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INTRODUCTION
-
ABSTRACT

ABSTRACT

Gothenburg is a multicultural city in constant transformation. Some of the city’s 
residents have roots in countries where the traditional Hammam culture is still vi-
brant, and have taken these traditions with them to Sweden. In this project we set 
out to study how the existing Hammam culture finds its place in Gothenburg, and 
to understand the social function of the traditional Hammam as well as the habits 
and needs of those who live in this culture.  
 
With a theoretical approach and the investigation of the informal bathing culture in 
Gothenburg as a base, the project deals with the creation of a design framework 
for a new kind of Public Bath that merges the traditional Nordic sauna culture with 
that of the traditional Hammam that could be a new type of social node in the city. 

So why create a Nordic Hammam? In Sweden the traditional sauna rituals are still 
appreciated and a part of the culture. This traditional sauna culture share many 
similar aspects to that of the Hammam. Heat, steam, water, cooling down, resting 
and meetings are embodied in both cultures. 

A Nordic Hammam in Gothenburg could develop into a meeting place that is 
inclusive and supportive of the different communities within the city. 

ill.1.1 Locker-Room Message
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INTRODUCTION
-
PROJECT TIMELINE

TIMELINE OF THE PROJECT

ill.1.2 Timeline
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ill.1.4 Countries of Origin

INTRODUCTION
-
THE GROUP

THE GROUP & OUR ROLES

This project is a product of co-creation, but the different members 
of the group has had different areas of responsibility.

Bruce Mugola Watako 
Landscape Architecture Student from Nairobi, Kenya
Responsible for the Participatory Method and the physical Model

Karen Høstmark 
Urban Design Student from Bergen, Norway
Responsible for Mapping, Strategy and Graphic Material

Martina Melegari
Architecture Student from Reggio Emilia, Italy 
Responsible for the Hammam Theory, Design Process and Graphic 
Material

ill.1.3 The Group
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BRIEF HISTORY

ANALYSIS
-
HAMMAM HISTORY

ill.2.1 Existing Hammam Culture

‘Hammam’ translates from both Arabic and Persian, ‘to Heat’ or ‘to 
Sweat’, and has been a centre of public space in many regions for 
hundreds of years since the Greek empire (Farsi 2014:5-6).

In Turkey, most of the middle east and Maghreb people call their 
bath ‘hammam’, the American Indians have their sweat lodges 
called ‘Inipi’, and in Japanese culture the hot water baths ‘o-furo’ 
and ‘sentoo’ can be found (Ganter 2011:26). In Russia it is called 
‘banja’ and in Mexico ‘temazcal’ (Ganter 2011:26). In the scandi-
navian context the bath culture is defined by the ‘sauna’, where in 
Finland it’s a deep part of the culture and national identity (Ganter 
2011:26). 

The main role of the Hammam in the Islamic culture has been to 
provide a venue for health and cleanliness for people, as well as 
a space for gathering and socializing. Cleanliness of both body 
and soul is of outmost importance in the Islamic culture, and due to 
this the first of Cairo’s Hammams were attached to mosques (Farsi 
2014:5-6).

Yet, a Hammam could just as well function independently from a 
mosque: It serves many functions in its districts, both social and 
economical(Dumreicher, Levine and Sibley-Behloul, 2012:35-48).
Today the hammam culture is still vivid in 28 Middle Eastern coun-
tries (Dumreicher, Levine and Sibley-Behloul, 2012:35-48).
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THE ARCHITECTURAL SPACE

ANALYSIS
-
HAMMAM ARCHITECTURE & SPACE

NEUTRAL ROOM WARM ROOM HOT ROOM STONE & BRICK TILES STONE & BRICKS STONE & WOOD

AYASOFYA HAMAMI
 -

ISTANBUL
1556

1 2 3 4 5 10 20 metres

40o - 45o35o20o - 25o

ill.2.2 Analysis Section
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THE PROCESS & EXPERIENCE

ANALYSIS
-
HAMMAM ARCHITECTURE & SPACE

CHANGING ROOM BODY TREATMENT THE HEAT HEART

AYASOFYA HAMAMI
 -

ISTANBUL
1556

1 2 3 4 5 10 20 metres

CHANGING ROOMBODY TREATMENT

ill.2.3 Analysis Plan
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ANALYSIS
-
HAMMAM ARCHITECTURE & SPACE

Disconnecting from 
the outside

Settling in, under-
standing the space, 
get undressed

Relaxation, setting the 
best expectation

Completly Relaxed

Feeling great

Taking time, feeling 
clean and relaxed 

Feeling confident,
Ready to leave

A bit sad to leave

THE HAMMAM PROCESS

When entering the Hammam, it’s about the smooth movement from 
neutral to hot rooms (Fadli and Sibley, 2009:3).

The visitors are guided through a series of spaces, starting in a neu-
tral and dry room followed by hot and wet rooms before returning 
back to the beginning (Fadli and Sibley, 2009:3). 

The rooms are constructed with high domes and vaults, built with 
local building materials with high thermal mass as well as renders 
and plasters that respond to the varying levels of heat and humidity.

Together with the mosques, the Hammams were vital social centres 
is their districts (Dumreicher, Levine and Sibley-Behloul, 2012:39). 
Each district Hammam was usually named after their location, and 
served as an important meeting place for the neighbourhood as 
well as visitors from other districts and even tourists (Dumreicher, 
Levine and Sibley-Behloul, 2012:39).

NEUTRAL ROOM

The visitor gets changed, hand over the clothes to the manager, 
choose a masseuse, and after the ritual is over, changes back into 
the daily attire (Dumreicher, Levine and Sibley-Behloul, 2012:17).
The neutral room is a domed window-less space, illuminated by 
geometric patterns of quammeriettes that let the daylight in (Dumre-
icher, Levine and Sibley-Behloul, 2012:17).

WARM ROOM

The warm room is a place for relaxations before and after the visi-
tor spends their ‘hot time’ (Dumreicher, Levine and Sibley-Behloul, 
2012:17). It is where they get a massage, wash their hair, where 
they feel comfortable in a suitable temperature (Dumreicher, Levine 
and Sibley-Behloul, 2012:17).

HOT ROOM

The Hot Room is a steam room, and incredibly hot and humid (Dum-
reicher, Levine and Sibley-Behloul, 2012:17). Every visitor only stays 
here as long as he or she feels fine (Dumreicher, Levine and Sibley-
Behloul, 2012:17). There is a comfort in knowing that the warm room 
is just next-door (Dumreicher, Levine and Sibley-Behloul, 2012:17).

