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Compare the impact of two promotional methods used in the launch of one game across two different 

media platforms 
 

*At the time of writing, this game is the first and only game in the Assassin’s Creed series to be supported by or 
be released exclusively for the PlayStation Vita, which is officially abbreviated as the PS Vita. 

Assassin’s Creed 3: Liberation is a historical action game that was released on the 30th of October, 

2012 exclusively for Sony’s handheld console the PlayStation Vita* and re-released in 2014 as 

Assassin’s Creed: Liberation HD for the PS3, Xbox 360 and PC with some bonus content. It was 

developed by Ubisoft Entertainment and met with a mixed to positive critical response. It is 

prominent for being the first game in the Assassin’s Creed series to feature a female protagonist, and 

consequently the first game in the series to feature a post-feminist representation of a woman. 

On the left of the print 

advert is an image of the PS 

Vita box for the game, on 

which an enigmatic, low 

angle mid-shot of a woman 

that is represented in a 

post-feminist manner is 

shown. She is backlit, 

covered in clothing that is 

practical yet stylish, and is 

not hypersexualized; not 

only are her primary sexual 

characteristics mostly 

unexaggerated, her secondary sexual characteristics such as the eyes and mouth are not particularly 

emphasized either. However, the woman is still designed to look attractive, and is not devoid of 

sexualisation; although she is fully clothed and standing in a heroic posture, she is slightly tilted to 

show the curvature of her body.  

On the right of the print advert, four exclusive in-game items that can be obtained by pre-ordering 

the game are advertised, giving consumers an incentive to pre-order the game by providing extra 

sources of diversion for those who do so. Since pre-orders can generate revenue prior to the release 

of the game, enticing consumers to pre-order is beneficial for the firms involved. One of the “items” is 

a new multiplayer character, which is a hyper-masculine representation of a dark-skinned male 

dressed in primitive clothing; this contributes to the video game stereotype of blacks being 

particularly violent. However, this stereotype is not implied or enforced in the trailer, which does not 

appear to contribute to any racial stereotypes throughout. 

In the background of the print advert a skull lying on an enigmatic forest floor can be seen; this 

represents the diegesis as being dark and disturbing. The palette is muted and mostly comprised of 

browns and greys. However, there are several eye-catching flashes of crimson; red connotes violence 

and passion, an image which is enforced by the fact that the woman shown on the box cover is armed 

with several guns and hidden knives, which are indices of violence and signifiers of the action genre, 

potentially attracting an aficionado audience which prefers that genre. This suggests that she is an 

anti-heroine with a questionable moral code; this is especially exemplified by the hidden blade 

beneath her wrist. 

The female, who is identified as an African-French woman named Aveline de Grandpré in a story 

trailer released late in the game’s marketing campaign, is represented as being glamorous and 

relatively exotic, which reinforces one of Edward Said’s ideas about orientalism, that women of colour 

are often represented in such a manner. She represented as being highly active; this is contrary to the 

dominant representation of females being passive and unable to defend themselves. This adds to the 
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**Unsuitable for audiences under the age of 17, as opposed to unsuitable for audiences under the age of 18 for 
the PEGI 18 rating. 

post-feminist representation portrayed in the print advert, which may give certain women a sense of 

personal identity; although games in the Assassin’s Creed series are typically aimed at a 

predominantly male audience, this game is designed to attract a potential female audience. From an 

institutional point of view, the reaching of a wider audience can facilitate the maximisation of revenue 

from the game. 

The way that Aveline is represented 

is built upon in the trailer, revealing 

certain attributes of the character 

that are not present in the print 

advert. For instance, she is more 

obviously sexualised, albeit not 

quite to the point of being 

hypersexualised, when she is 

shown trying to seduce a man in 

order to murder him; although her 

dress is more revealing than the 

clothing she is usually shown wearing, she remains fully clothed throughout the trailer, and none of 

her sexual characteristics are exaggerated to the point of being unrealistic. Nevertheless, at that 

point, she appears to assume the role of a stereotypical femme fatale, which concurs with the idea 

that non-passive sexualisation can be an aspect of a post-feminist representation. 

Aveline is shown to be an advocate of anti-slavery. As a serious issue, slavery is represented in the 

trailer in a relatively appropriate and historically accurate manner. However, it could be argued that 

the trailer (and to some extent the print advert) glorifies violence; the protagonist commits many 

violent acts of murder, yet all are justified by her heroic motives. The audience could be conditioned 

by this content, and become more likely to commit acts of violence, especially under delusions of 

grandeur. 

A PEGI 18 rating can be seen at the bottom left corner of the 

print advert. This is the European equivalent of the ESRB 

Mature** rating (preferred in the US) visible at the beginning 

of the trailer, and from this it can be inferred that the game 

is aimed at an adult audience. Synergy is present in both the 

print advert and the trailer between the game studio, Ubisoft Entertainment (which is famous for 

several successful video game series, including the Assassin’s Creed series of which this game is a part 

of and the popular Just Dance series), and Sony Computer Entertainment. The game’s exclusivity to 

the PS Vita is particularly advertised in the trailer; the entire video is framed within a simulated PS 

Vita, so as to show how the game would look on the screen of the console. In effect, this means that 

the PS Vita is heavily advertised throughout the trailer; even an audience unfamiliar with the console 

would be immediately be able to discern that the game was to be played on a handheld console.  

The colour palette in the trailer is varied throughout 

the trailer. The diegesis, which is set in 18th century 

New Orleans, is presented realistically. Although it is a 

cinematic trailer, gameplay footage and cutscenes 

from the game are used throughout. The 

aforementioned PS Vita frame, which is slowly zoomed 

into throughout the trailer and is placed atop a live 

background, shatters any attempts to create 
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verisimilitude; by advertising the game’s exclusivity to the platform via the ever-present PS Vita 

frame, viewers are constantly reminded of the fact that what is presented before them is just a game, 

not reality. As such, it could be said that this is a negative side effect of the demands of synergy; 

however, the loss of verisimilitude is unlikely to have had any substantial impact on the success of 

their marketing campaign and is therefore all but negligible. 

In conclusion, both the print advert and the trailer offer a post-feminist representation of an active, 

non-hypersexualised anti-heroine, subverting the dominant representation of females being passive 

in video games. The trailer, however, differs from the print advert in that it builds upon the character 

not present in the trailer, including that of a femme fatale. Ultimately, these two advertisements 

include plenty of elements which are likely to attract a potential female audience to a video game in a 

series which has traditionally been aimed at a male audience. 
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