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SEEING IS NO LONGER BELIEVING

Launched in May and
continuing throughout 2024,
this is a new statewide
advertising campaign as part
of my Office’s commitment to
combating misinformation ol
during the 2024 election cycle — example

A.l. won't be so obvious
tls election season.




SEEING IS NO LONGER BELIEVING

this election season.

i e T WHEN IN DOUBT CHECK ITOUT | SOS.NM.GOV/AI Billboard
o NEW MEXICO SECRETARY GESTATES)OEFIGE ‘ o o example

The “Seeing is no longer believing” campaign was
developed in collaboration with a local ad agency after an
RFP process and is currently broadcasting on social media,
television stations, radio (English & Spanish), outdoor
billboards, and in print publications.
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We have also developed
resources for the public, such

How to Recognize A.l.
Misinformation in 2024

as an Al Quiz for voters and

As we near the 2024 election, seeing

is no longer believing. A.l. tools have
made it easy to make anyone do or say
anything in photos, videos and audio. If
left unchecked, A.l. could make inaccu-
rate information spread faster and wider,
making it harder for voters to distinguish

The New Mexico Secretary of State’s
Office wants to ensure voters have

the tools and knowledge to combat
deepfakes during this election season.
Save this one sheet and share it to help
combat misinformation and keep our
elections secure.

between what is true and what is not.

downloadable one-pagers
with strategies for recognizing
Al-manipulated media they Bl Hrricvioee: [ b aoro:

et sions do not align with what they are supposedly speaking for just a few minutes, A.l. tools can
l I l a y e n C O u n te r u r I n g t e saying. generate a realistic audio clip of their voice saying
e Strange shadows, blurring and flickering lights.
2 O 2 I .
4 elections.

WHAT IS A DEEPFAKE?

e Fake images, audio, or videos that use real people in images
¢ Manipulation of images and sounds to sway voters

s

anything. However, it may slur over words that
The light in A.l. generated videos often won't weren't used in the original audio clip.
follow natural patterns.

e Flat, dry tone. A.l. can struggle to replicate appro-
priate human emotion in voices, resulting in a
monotone voice.

e Inconsistencies at the edges of people’s faces. A.l.
generated videos often use face swapping, which

One-pager
example
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Audio

A.l. tools make it easy to replicate a person’s voice. Watch out for robocalls and other

$315,000 total campaign
budget

audio that seems off or is saying something unusual. Here are a few things to watch

out for in audio content.
1 Slurred words. With just a recording of someone speaking for just a few minutes,

ALl tools can generate a realistic audio clip of their voice saying anything.

However, it may slur over words that weren't used in the original audio clip.

2 Flat, dry tone. A.l. can struggle to replicate appropriate human emotion in voices,

resulting in a monotone voice.

$50,000 to advertising agency
for the campaignh development
with the remaining amount

. o Can You Spot the
committed to the advertising A.l. Image?

A.l. imagery is better than it's ever been. Think you can spot the deepfakes?

You might be surprised how easily it is to be fooled. See if you can spot the
g et A.l. aenerated imaaes in this quick quiz.
Website

3 Background noise. A.l. generated audio will often have extra noise in the background.

It can sound like a recording that was made with a low-quality microphone.

Take the Quiz
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Overall, the campaign performed extremely well in June; the landing page accumulated over 4,200

active users since the campaign launch in May, and event reporting shows 1,116 A.l. Quizzes and
654 guide downloads.

Campaign Totals

o we bs ite ove Wi ew Clicks Impressions

mmmmmmmmm

Date period Total users Average session duration "@ 6,182 .’@ 376,838
05/01/2024 - 08/31/2024 4258 00:00-55 r -
Duration: 31 days ¥ - .

“§, 3935 50 & 4ess Display Overview

llllllllllllllllllll ing Information for www 505 nm. gow AL Impressions Clicks Clickthrough rate
Google Ads imgeessions Google Ads Clicks on ads Google Ads CTR
* ,  Impressions * ,  Clicks 25 CTR
© 45397 ® 90 £ 211%
A 06/01/2024 - 06/30/2024 A 06/01/2024 - 06/30/2024 A
CPC Industry Averages: Clicks by City
CTR: 0.59%
Google Ads Cost Per Click cPC: $0.62 Clicks / City
. Average CPC Source: stocegrowers.com ® Other 420 (44.49%)
-,Q- $2 8 5 ® Albuguerque 267 (28.28%)
Rio Rancho 92 (9.75%)
© Santa Fe 59 (6.25%)
© Las Cruces 56 (5.93%)
© Roswell 50 (5.30%)
Impressions by City
Impressions / City
©® Other 19,656 (44.52%)
° © Albuguerque 13,943 (31.58%)
Analytics = pe
® Santa Fe 2923 (6.62%) Age range impressions Clicks Ctr verage cpc
® Las Cruces 2,668 (6.04%) 837 307 2%
example e : = e
S+ 86 133 5% $3.64
A SRRy UNDETERMINED 86’ 61 04 222
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CHECKIT OUT AT:
sos.nm.qoV/Al



http://sos.nm.gov/AI
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