E : Entrance   N : Neutral room   W : Warm room   W.C : Toilet   H : Hot room   F : Furnace ill.2.3 & 4 The Process
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Residential Quarter Proximity to a Mosque  Near the Market Square 

THE URBAN & SOCIAL SPACE

Symbol of Development Connection with the Religion Core of the City

ANALYSIS
-
HAMMAM ARCHITECTURE & SPACE

Meeting Point
Inter-Generational Space Create New Networks

ill.2.5 - 10 The Role of Hammam
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ANALYSIS
-
HAMMAM CULTURE

THE TRADITIONAL HAMMAM

RELIGIOUS ASPECTARCHITECTURAL ASPECT PERSONAL EXPERIENCE

Gender separated

Legitimate for women to socialize

Connected to religious events

Sequence of spaces

Integrated in the urban structure

Magnificent interiors

Local materials and forms

Mat and massive construction
Timeless process

Personal hygeine

Reconnection with mind and body

Rituals in people’s life

Full sensorial experience

Cultural identity

Open to all classes

Enhance social activities

It is a weekly appointment

Under social rules and 
observation

Creates network

Intergenerational place

+
+
+
+
+

SOCIAL ASPECT

+
+
+
+
+
+

+
+
+
+
+
+

+
+
+

ill.2.11 An old Hammam
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THE MODERN INTERPRETATION
SOCIAL ASPECT

It is exclusive and expencive

It is and individual process

It is a booked appointment

Over social rules

Selected  public

+
+
+
+
+

RELIGIOUS ASPECT

There is no religious aspects

Gender inclusive

Generally a female activity

+
+
+

ARCHITECTURAL ASPECT

Sequence of spaces

Arabic influence visible in the design

Transparent and exposed

+
+
+

PERSONAL EXPERIENCE

Limited in time

Extraordinary luxury treatment 

Reconnection with mind and body

Leisure activity

Full sensorial activity

+

+
+

+

+

ANALYSIS
-
HAMMAM CULTURE

ill.2.12 Gothia Towers

The modern interpretation of the Hammam is very far from what a
traditional hammam actually is in its deep and cultural meaning.
The main focus is in fact on the luxury and extraordinary treatment,
an exotic evasion from the chaotic life routine. It is not open for all
classes and it is not easily accessible. Generally, it is for an adult 
public.
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MAPPING
-
THE FACILITIES IN GOTHENBURG

To develop an understanding of the existing bathing culture in Goth-
enburg, the various bathing facilities in the city was mapped. 

PUBLIC BATHS

The Public Baths in Gothenburg are public facilities owned and 
run by the municipality. Many are often connected to sport facili-
ties such as gyms. As they are public, the prices are accessible for 
most of the citizens and they have a large capacity. 

SPA & WELLNESS

The facilities that are labelled as Spa & Wellness are public, but pri-
vately owned. They can include various therapeutic treatments, Bio-
restaurants and Health Workshops. These facilities are more exclu-
sive, with limited capacity and prices that aren’t accessible for all. 

MODERN HAMMAM

The facility that is labelled as a Modern Hammam is a public facil-
ity, but privately owned. It’s an exotic place that offers therapeutic 
treatments, Bio-restaurants, Health Workshops, various pools and 
personal massages. The Modern Hammam is only available by ap-
pointment. Due to this, limited capacity and high prices the estab-
lishment is quite exclusive.  

THE CENTRES

ill.3.1 Baths in Gothenburg
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THE CASES

ill. 3.2 Chosen Cases & Connections

MAPPING
-
THE FACILITIES IN GOTHENBURG

The group defined five study cases to look more closely at, to reach 
a broader group of users and get a fuller picture. The three Public 
Baths Valhallabadet, Angered Arena and Hammarbadet were cho-
sen together with the private Hagabadet and the Modern Hammam 
Upper House.

All baths are easily accessed by public transportation, though some 
are more central than others. The two larger public baths, Angered 
Arena and Valhalla have a wide range of offers to their guests span-
ning from different types of pools, relaxation, various sport facilities, 
and cafés to even a hairdresser to affordable prices. Upper House 
and Hagabadet focus more on luxurious spa treatments. All baths 
except Hammarbadet are open from early in the morning to late 
in the evening, making themselves accessible to most customer 
groups. Upper House is open upon appointment. 

See the GameBoard Mapping Cards on the two following pages.  
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MAPPING
-
THE FACILITIES IN GOTHENBURG

ANGERED ARENAA [ TYPE ]

[ PROGRAM ]

[ AVAILABILITY ]

[ CONNECTIONS]

‘Activity Pool’, 25-metres Pool, Heated Pool, Relaxation, 
Gym, Ice Rink, Sports Arena and Gym

Swimming Pool: 0700-2100 / 0700-1900 (1000-1700)
Relax:  1400-1530/1600-1730 
  Mon: Men only 
  Tue: Women only
Entrance Fee: 
60/40 SEK Day / 1600 SEK Year for swimming
85/65 SEK Day or + 25 SEK extra for Relax

Tram 4, 8 and 9

VALHALLABADETV [ TYPE ]

[ PROGRAM ]

[ AVAILABILITY ]

[ CONNECTIONS ]

50- and 25-metres Pool, Heated Pools, Wellness, Gym, 
Roman Relaxation, Hairdresser, Café and Shops 

Tram number 2, 6, 8 and 13

Swimming Pool: 0700-2000 / 0700-1900/ 0630-2000/ 0630-1900

  (0700/1100-1500)
Roman Relax: 1300-1900/2000 (1100-1500)   
  Women/men everyother day
Entrance Fee: 
60/40 SEK Day / 1650/1050 SEK Year for swimming
80 SEK for Roman Relax

HAMMARBADETH [ TYPE ]

[ PROGRAM ]

[ AVAILABILITY ]

[ CONNECTIONS ]

17-metres Pool, Gym and Sauna

Monday-Friday: 1600-2000

  1500-1730 
  0900-1100 adults / 1700-2000 women
  1500-1700/1800-2000

  1500-2000

Entrance Fee: 
40/30 SEK a day / 850 SEK a year

Tram 4, 8 and 9

THE PUBLIC BATHS

ill. 3.3 - 5. GameBoard Mapping Cards
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MAPPING
-
THE FACILITIES IN GOTHENBURG

HAGA BADETHb [ TYPE ]

[ PROGRAM ]

[ AVAILABILITY ]

[ CONNECTIONS ]

Spa, Gym, Yoga and Restaurant

Mon-Thursday: 0630-2200

Friday:  0630-2100

Weekend:  0800/0900-2000

Entrance Fee: 
From 299 SEK to 1855 SEK

Tram number 1, 6, 9 and 11

UPPER HOUSE HAMMAMU [ TYPE ]

[ PROGRAM ]

[ AVAILABILITY ]

[ CONNECTIONS ]

Hotel, Restaurant, Spa & Relax - Including Hammam

Open upon appointment

Entrance Fee: 
From 695 SEK to 1845 SEK
Hammam from 995 SEK to 1495 SEK

Tram number 5

THE SPAS & MODERN HAMMAM

ill. 3.6 - 7. GameBoard Mapping Cards
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PARTICIPATION
-
METHOD

THE PARTICIPATORY METHOD

APPROACH

The groups’ approach to the project was based on using a partici-
patory method, by which we investigated three public baths around 
Gothenburg to understand the existing situation in relation to our 
project. We had originally intended to include two private institutions 
in our project, Upper House and Hagabadet, but they declined.  

SURVEY

Questionnaires were prepared and used to gather the users’ opin-
ions and feelings about the public baths, and these were structured 
to relate to our study. We incorporated a Likert scale (a psychomet-
ric scale). Using this scale we were able to gather qualitative data 
from the users and converted it to quantitative data for measure-
ment. We were also able to collect the users’ main reasons for visit, 
their frequency of visit, where they lived, and their country of origin, 
their gender and respective age groups.

