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  Injustice: Gods Among Us (Ultimate Edition), released on 

November 12th 2013 in the United States, is a DC Comics 

fictional universe based fighting video game developed by 

NetherRealm studios and published by Warner Bros. 

Interactive Entertainment for the PlayStation (3, 4 &Vita), 

Xbox 360 and Microsoft Windows. Both editions of the game 

received positive reviews from critics whilst it won multiple 

awards for “Best Fighting Game” of 2013 through primarily 

creating powerful, dominant representations of males as the 

institutions involved have immense numbers of male 

audiences. 

   

  Firstly, a gruesome and violent representation of the digesis 

is constructed through the shadowy palette, as media 

language used within both forms of advertisements is consistent. 

 

Together, the trailer and print advertisement easily form a dystopian 

representation of Injustice, appealing towards male mainstreamers aged 

13+ through the appropriate use of iconography (broken stones, 

destruction) as it seems to offer generic experiences.   

 

  There are 2 main representations for female characters in both 

commercials: post feminist and hypersexual. The print advertisement offers 

two complementary representations. One, being a post-feminist 

representation of Batgirl through her war attire and direct address as it is 

suitable iconography for masculinity.  Although Zatanna is traditionally 

seen as the “whore” in Molly Haskell’s Virgin/Whore Dichotomy, since her 

breasts are on the same level of the visual hierarchy as her face, therefore 

creating a hypersexual representation, Zatanna’s confident post-feminist 

representation is strengthened through her stance and the low angle shot 

used, alongside her direct address. Similarly in both adverts, there is a 

noticeable degree of media invisibility with regards to women as they are 

there for the visual pleasure of men. Although, by having multiple female 

characters in both forms of advertisements suggests that there is some 

attempt to appeal to female audiences.  

 

  Likewise, the trailer constructs a post-feminist representation for female 

characters whilst conveniently sexualizing them simultaneously in order to 

attract male audiences through the Male Gaze Theory. Through this, we 

are able to understand that women are purposely sexualized for the visual 

pleasure of men despite the fighting 

conditions whilst they are also present to 

appeal towards the growing female 

audience. 

 

  Through both forms of promotion, we can 

identify that Game production companies 
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like NetherRealm studios have purposely continuously integrated 

unchanged post-feminist representations from DC Comic’s previous 

products from the past as research shows that 52% of the gaming 

population is actually female 1 and creating a post-feminist representation 

of existing female characters such as Batgirl, through the use of gloomy 

colors (signifier of violence) will attract female aficionado fans through 

personal identity.  

 

 Moreover, as Superwoman is in combat with Batwoman, both women 

appear to be tough through the use of weapons and violent sound 

effects, which are effective iconographies for a post-feminist 

representation.  

 

  However, both their physical attire seem to form an inaccurate 

representation of actual female fighters, as their minimal and tight 

clothing has little protection, hence telling us that their iconography is 

purposely chosen to primarily appeal towards male audiences 

(hypersexual representation), and secondarily, to construct a post-feminist 

representation to attract the growing female gaming population through 

personal identity. Their postures also contribute towards producing a post-

feminist representation, despite that their sexual features are far more 

prominent than their face (hypersexual representation), as we affiliate 

fighting with males.    

 

  At an ideological level, Zatanna and Batgirl are represented as passive 

characters on the Print Advertisement for the visual pleasure of men, whilst 

Superman and Batman are represented in a hyper-masculine way (in 

combat, enlarged muscles), thus suggesting that females aren’t strong 

fighters. This belief is intensified throughout the 

trailer as female characters only fight females, 

thus creating a dominant representation for 

females, suggesting that females are weak 

competition for males.  

 

  Dominant representations of males are also 

present within both displays, due to the range of 

audiences. Similarly to the Print Advertisement, a low angle shot is used to 

address Batman when he first appears in the launch trailer. Appropriate 

iconography is used for his hyper-masculine representation as his muscles 

are distinctly enlarged whilst his stance illuminates superiority, thus 

appealing towards male audiences through personal identity. 

 

  Dominant representations of masculinity are also formed through the use 

                                                        
1http://www.theguardian.com/commentisfree/2014/sep/18/52-percent-
people-playing-games-women-industry-doesnt-know 
 

http://www.theguardian.com/commentisfree/2014/sep/18/52-percent-people-playing-games-women-industry-doesnt-know
http://www.theguardian.com/commentisfree/2014/sep/18/52-percent-people-playing-games-women-industry-doesnt-know
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of indirect address, stances of male characters and low angle shots in 

both marketing mediums. For instance, Green Lantern and Green Arrow 

are represented as enigmatic as they face the opposite direction and are 

shot without lighting. Binary opposition and dominant representations are 

created through this, as this is how males are typically represented in 

video games. Consequently, this creates a positive effect for male 

audiences, as most males want to be perceived as perplexing and 

masculine.   

 

   There are 3 main logos present on the print, similarly to the trailer. 

Synergy is present between Warner Bros. Games and NetherRealm Studios 

as they are two separate organizations from a conglomerate company. 

This tells us that fans of other well-known games such as the Mortal 

Kombat franchise are also likely to be appealed as the same Studio 

developed it.  The ESRB Rating, which is appears first in the trailer 

also successfully, creates a dangerous and gruesome 

representation of the game.  

 

  Moreover, there is also simultaneous promotion between Batman and 

Superman. Though they are both owned by DC Comics, they remain as 

two distinct characters from a conglomerate company as they both have 

their own unique franchise.  This is also applicable for all characters in 

Injustice, as they are all owned by DC Comics. Persistent promotion 

amongst the many characters available in the game will 

certainly increase demand through star appeal and also 

since they are represented as similar people through 

iconography  (war armor, superpowers) and sound effects 

used, meaning that fans of Green Lantern are likely to 

become interested in Black Adam as they have similar 

characteristics.  

 

  From an institutional perspective, mentioning and advertising the 

consoles at the end will also increase viewership and demand. This is 

effective, as the representations in the trailer have shown to be 

predominantly designed to flatter and appeal towards males, and the 

console audience is also primarily male, thus telling us that this is a trailer 

specifically designed for them. Consumers are also more likely to purchase 

the game if they already have the console.  

 

  Last but not least, synergy between GamesRadar and Injustice exists as 

its review, praising the game, appeared in the video. This will attract 

aficionado fans and audiences who commonly use computers through 

personal identity since they are likely to research and watch the trailer 

online, thus trusting game review websites like GamesRadar, as there is a 

sense of familiarity.   
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  Through both adverts, Injustice has successfully created a daring 

representation of the game mainly through the diegesis and palette.  

Due to the wide range of audiences of the well-known institutions, 

continuous dominant representations of both genders have mostly been 

sustained throughout both promotional methods, as their primary aim 

would be to maximize profit. It also effectively promotes the variety of 

institutes to attract appropriate audiences. Target audiences like young 

males and aficionado fans are also appealed through hyperkinetic 

editing and hyper-masculine representations.  NeatherRealm Studios also 

addresses the growing female audiences through 

cleverly integrating post-feminist representations 

within the trailer without losing its console audience 

(mainly males) as the trailer is mostly designed to 

please males.  
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