CONCEPT

Generally said the public which visit the opera are usually
elderly and higher educated people. Statistics of the SOM-
institutet from 2006 also indicate that 74% of the visitors were
higher educated and 75% of the visitors were 45 years or older.
The high education and the higher ages gives this public more
money to spend; 47% of the visitors make more than 27 000 SEK
a month. Throughout history the opera was more favored by
the wealthy, this can change.

| believe that the Opera should be made more accessible to
the younger and less wealthy public. Therefore it needs to
remain its central position in the city center and needs an archi-
tectural facelift. The image of the opera has to change to a more
modern appearance. To change an image is a difficult thing,
which needs to change on different levels such as marketing
and show production.

The design of the building will change the mental image of
the Opera among the people and visitors of Stockholm. The
mental image of the Opera exists solely in the mind of the
individual and unconsciously summons feelings and associa-
tions of the Opera.

Off course the mental image is not only produced by the design
of the building, but it does link the memories and feelings to
a physical, concrete location. Thus, the building plays a promi-
nent role in what the image of the Opera will be like. The build-
ing needs to represent the image of the new Opera.

The problem statement question is how to bring or implement
this message in the design of the new Royal Stockholm Opera
house.
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2. Architecture - new building
- central location

——— Older public, higher educated, high income

Need to attract a broader public

1. Marketing - show full extend of the opera
- restyle pthe roductions
- encourage schools to teach about opera
- create visitor arrangements with other institutions
- show movietrailers in cinema of productions

new location;
Kungsgatan

The location should be central because;

- The building should be communicating with the

mass and should have a visible position.

- The Opera house is a museum displaying ‘ancient’ music
dramas and therefore a keeper of our culture. This importance
of keeping our culture should have a central position in our
society.

- Good accessibility so that could not be a barrier for a quick
peek inside.

present location

LOCATION

Cultural relations

The location of the new
opera house is surrounded
by cultural buildings like
musea and theatres.

The cultural relations of
those buildings are impor-
tant and subjected to
their hierarchy.

The map shows the diffe-
rent cultural buildings
around the opera house,
presenting themselfs as a
cultural ring.

Urban vista'’s

Blasieholmen is very visible from Ladugardsviken and Nybro-
viken. At the moment the site is empty, and thus provides emp-
tiness and vistas. When an opera building will be constructed
this will have big influence on the looks of the water and on

the vistas passing over the site. One of the most distinctive
qualities of Stockholm are the vistas, reaching over the
waterways. This gives Stockholm the notion and feeling of
being a city that consists of islands. When vistas are being
blocked, this quality will be lost.

This implies why it is crucial to study and comprehend the

consequences of Blasieholmen being filled in.

The following map shows the old and new vistas regarding
Blasieholmen. The panoramic views are showing the vistas as

they are nowadays.

new location;
Blasieholmen

Routing

Present situtation; Sma” urban Concept
Pedestrians who are comming from Skansen walk

along the Strandvagen towards the city center.

At the moment people skip Blasieholmen and
move either through the park or through Stallga-
tan, because Blasieholmen is not the nicest place to
pass. During the night it is a very dark and unsafe
place.

Breaking down the volume

New situation ;

A nice place on the corner of Blasieholmen would
connect Nybrokajen with the nice waterside walk-
way at the National Museum and the Grand hotel.