OBSERVATIONAL CHECKLIST

We conducted an observational checklist as designers in order to 
gather quantifiable data that would be useful in the design process. 
We looked at how the space influenced our senses: sight, smell, 
feel, hearing and taste. Further, we looked at the existing spatial 
provisions, interactions and user habits. We also made sketches of 
our observations later.

INTERVIEW

We carried out interviews with the managers of the respective baths 
to get an understanding of the culture and the challenges the estab-
lishments meet. These interviews were carried out face to face and 
we were able to gather qualitative data on the existing conditions 
of the baths, changes over time and the number of people they ac-
commodate.

PRE-VISIT

The group purposively sampled three public baths within Gothen-
burg: Angered Arena, Valhallabadet and Hammabadet as well as 
the private baths Upper House and Hagabadet. At first, we did a pre-
study visit whereby we visited all three public baths and Hagabadet 
to ask for permission to conduct the study within the establishments. 
This enabled us to strategize how to conduct the study. 
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THE PRE-VISIT

PARTICIPATION
-
PRE-VISIT

H

U

V

Hb

+++

A Very friendly and open
Offered a tour of the 
facility
Proud of the facility
Very interested

Open
Cautious
Interested

Indirect Communication
Very formal
Felt out of reach

Language barrier
Reserved / Cautious
Unclear

Formal
Cautious 
Protective of Clients

The three public baths involved responded positively to our request 
to investigate the bath culture at their establishments with a few 
requirements. We agreed upon bringing nametags and an explana-
tory poster with the Chalmers logo. Upper House politely declined 
via e-mail, and Hagabadet never got back to us. 

CONCLUSION

The public baths were more open for investigation, and showed a 
larger interest in the project. The two private facilities were more 
protective of the clientele, and declined. 
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PARTICIPATION
-
INTERVIEW

GUNNAR SVENSSON
Head of Unit at Angered Arena

As Angered Arena is new, it is becoming increasingly known and 
popular. In the interview Gunnar Svensson emphasized Angered 
Arena’s main mission, which is to help increase the swimming abil-
ity in Angered. The newly built arena is a part of a WHO initiative to 
increase social justice and equality called ‘Closing the Gap’. 

Angered Arena put focus on accessibility for all, and it is a part of 
the FaR-program (Swedish acronym for Physical Activity on Pre-
scription). Through the interview it becomes evident that the focus 
on accessibility and openness is part of a larger business philoso-
phy where the visitors are viewed as guests and not customers.   

Developing and running a public bath facility is complicated, and 
there are many restraints in terms of competition rules and regula-
tions from the Swedish Competition Authority (Konkurrensverket). 
Economically there is a minimal return on the pool and ice-rink. 
However, in the future they would like to develop the spa further 
with massage, etheric oil treatment and health themes.   

When asked if there have been any conflicts at Angered Arena, 
Svensson explained that there had been an issue with two local 
groups of youth that have threatened both guests and staff. As 
many of the teenagers are adolescents, the cases go to the mu-
nicipality and social services. A solution has been to cooperate with 
the boxing club in which some of the teenagers are active. If they 
misbehave at Angered Arena, it will have consequences for their 
boxing practice.

INTERVIEW SUMMARY

LARS DAHLSTRÖM
Sales & Promotion Coordinator at Valhallabadet

From the interview with Lars Dahlström it becomes clear that Val-
halla is unique in the sense that it attracts guests from all parts of 
society, and mirrors the population structure of Gothenburg.  Since 
the bathhouse opened, the culture and focus of Valhalla Badet has 
changed from being a place for personal hygiene and cleansing to 
a holistic perception of wellness. This includes not only exercise, 
but relaxation and socialisation as well. Due to the bath’s functions 
and guests, it works as a public domain. 

The reason for the gender division at the Roman Bath at Valhalla 
is not to meet the needs of a changing demographic, but because 
there has not been a culture for shared public saunas in Sweden. 
This division makes the facilities accessible to men and women from 
all religions and cultural backgrounds. 

Dahlström’s tip for us as designers was to build a flexible and ac-
cessible structure that can be adapted according to changing 
needs in the future. Further more he advised us to keep the chang-
ing rooms spacious, as they are the areas where the interactions 
between guests occur.  

ALI MOUSA
Administrator at Hammarbadet

Through the interview with Ali Mousa, the special position Ham-
marbadet has in the local community becomes evident. Hammarba-
det is not only a place for health and fitness. The bath is important 
in the close-knit community, where everyone knows each other. The 
debate around the future of Hammarbadet has sparked a strong lo-
cal engagement to prevent it from being closed down.   

In addition to being the only bath facility in Hammarkullen and the 
neighbouring area of Hjällbo, Ali Mousa is a contact person for for-
mer criminals that are being rehabilitated back into society. Ham-
marbadet collaborates with The Swedish Prison and Probation Ser-
vices, and always have one former inmate working at the facility. 

Mousa’s tip for us as designers was not to design a Hammam, but 
create something with warmth and light. A Hammam is not very ac-
cessible to children, and because of this a lot of parents might not 
be interested either. 
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PARTICIPATION
-
INTERVIEW

CONCLUSIONS
Comparison of the three case studies

The interviews show that the different bathhouses fill different roles 
in Gothenburg. Valhalla Badet is the central bath, with guests from 
various parts of the city, whereas Angered Arena to a certain de-
gree and Hammarbadet is very local, community based baths. Due 
to this difference, the three baths face different (and some similar) 
challenges such as economic return, social problems and potential 
closing. Another aspect is the reason for establishing the different 
bathhouses. Whereas Valhalla Badet and Hammarbadet was built 
at a time when the bath culture was about personal hygiene, An-
gered Arena is a brand new facility dedicated to the contemporary 
focus on wellness, as well as accessibility and social justice.  

To read full interviews, see appendix.

ESSENTIAL ASPECTS FROM THE INTERVIEWS

_ INCREASE THE  SWIMMING ABILITY & SOCIAL JUSTICE

_ ACCESSIBILITY FOR ALL

_ VIEW THE CLIENTS AS GUESTS

_ PUBLIC BATHS AS  THE MIRROR OF THE POPULATION

_ PUBLIC BATHS AS PLACES FOR WELLNESS

_ USE DURABLE MATERIALS IN THE DESIGN

_ DESIGN A FLEXIBLE STRUCTURE

_PUBLIC BATHS AS IMPORTANT NODES IN THE LOCAL COMMUNITY

_A TIGHT KNIT COMMUNITY - EVERYONE KNOWS EACH OTHER 

_THE NEED FOR LIGHT IN A NORDIC CITY LIKE GOTHENBURG
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PARTICIPATION
-
SURVEYS

SURVEY OBSERVATIONS

VALHALLABADET

The staff at Valhallabadet was very helpful and open. In addition 
to answering our interview and showing us around the facility, they 
helped us to pick a spot to start. We wore nametags with the Chal-
mers logo, and we also brought poster explaining the purpose of 
our survey. This was done on recommendation from Pierre Solberg, 
manager at Valhallabadet.

We placed ourselves in the corridor by the different changing rooms, 
this way we only came in contact with guests for the bathing-facili-
ties. Since Valhallabadet is the central bath in Gothenburg with a lot 
of guests, it was quite easy to get answers to our survey. However, 
women were slightly harder to approach than the men, and they 
seemed much more reluctant to answer the survey.

