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Lego Batman 2: DC Super Heroes is an action-adventure video game released in June 2012 

as a part of the Lego Batman series (2008). The game was published by Warner Bros. 

Interactive Entertainment and can be accessed on game consoles such as PlayStation 2 and 

Wii, constructing a synergistic relationship with Lego. This big budget game made from major 

companies (Lego and Warner Bros) mean they target a large audience – mainstreamers – 

who are most familiar with dominant representations. Since the series’ launch, it has sold 14.4 

million copies1 and is one of the best selling superhero video games yet.  

 

The diegesis is represented as gloomy because of the 

colour palette. Black – a signifier of death and evil – 

is used the most, suggesting a dark and unpleasant 

diegesis. This idea is further emphasized by the 

monochrome background, a wall full of posters of 

villains, suggesting that the narrative contains Levi 

Strauss’ theory of binary opposition between the 

protagonists and antagonists. However, there are 

obvious signs of hope in the diegesis, constructed by 

iconography of bright clothing and yellow (signifies 

happiness) sans-serif graphology. It is clear that the 

cartoon game does not provide a sense of realism 

since no humans are present, showing how it is 

perhaps targeted at the younger audience as they 

enjoy cartoons more. 

 

In the cinematic trailer, however, the diegesis is 

represented as a dystopian and darker place, 

called Gotham City, recognizable to aficionados 

of the Batman stories (going back to the 1960s 

bring lots of nostalgia for the older audiences). 

The city is shown as extremely deserted with no 

sign of hope (colour palette is very dark), giving 

an ominous feeling to the narrative. The foley 

sounds of police cars (signifying disasters or riot break-outs) and thunder (signifying fear and 

darkness) in the beginning help construct this diegesis, suggesting a world full of unhappiness 

and distress. The fact that the trailer is cinematic tells us that the game is targeted at the 

mainstream less hardcore gamers who are familiar with movies more than games. 

 

Dominant representations are shown. The low angle mid shot of the three protagonists directly 

addressing the camera construct a sense of superiority and dominance. Proxemics make it 

clear that Batman is the dominant character of the game as he is framed in the middle 

foreground, putting him on top of the visual hierarchy. In contrast, Superwoman is framed in 

                                                        
1 http://www.gamespot.com/articles/lego-batman-series-sales-hit-144-million/1100-6404478/ 

http://www.gamespot.com/articles/lego-batman-series-sales-hit-144-million/1100-6404478/


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

 

Christine Chau 

the background, suggesting how men are usually represented as superior to women. There is a 

degree of media invisibility with regard to women in the trailer which, according to Laura 

Mulvey’s male gaze theory, suggests that the producers are targeting an almost exclusively 

male audience. The male gaze theory explains why the representation of men is so dominant 

in this game, appealing to genre aficionados through a sense of personal identity and 

diversion (recognizable representations tend to offer entertainment), showing how the 

producers are perhaps unaware of the changing demographics of the gaming audience. 

 

Men in both the poster and trailer are represented as 

independent and strong. The hypermasculinity of Batman 

is constructed from his muscular body, and the low and 

fast tension-building music accompanying his merciless 

and violent fighting, representing the epitome of power. 

Batman is portrayed as an anti-hero – a flattering 

representation of men – constructed from his heroic actions and dark side, evident from the 

iconography of black clothing and the mask, suggesting enigma. He is represented as 

courageous in the narrative, especially when he saves a “damsel in distress” (a typical blonde 

woman). Both advertisements show the dominant representation of masculinity as tough and 

violent, but also as saviors, appealing to mainstreamers. 

 

Female representations differ in the poster and video. Superwoman’s post feminist 

representation is clearly shown by the low angle and confident gaze, giving the impression of 

an independent woman who makes her own decisions. Although she is at the same time, 

sexualized, with the red clothing (a signifier of sex) and large breasts, she is firm and efficient 

from the video, where she kicks villains aggressively and is capable of defending herself, 

differing from the stereotype of women being slow and weak, appealing to female audiences 

and showing that the producers are perhaps somewhat aware of the changing audience. 

 

However, the video introduces the complete opposite representation of females. From the 

scene where Batman saves the blonde woman, women are represented as frail and always in 

need for men to save or protect them – a dominant representation. The fact that she is taking 

care of the baby instead of a man represents women as passive people who usually work for 

men, rather than active like all the men in this game.  

 

In terms of race representation, it is obvious there is a degree of media invisibility in both the 

poster and the trailer. This contributes to the dominant representation of whites as always 

being the heroes, rather than blacks or Asians. 

 

The institutions on the poster and video are almost the same. There is a synergistic relationship 

between Lego and Warner Bros – the creator of Batman, as seen from the title. Warner Bros 

is a big company well known for their superhero movies, The Dark Knight (2008), and The 

Dark Knight Rises (2012), which both feature Batman as its dominant character. Major 

institutions often target mainstreamers since they make up majority of the audience (maximizes 
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profit), and since mainstreamers are most familiar with dominant representations it is safe to 

say a large amount audience will like it as majority of videogames contain them. Those who 

are familiar with the movie have a bigger possibility of playing the videogame, allowing the 

game to maximize their audience – an example of star appeal. The game also increases their 

audience by selling copies for several different game consoles, for example, PlayStation 2 

and Wii. This attracts console gamers, who majority used to be male but is now gradually 

becoming female2.  

 

In both advertisements, there is an ESRB rating stating the game 

contains Cartoon Violence, alerting the players that there may 

be content inappropriate for children, which is why the game 

has a minimum age requirement of ten years old to play. 

 

From an institutional perspective, the only 

difference the poster has from the trailer is that it 

includes a link to a website – an extension of the 

commercial potential of the game. Players can 

purchase merchandise, a benefit for both sides 

since using the product promotes it as well, and 

access extra information such as the trailer for the 

next game and the mobile version of the game. The website also includes a registering system 

for special offers or online playing, which enables the producer to figure out their target 

audience, helping them to advertise the right way, leading to a larger profit.  

 

Overall, Lego Batman 2’s poster and video have many similarities and differences. They both 

construct a dominant representation of both genders, and the institutions are almost identical. 

However, they differ in that the diegesis is represented as more dystopian than the poster, 

where there are obvious signs of hope. Although a post-feminist representation is constructed, 

the dominant representation of males in this game overshadows it, showing a degree of media 

invisibility towards women.  
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