regulation, and education will be essential. • The goal is for AI to serve people, not replace them.
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