ANGERED ARENA

The staff at Angered Arena was very helpful and open. In addition 
to answering our interview, we were given a tour around the facility. 
We stood by the main entrance, and there was a large span of ac-
tivities offered for the visitors to engage it. This was reflected in their 
responses. We brought a poster showing the purpose of our study 
and and a table containing the questionnaires

At Angered Arena the guests were more interested in the survey 
than at Valhallabadet, and there were more that approached us on 
their own initiative. In general there were more men coming and go-
ing, but it wasn’t as difficult to approach the women here as it was 
at Valhallabadet. The atmosphere at Angered Arena was more ‘lo-
cal’, and it was clear that many of the guests were familiar with each 
other and the staff. There were also a substantial amount of guests 
in wheelchairs, and very multicultural.

HAMMARBADET

The staff at Hammarbadet was also very helpful and open. In ad-
dition to answering our interview, we were given a tour around the 
facility. At Hammarbadet we stood with our poster, surveys ant the 
fruit and cookies in the entrance area close to the changing rooms.

At Hammarbadet there was a very relaxed atmosphere, and the 
guests seemed very familiar with each other as well as the staff. It 
was clearly a meeting place in the community, and a popular place 
to go. There was noticeably more men then women, and no ‘ethnic 
Swedes’ came while we were there. Many of the guests were inter-
ested in why we were there, and we had much more informal con-
versations. Children who were too young for the gym and Mixgården
Youth Club were hanging out at the entrance
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PARTICIPATION
-
SURVEYS

MEASURING THE FEELING AT THE BATHS

 FAMILIARITY 

Most of the users generally felt 
at home when they visited the 
bath houses. Most users in Ham-
marbadet felt extemely at home 
at the bath house with 8 guests 
out of 11. 

RELAXATION

The majority of the users espe-
cially in Valhalla felt very relaxed 
in the bath house.There was a 
general feeling of relaxation in 
the rest of the bath houses.

CONCLUSION CONCLUSION

ValhallabadetAngered Arena Hammarbadet

Think about the size and loca-
tion of the Hammam. The com-
munity based facilities may in-
crease the feeling at home

Use spread relaxed spots to 
create a relaxed atmosphere. 
Define the design of the in-be-
tween spaces

FOR THE DESIGN FOR THE DESIGN

ill. 4.1 ill. 4.2
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PARTICIPATION
-
SURVEYS

WELCOMING COMFORT

CONCLUSION CONCLUSION

The majority of the users in Val-
halla deemed the bath house 
very welcoming. In Hammarba-
det the great majority viewed the 
bath extremely welcoming

Valhalla recorded the most us-
ers feeling very comfortable in 
the space. The rest were even 
distributed with most feeling 
comfortable in the space.

ValhallabadetAngered Arena Hammarbadet

Reflect upon the sense of comu-
nity and integration between the 
Hammam and the neighbour-
hood.

Define a clear sequence of 
spaces with good connection 
and accessability, so that it will 
be easy for everyone to use the 
facility.

FOR THE DESIGN FOR THE DESIGN

ill. 4.3 ill. 4.4



25

PARTICIPATION
-
SURVEYS

SAFETY MAINTENANCE

CONCLUSION CONCLUSION

Most surveyed users in Valhalla 
felt very safe in the bath house.
In Angered and Hammarbadet 
they felt generally felt safe. In 
Angered 15% of the users felt 
quite unsafe.

Both in Valhalla and Angered 
an high percentage of the users 
found the bath quite unmain-
tained. In Valhalla 15% of the 
users viewed the bath as very 
unmaintained.

ValhallabadetAngered Arena Hammarbadet

Make sure that both the indoor 
spaces and the outdoor one are 
perceived as safe. Reflect upon 
the lighting systems, the path to 
the entrance and the transpar-
ency

Make a smart choice in terms 
of materials considering their 
life span, water resistence, and 
make sure they are easy to clean 
as well as warm and attractive.

FOR THE DESIGN FOR THE DESIGN

ill. 4.5 ill. 4.6



26

PARTICIPATION
-
SURVEYS

AUDIBILITY PROXIMITY

Most users in Valhalla felt the 
bath house was neither nor 
quiet. In the rest, especially in  
Angered they had an equally 
general feeling if the space was 
quiet or noisy.

Most of the respondents in 
Hammmarbadet and Angered 
Arena felt the bath house was 
extremely nearby. In Valhalla 
they felt the bath house was 
very nearby.

ValhallabadetAngered Arena Hammarbadet

CONCLUSION CONCLUSION

Devide the space in different 
activities zones. Use sound ab-
sorbing and proofing materials

The location of the Hammam 
need to be well connected with 
both public and private trans-
portation.

FOR THE DESIGN FOR THE DESIGN

ill. 4.7 ill. 4.8
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REASON FOR VISIT

PARTICIPATION
-
SURVEYS

Health and relaxation were cited 
as the main reasons why people 
visit the bath houses. Some us-
ers also visited the bath houses 
to socialize or for medication 
purpouses. The Hammam cul-
ture has been chosen as the 
least reason for visit. We be-

CONCLUSION

Connect the cleansing aspect 
to other that seem to attract 
the majority of the users such 
health and relaxation. Connect 
the Hammam to other functions, 
build it individually may be a 
challenge and not reach a wide 
range of users. 

lieve that many factor defining 
the Hammam culture such as 
cleansing, socialize, relaxation 
and general health has been 
chosen separately in the sur-
vey. They represent important 
aspects of the Hammam culture.

Revive the focus on the body 
cleaning process and personal 
hygiene.

FOR THE DESIGN

ill. 4.9
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PARTICIPATION
-
SURVEYS

COUNTRY OF ORIGIN

Most residents in Valhalla cited Sweden as their country of origin, it 
reflects the overall population of Gothenborg due to its central loca-
tion. Angered arena recorded most varying results with visitors both 
from Sweden and outside. Hammarbadet recorded no visitors from 
Sweden but almost equally Africa, Asia, South America and the 
Middle East. In terms of clients the bath house is quite segregated.

HammarbadetAngered ArenaValhallabadet

Consider the locality into the de-
sign as it reflects the different 
population. Focus on the com-
mon water tradition in the differ-
ent culture as a linking point.

FOR THE DESIGN

ill. 4.10
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FREQUENCY

PARTICIPATION
-
SURVEYS

AGE GROUP

Valhallabadet

Angered Arena

Hammarbadet

CONCLUSION

Most users of all the bath houses 
surveyed were regular visitors.

CONCLUSION

Most respondents surveyed 
were generally between the 
ages of between the ages of 19-
35 and 36-65. Angered reach 
an older population compared 
to the others bath houses.

Reach a regular public, and de-
fine the Hammam as a regualar 
place to go to, not an exclusive 
rare event. Find a way to turn 
the irregular client into a regular 
one.

Reach a wide range of the pop-
ulation giving space for different 
activities.

FOR THE DESIGN FOR THE DESIGN

ill. 4.11

ill. 4.12
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Most of the respondents surveyed lived quite close to their bath 
houses. Valhalla recorded quite a mix of areas as it is located cen-
trally. Angrered and Hammarbadet recorded visitors living in close 
proximity to the bath house.

