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 Corporations are making exaggerated claims their products are ‘AI-Powered.’ It is paramount for companies to gain the trust of consumers and attract Investors to receive company funding. Unfortunately, the information is inaccurate and dishonest. The majority have evidence of basic tools, and others have not applied it to their products (Kazarkiewicz, A. 2026. 195).
This is unethical and biased behaviour. They use AI as a ‘Buzzword’ it is a recognised and a trusted resource for problem-solving, benefitting all humanity. Instead, spoken as a “negative word of mouth.” (Kyogen, J. 2025. 1-19). They promise to deliver innovative technology; without the proper equipment, this can result in a company being scrutinised. (Ozturkcan, S. 2025). To have the right tools, they need to create algorithms and set these on the companies’ systems. For example, ‘Big data.’ (Nunez, B, E. Cuesta, V, P. Mansori, A, S. 2023), However, the majority have set this up to target certain groups, writers state this is discrimination. (Ozturkcan, S. 2025). AI leaders, need to be innovative and have the right systems in place. Elsayed, states AI is used to exploit, and innovation has become distorted. Writers believe that Corporations are under pressure to focus on making profit by the Stakeholders and shareholders. (HLRA. 2025, 1634. Elsayed, N. 2026. 2-6). Proctor suggests, “To remain competitive, organisations should seek to develop new products.” (Proctor, T. 2019. 326). Adair argues, successful leadership have great innovative ideas. (Adair, J, E. 2022. 65). Companies making fabricated claims, could be at risk of committing fraud. (Elhajjar, S. and Omar S. Itani. 2025). (Sonani, R. 2025). Delphia company, continued to claim their products are AI powered. This raised suspicions. They came under investigation and admitted there was no AI in their products. This resulted in fines by (SEC). (Elhajjar, Samer, and Omar S. Itani. 2025).
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I asked AI to create a fishbone diagram, which it did but I expected the diagram to look like a fishbone. It produced the diagram fish bone of its choice, but I was not particularly satisfied with the results as it did not allow room for text. It is good for a quick result, but it just assumes it is giving you the correct one required.
 On observation, the diagram identifies that it is the correct template for cause and analysis which is particularly useful, but I decided to choose an online one which gave me a selection to choose from. This was perfect and looked like a fishbone and had sufficient space in between each bone to write in the necessary information. AI fishbone would limit my explanations and would not have been helpful for my presentation pitch and for my team and assessor to understand my explanations or my titles. 
However, this has not put me off on using this system, I could have worded my question a bit better or asked it more questions to see if it would have offered me more options. depending on the projects, I will attempt to use it in the future.
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                                                                  Consequences Companies accused of AI Washing and convicted of fraud  Companies who were exposed or fined  BBC News. Amazon ‘Just walk out, grocery stores.’  Delphia company - Finance Tech • Fined 225,000 (SEC ) Securities and exchange commisions • Admitted to no Ai Algorithms in there products.   
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make me a fishbone diagram so i can write on

Here's a blank fishbone (Ishikawa) diagram template you can copy into a document and write on:
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A more detailed version with space for sub-causes:
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ChatGPT is Al and can make mistakes.

Sign up for free