PARTICIPATION
-
SURVEYS

PLACE OF RESIDENCE

Valhallabadet

Angered Arena

Hammarbadet

CONCLUSION

People tend to visit facities that 
are close to where they live.

If the facilitity is located in a cen-
tral area reaches a wider spec-
trum of clients due to its known 
and well connected position.

A more isolated location, far 
from the city center will reach a 
more local community as Ham-
marbadet chart is showing.

Consider the location into the 
design as it reflects the users’ 
population. Try to call users from 
different part of the city.

FOR THE DESIGN

ill. 4.13
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PARTICIPATION
-
SURVEYS

COMMENTS FROM THE GUESTS

VALHALLABADET ANGERED ARENA HAMMARBADET

What do you like about the ex-
perience?

Do you have any other
comment?

The clean water - Male, 19-35

Workout and relaxation - Female, 19-35

Everything - Male, <18

Good workout - Male, 19-35

Swimming and the sauna - Male, 19-35

It needs waterslides - Male, 19-35

Clean more often - Male, 36-65

I think a steam-sauna is missing - Male, 19-35

There should be more Jacuzzis - Male, <18

Working here in Angered - Male, 36-65

Hockey practice - Female, 36-65

Don’t close the gym, thank you!!! - Male, 19-35

Do you have any other
comment?

Do you have any other
comment?

What do you like about the ex-
perience?

What do you like about the ex-
perience?
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SOFT MAPPING
-
OBSERVATION CHEKLIST

 VALHALLA

There is a laid-back atmosphere at Valhallabadet. As it is the central bath in Goth-
enburg, it has a larger network of various types of users. Due to this you don’t get 
a feeling of being out of place or observed. The various spaces are large, and 
have room for free movement as well as relaxation and socialisation. 

The changing rooms and sauna area are large and spacious, and even if there 
are a lot of guests at the same time it doesn’t feel crowded. The wet-sauna is 
by far the most popular. The various spaces are lit according to function, so the 
saunas are scarcely lit which creates a relaxing atmosphere. The saunas feel airy 
and open, with large windows separating the various rooms. 

It’s calm, and women talk quietly amongst each other. The majority talk in Swed-
ish. It is mostly young women in pairs conversing with each other, while the el-
derly women are there by themselves. They take their time to clean and scrub, 
taking multiple turns in the sauna followed by cold baths and the Jacuzzi. A pair 
of young women is going through a longer cleaning process in the showers, help-
ing each other to scrub and moisturize. One woman is using the showers where 
there are seats for the disabled, to sit down and scrub her feet. Regular guests at 
Valhallabadet are becoming familiar with each other, and form bonds. However, 
there is little interaction with the staff in the changing rooms or sauna area.

Girls in PairsFull of PeopleBig Spaces

OBSERVATION CHECKLIST

Same Culture Group Together Scrubbing in the Sauna Scrubbing a Friend

E : Entrance  C : Corridor   N : Neutral room    W.C : Toilet   W : Warm room   H : Hot room   Ht : Hot Tube   P : Cold pool   Sa : Dry Sauna

ill. 5.1

ill. 5.2
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SOFT MAPPING
-
OBSERVATION CHEKLIST

Walking into the Roman Bath is like walking into a time capsule back to the 50’s. 
All the original interior and details have been kept and maintained. As there are 
almost no signs or indications, there is a feeling of disorientation and confusion 
about how to proceed. Although it’s in the basement, it feels quite spacious and 
not at all crowded. 

There are private, numbered cabins with lockers and massage-benches. Further 
on you come to the cold pool and the room for personal hygiene. Here there are 
showers and marble benches, but the atmosphere is very institutional. Moving 
further there is the hot room with wooden chairs and benches for relaxation. From 
here you can chose the dry- or wet-sauna. Both of the saunas feel very intense. 
The area smells of chlorine, warm wood and something indefinable.  

There is a nice place to socialize around a table, with warm beverages. Here a 
group of young women have gathered after the cleansing process, chatting and 
having ‘fika’. The women are probably in their late 20’ or early 30’s. Is this a spe-
cial occasion or a regular appointment? There is also an elderly woman taking 
care of her body and mind, and she looks like she is going through a well-used 
routine. On one of the days the Roman Bath is reserved for men, there is a group 
of older men hanging out. They’re discussing loudly, while having wine and cof-
fee. They group of men are friends, and go the bath regularly to meet.  

 VALHALLA - ROMAN BATH

E : Entrance  C : Corridor   N : Neutral room  W : Warm room   H : Hot room   P : Cold pool   Sa : Dry Sauna

Networking Drinking tea Scrubbing a Friend Scrubbing

ill. 5.3

ill. 5.4
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SOFT MAPPING
-
OBSERVATION CHEKLIST

ANGERED ARENA

Kids playing and having fun

Angered Arena offers a range of water related activities. It is divided in two zones, 
one for swimming and one for playing. The play-area is both engaging and chal-
lenging. The spaces are open with a good visibility, and they are done in bright 
colours. In addition, there is a great view to the surrounding nature  from the dif-
ferent pools. 

The arena is very multicultural, with a large span in age groups. There is a lot 
of energy in the spaces, and one can hear many different languages as well as 
Arabic music for the Water-Aerobics class. Looking around, there are noticeably 
more men than women, and many of the men are visiting together with their chil-
dren. There is only one woman in a full-body covering swimsuit.  The Jacuzzi is 
placed near the play-area. The Jacuzzi is informally organized between the men 
and women so that they don’t mix. Maybe as a result of this, there is little interac-
tion between the genders. Guests with the same cultural background interact 
more. The staff is very present in the pool area. There is a clear connection be-
tween them and the guests, and they seem very familiar. 

The changing rooms are accommodative, but small. Perhaps as a result, there is 
little interaction except between the children. Due to the large number of children, 
and small space, there is a very loud volume. There is not many using the sauna, 
it with the strong light there is not a specific change in the atmosphere. The arena 
is very accessible with a pool that can adjust the depth, as well as private show-
ers.

Same culture groups together Dads with kidsNoisy Different languages More men than women

E : Entrance  C : Corridor   N : Neutral room    P : Cold pool   Sa : Dry Sauna ill. 5.5

ill. 5.6
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SOFT MAPPING
-
OBSERVATION CHEKLIST

The Relax Bath at Angered Arena is new, with a peaceful and relaxed atmos-
phere where one can hear the sound of water bubbling.

The area is well organized, with a seating area, Jacuzzi, sauna and a steam room. 
There are men with backgrounds from the middle-eastern areas that are talking 
together. They’re active in the different areas of the Relax Bath. However, there 
could be added a more spacious, inclusive central space where the different 
guests can sit down and converse.  

ANGERED ARENA - RELAX BATH

Sw : Swimmingpool   C : Corridor     W : Warm room    H : Hot room    Ht : Hot tube  Sa : Dry Sauna

Different LanguagesScrubbingNetworking

ill. 5.7

ill. 5.8
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SOFT MAPPING
-
OBSERVATION CHEKLIST

HAMMARBADET

Compared to the other two bathhouses, Hammarbadet is quite smaller and more 
local. It seems that many of the guests know each other well, including the staff. 
Hammarbadet offers a small a gym, pool, changing rooms with showers and dry-
sauna. Both swimming pool and the women’s changing room are empty, but one 
can hear singing from the men’s side.  The interaction happens by the entrance 
or on the way to the gym upstairs. 

The facility is not in a good shape, it has become old and in need of a renovation. 
On the door to the sauna there is a sign saying ‘No body care in the sauna – You 
are not allowed to have any hair-masks, creams or to dry-scrub in the sauna. Be 
considerate of the other guests. Thank you!’ Since this appears to be, or have 
been a problem, maybe an extra space for this could be added. There could also 
add an intermediate space, for instance between the hallway and the changing 
rooms where one takes the shoes off. 

ScrubbingDifferent LanguagesSame culture groups togetherMuch more men than women

E : Entrance  C : Corridor   N : Neutral room  W : Warm room   W.C : Toilet   Sa : Dry Sauna ill. 5.9

ill. 5.10
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DATA ANALYSIS
-
RESPONSE TO DATA

DESIGN SYNTHESIS

FEELING MEASUREMENT 
DATA ANALYSIS EFFECT ON DESIGN 
FAMILIARITY Consider  the size and location 

of the facility 
Community based facilities 
increases the feeling of being ‘at 
home’ (familiarity) 

RELAXATION Use spread out relaxed spots to 
create a relaxed atmosphere 

Define the design of in-between 
spaces 

WELCOMING Reflect upon the sense of community 
 

Integrate between 
the facility and the neighborhood 

COMFORT Comfort increases with easy access to 
facility. 

Define a clear sequence of 
spaces with good connection 
and accessibility 

SAFETY Make sure that both the indoor 
spaces and the outdoor one are 
perceived as safe 

Reflect upon the lighting systems, 
the path to the entrance 
and the transparency 

MAINTENANCE Maintenance decreased with decrease  
in community responsibility 

Make a smart choice in terms 
of materials considering their 
life span, water resistence, 
and make sure they are easy 
to clean as well as warm and 
attractive. 

AUDIBILITY Divide the space in different 
Activity zones. 

Use sound absorbing and 
proofing materials 

PROXIMITY Proximity and accessibility were inter 
related 

The location of the facility 
needs to be well connected with 
both public and private transportation. 
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SYNTHESIS
-
DESIGN STRATEGY

THE DESIGN FRAMEWORK

After conducting the survey, collecting and analyzing the data, to-
gether with the material we gathered from literature about the ham-
mam culture we developed a design framework.

HOW CAN WE CREATE A DESIGN FRAMEWORK FOR A 
SOCIALLY INCLUSIVE NORDIC HAMMAM THAT CAN 
BE DEVELOPED IN GOTHENBURG WITH MINIMAL 
SITE-SPECIFIC ADJUSTMENTS?

The design framework or blueprint is a set of organized interchange-
able modules whereby each module is a self-contained component 
that is designed in response to the data collected done over the 
traditional hammam structure and experience.

The functionality of these spaces in terms of their size, hierarchy, se-
quence and relation to the outdoor environment is tailored by data 
inferred from secondary data; books and journals and developed a 
strategy and a sequence of spaces always referring if they fit with 
data collected and analyzed. 

These modules that make up the overall design/blueprint can be 
taken apart to fit any suitable scenario with little to no site-specific 
adjustments.

THREE SCENARIOS 

PLUG-IN  to an Already Exsiting Structure

For example already existing bath houses or other public facilities 
like Valhalla, Angered Arena or Hammarbadet. i.e. in Valhalla, we 
will  just modify the already existing sauna with an extension of our 
‘steam hot room’ module.

An Entirely NEW STRUCTURE in the City

In the city centre as part of the new development areas in Friham-
nen as part of the vision of ‘Älvstaden’ or ‘The River City’ for Goth-
enburg 2021 

An Entirely NEW STRUCTURE in the Suburbs

Placed in the sub-urban area as a node between the city and the 
landscape. We decided to explore this one; to develop a fusion be-
tween the nordic Sauna culture and the Hammam culture. 
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THREE SCENARIOS

DESIGN
-
SCENARIOS

+

GOTHENBURG 2021 PLUG-IN

ill. 8.1 ill. 8.2
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DESIGN
-
SCENARIOS

SUBURBIA

The suburban areas of Gothenburg are surrounded by an abun-
dance of green space, and placing a new social attraction in this 
environment could potentially encourage more use and apprecia-
tion of the nature. It could also attract visitors from other areas of 
the city that would not normally travel to these parts of Gothenburg.
The Nordic Hammam will not be the same as the old Hammams 
known from the Middle East, but a fusion between the Nordic sauna 
culture and the Hammam culture.

THE CHOSEN SCENARIO

ill. 8.3
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DESIGN
-
THE SUBURBAN HAMMAM

WHY BUILD A NORDIC HAMMAM IN
RANNEBERGEN?

Rannebergen is an area in the Angered district, northeast in Goth-
enburg. It was built as a part of the Swedish ‘Million Homes Program’ 
in 1971-74 (Wikipedia 2014). The development is organized to give 
all the apartments a view of the surrounding nature on both sides, 
and the building stock mostly consists of 3- and 9-stories buildings 
(Wikipedia 2014). Rannebergen also has a central square, with a 
grocery store, pizzeria, hairdresser, elementary school as well as a 
local public bath.   

There is an on-going political discussion about the future of the two 
public baths Hammarbadet and Rannebergsbadet. Both baths are 
important social nodes in their local communities, as well as impor-
tant institutions for improving the general swimming ability in the 
Angered district. Placing the Nordic Hammam in this area is not 
meant as a competition to, or a replacement of these institutions. It 
is meant to be a complementary addition. As the first public Nordic 
Hammam in Gothenburg, it will be a new attraction in Angered for 
both locals as well as guests from other parts of the city and could 
potentially be a tool for better integration between the districts. It 
will be for those interested in experiencing the Hammam and sauna 
rituals, for those who are familiar with these traditions as well as for 
those who are new to them. The Nordic Hammam will be a place 
where guests can meet across age, gender and cultures and in-
teract through the global rituals connected to cleaning, water and 
wellbeing.

ill. 8.4 Maps of lakes in Angered. A potential site for the Nordic Hammam is Stora 
Mölnesjön, whic is well-connected to the public transportation system.
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DESIGN
-
IMPLEMENTATION STRATEGY

THE IMPLEMENTATION STRATEGY

A project like the Nordic Hammam has to be rooted in, and have 
support from the local community. The diagram is a strategy of how 
the local community can be an active part and stakeholders in the 
development and use of the project.

1st PHASE

The architects are stakeholders and the instigators of the project. 
First step is to research the current situation in terms of local needs 
and conditions. For the project to be rooted in, and supported by the 
community there should be strong partnerships with local schools 
and associations as well as the municipality.

2nd PHASE

To create public awareness of the project, beyond the partnerships, 
temporary installations can be placed at the site to mark that some-
thing new is being developed. Together with the local partners, 
workshop related to Hammam and sauna culture can be developed.

3rd PHASE

Invite the public to take part of the incremental building process 
through various workshops. Start building the entrance area, which 
is flexible enough for multiple purposes and can be used through-
out the entire process. Let the building site be open for the public to 
interact with through the construction phase.

4th PHASE

Develop the remaining programs according to the needs and wish-
es of the local community. By the end of the construction phase, let 
the building be continuously used, developed and maintained by 
the local stakeholders as well as the general public. ill. 8.5 Diagram of the Development Strategy
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DESIGN
-
PRESENTATION

A MODULAR DESIGN

The design started with a deep research and comparison between 
different hammam’s plans and sections. The study was essential for 
a clear understanding of the architectural definition of the hammam 
in terms of functions, sequence of rooms, shapes and dimentions.

To define the shape and the dimensions for our project the paper 
“The architecture of Islamic public baths of North Africa and the 
Middle East”  was used as a reference. Due to the short time avail-
able for the design process we decided to work on a modular grid. 
The decision is supported by the hammam design itself; it is in fact 
possible to find a more or less strict modular definition in many tra-
ditional hammams.

The Ayasophya hammam in Istanbul, known to be one of the most 
rapresentative turkish hammams, is here taken as modular exam-
ple. A grid has then been defined on the dimension of 3 x 3 m and 
is the base for the definition of all the rooms in the Nordic hammam.

The different functions respond to the needs both of the traditional 
hammam and the sauna, making it possible for both cultures to be 
separately identifiable.Their architectural outcome is defined by a 
fusion between the traditional domed roofs and the more contem-
porary scandinavian style.

ill. 8.6 Diagram of the Modules
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DESIGN
-
PRESENTATION

Social node, place for 
conference, exibition 
and workshops

NORDIC HAMMAM ARCHITECTURE AND PROCESS

When entering the  Nordic Hammam, it’s about a new bath expei-
ence for mind and body.

The visitors are guided through a series of spaces, starting from 
the entrance as the social, gender inclusive core of the building, 
to a series of rooms that are defined by different temperatures and 
functions.

Guests can choose their own room sequence knowing that the sau-
na- and the hammam experience can be taken independently as 
well as joined. There is total freedom for the guests to feel as com-
fortable and safe as possible. 

The  Nordic Hammam aims to be a vital social centre in its district. 
An important meeting place for the neighbourhood as well as for 
visitors from other parts of the city and tourists. 

This solution as an unique combination of two cultures, hopes to 
meet the needs of the two in a relaxed and ‘open for all’ - structure, 
and to offer a new interesting place for the comunity.

SAUNA PROCESS

The sauna process is about a typical Scandinavian experience 
where the strong passage between the hot room and the cold pool 
is the core of the process itself. The connection with the natural en-
vironment, which is an important aspect, has been taken into con-
sideration during the design process. Due to this, there are external 
docks and an easy access to the lake integrated in the design.

HAMMAM PROCESS

The hammam process is strongly related to the traditional hammam 
experience, where the pasage between the rooms is gradual and 
smooth. It is linear and protected from the outside, so that it feels as 
a safe place for all cultures. 

Acclimatize, set the 
mood and understand 
the space

Relaxation, body 
treatment, feeling con-
fident.

Feelig great , trying 
the traditional ham-
mam process

Feeling great, trying 
the traditional sauna 
process

Contact with the na-
ture, landscape inte-
gration

E : Entrance   N : Neutral Room   W : Warm Room   W.C : Toilet   C : Corridor   Sa : Dry Sauna   P : Cold pool   L : Lake  H : Hot room   F : Furnace
ill. 8.7

ill. 8.8
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DESIGN
-
PRESENTATION

THE NORDIC HAMMAM

1 2 3 6 metres

ill. 8.9
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DESIGN
-
PRESENTATION

1 2 3 6 metres

ill. 8.9
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DESIGN
-
PRESENTATION

THE NEUTRAL ROOM
 
The neutral room is the social core of the Nordic Hammam, it is the 
first room where the gender are separated and a safe place pro-
tected by indiscreet looks. The users meet the neutral room both at 
the beginning and at the end of the process. 

At the beginning the room wants to be welcoming, with a comfort-
able and well designed space to set the relaxation mood. This is the 
starting point of the bath process. Here you acclimatize and settle 
in, get familiar with the new place and the multicultural environment 
surrounding you.

At the end of the process the neutral room is where you take your 
time after the bath. The room provides you with the possibility of sit-
ting comfortably. To drink some tea or coffee with snacks. Here you 
spend quality time with the friend you came in with or a new one you 
met in the process. 

The space is defined by high a cealing and soft diffuse light with 
comfortable seats and couch that invites to a convivial behaviour.

FURTHER DESIGN STUDIES

The proposal represents a possible combination of rooms, passag-
es and their sequence.

The rooms that are chosen are the basic and necessary ones in 
order to define a good fusion between the scandinavian sauna tra-
dition and the hammam.

It is possible to add spaces according to different needs, such as 
pools with different temperatures, semi-open spaces on the lake, 
etc.

The shape and dimension itself can be modified and studied
deeper in order to maximize the light intensity, direction and orienta-
tion as well as user capacity. 

The study of the materials themselves in relation to their physical 
properties, and their interior design quality can be an interesting 
topic to look further into.

THE RELATION TO THE LANDSCAPE

The nordic Hammam is set into the swedish suburbian ladscape, 
where forest and lakes are the main natural aspect.

The idea behind the location of the nordic hammam, is to create 
an incentivate increase the use of the abundant nature surroundig 
these areas. It is a possibility to offer a quiet place that’s changing 
through the seasons. The surrounding nature would be the main 
source of workshops and thematic conferences and seminars, an 
occasion for the community to learn about nature’s potentials and 
touch it at first hand.

In the nordic hammam experience the lake and its cold water are 
part of the sauna process, as the tradition wants. Part of the building 
is designed over the lake, with a large opening to guarantee a view 
of the landscape. The external dock is the transition place between 
the exterior and the interior of the building. 

For these reasons, even if the traditional hammam is generally 
placed in dense urban areas the choice of the location is justifiable.
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-
PRESENTATION

POSSIBLE COMBINATIONS

COMBINATION 1

The Nordic Hammam modules can be mirrored on the long end. By 
mirroring the Nordic Hammam, there can be one part for women 
and one for men. By having to separate parts connected by a com-
mon entrance, women and men can go the Nordic Hammam on any 
given day of the week and socialize before or after the process. 

COMBINATION 2

The second configuration is closer to the European ‘Open-Air’ Baths 
known from cities like Zürich. Placed on the lake, it has a courtyard 
for taking a dip in the water. It is more private and protected, but it 
would be shared between the female and male side of the Nordic 
Hammam. 

COMBINATION 3

When the Nordic Hammam is mirrored on the short end, it gives 
both parts of the building a similar view of the lake and forest. How-
ever, as it is not as compact as the two other configurations it could 
be experienced as a barrier to the lake from the land.  

ill. 8.10 ill. 8.11 ill. 8.12
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-
PRESENTATION

THE INTERACTIVE MODEL

The interactive model is not only made to communicate our design 
to an audience. Smaller moveable modules in wood let the audi-
ence participate in ‘Building their own Nordic Hammam’. The model 
could also be a tool in a potential design workshop in the future.   

ill. 8.13

ill. 8.14
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THE EXHIBITION
-
PUBLIC PRESENTATION

THE POSTERS

ill. 8.15 - 17 Posters
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THE EXHIBITION
-
PUBLIC PRESENTATION

ill. 8.18 - 19 Posters
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THE EXHIBITION

THE EXHIBITION
-
PUBLIC PRESENTATION

ill. 8.20 Presenting ill. 8.21 The Group with Anna
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OUTRO
-
PROJECT REFLECTIONS

REFLECTIONS ON THE PROJECT

THE PATICIPATORY METHOD

In our user participatory method we decided to sample the users of 
five bath houses around Goteborg; Valhallabadet, hammarbadet, 
angered arena, Hagarbadet and upper house hammam. We were 
unfortunately allowed access to three public baths; Valhallabadet, 
hammarbadet, angered arena.

The reason for selection was constrained to accessibility and the 
available time frame availed to conduct the study.
 
The data we gathered from the three bath houses assumed that 
this was the reflection of the whole Goteborg area in the area under 
investigation. This although is not scientifically true.

Our level of user participation only reached to the Dialogue step of 
the Participation Ladder, as they were not actively included in the 
design process. If participants or focus groups were included in the 
design process the outcome of the design could have been differ-
ent.

IS THE PROJECT SUSTAINABLE?

Our project viewed sustainability in terms of these three defining 
facets; social, economic and ecological.

Social
The project attempted to attain social sustainability by the merging 
of two cultures that shared a common habit, bathing. The merging 
of the sauna culture and the hammam culture is seen in the out-
come design; the Nordic hammam.

In terms of the location, we intended to provide something that is 
rooted to the local community in the Angered area. In the hope that 
this will give people an incentive to visit the area in the process of 
accessing the facility.

Economic
We attempted to counter the overall cost of setting up the project by 
suggesting the inclusion of the local population in the construction 
of the project and also employing some to maintain the project.

Ecological
We had ideas on how to make the project eco-friendly in terms of 
choice of material, efficient energy use for heating, minimizing ef-
fect on the immediate natural environment.

THE DESIGN PROCESS

The design was based on studied literature of both the hammam 
and the sauna process with reference made on collected data. It 
is an abstract form that can be used as a blueprint to be effected 
anywhere around the Goteborg area. This makes the design to fall 
short of any site specific adjustments such as available material 
choice,  reaction to natural forces i.e. wind, sun, water and earth or 
urban context.

Available time frame influenced the design in the sense that we had 
to select one design form to develop further, this would have been 
explored and tested had we had more time.

The measurement of user perception, ‘feelings’, is vital in the in-
stance of design a plug-in to fit into an already existing bath house 
say Valhalla for example.

Our design strength would have been better if we had actually vis-
ited a hammam. But this was supplemented by the help we got from 
Simon Farsi, as he is well versed in the field.
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POTENTIAL FOR FUTURE WORK

The project could be further developed in various aspects depend-
ing on the intended purpose and interest of potential stakeholders.
The following are the various ways:

A further inquiry into material detail and use

Effecting site specific adjustments to fit a particular site scenario

How the structure fits into the city and the surroundings in terms of 
planning

Collaboration with a specific stakeholder/interest group in the de-
sign process of the project
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HOW LONG HAVE YOU SERVED AT VALHALLA?

I have worked here since 1993.

HOW DO YOU VIEW THE USERS OF VALHALLA?

It is nice with so many guests with varying ages as well as ethnic backgrounds. 
I think the many different guests of Valhalla mirrors the population structure of Gothenburg.  

ARE THERE ANY CHANGES YOU HAVE WITNESSED OVER TIME?

Back in the days Valhalla Badet was about cleanliness and hygiene, now it’s more about workout and 
fitness. The guests don’t come here to get clean, but to feel well. It’s about wellness, which can entail so 
much; a healthy body, a healthy mentality, etc. It’s about feeling good in your soul. Some guests come 
here to be social, others for the saunas, for different things.  

WHAT ARE THE POSITIVES?

The positive about Valhalla Badet is that everyone meets, no matter the social position they hold. 
Naked we are all the same. 

HOW MANY PEOPLE DO YOU HOLD IN A DAY, IN A WEEK?

We don’t keep a daily count, but in a year we have 480 000 visitors. Valhalla Badet has the same 
amount of visitors in a year alone, as the other public arenas have combined. 

ANY ADVICE YOU WOULD GIVE US AS DESIGNERS?

Use soft materials to reduce reverberation. Create soft shapes that are comfortable for the body, and 
build a flexible structure. Then the various rooms and areas can change according to use, for instance 
a pool that can adjust the depth. Use light colours, but not only white. And use durable materials, be-
cause these types of arenas are built to stand for a long time. But build a flexible building, especially the 
spaces for changing. Today, they build to few showers and they save money by reducing the changing 
rooms to the minimum. Which is a shame, because these spaces are meeting places. Look at what type 
of organization you’re designing, and build from that. Build out from an accessibility perspective, so 
that it’s available for everyone. This means no thresholds. Create changing rooms so that for instance, 
a male chaperone can follow a female user without problems.  

ANY CONFLICTS OR COMPLAINTS?

We have complaints everyday, but no larger conflicts. It could be someone complaining about too 
crowded lanes. 

WHY IS THE ROMAN SPA GENDER SEPERATED? IS THIS A NEW THING?

It’s because there are no separate showers and saunas, and it’s not socially accepted that men and 
women shower together. It has always been like that; we are not as open as they are in Germany for 
instance. There they are much more open. 

LARS DAHLSTRÖM
Sales & Promotion Coordinator at Valhallabadet
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HOW LONG HAVE YOU SERVED AT HAMMARBADET?

For 14 years. 

HOW DO YOU VIEW THE USERS OF HAMMARBADET?
 
The users are different associations, private persons and swim-schools.

ARE THERE ANY CHANGES YOU HAVE WITNESSED OVER TIME?

The politicians want to close Hammarbadet down. Hammarbadet is in need of a renovation, which will 
cost somewhere between 25-30 millions. They will decide if they’re going to renovate the entire build-
ing, just the pool, just the gym or demolish it. We will know in the beginning of the next year. But we 
have campaigns and collect signatures to save Hammarbadet. We’ve gathered more than a thousand 
signatures. 

WHAT ARE THE POSITIVES?

The social aspect of Hammarbadet. Many of the newcomers to Hammarkullen are also new to the coun-
try. For them Hammarbadet becomes a key node, where we help them to navigate in the system. For 
new women, Hammarbadet is a positive place. The social aspect is very important, and Hammarbadet 
has socially important role in the society. Everyone knows each other here. 

Hammarbadet is run by IOFF.  It’s also the only bath, which helps people from the Swedish Prison and 
Probation Service to rehabilitate different individuals back into society. I’m a contact person for them, 
and we always have one working here. One hour working in Hammarbadet equals one day in prison.  

HOW MANY PEOPLE DO YOU HOLD IN A DAY, IN A WEEK?

For the gym: 3000 people every month on average.
For the bath: 2000 people every month on average.

ANY ADVICE YOU WOULD GIVE US AS DESIGNERS?

Hammarbadet have guests from 175 different countries, and they miss the warm weather and sun-
shine. Don’t build a Hammam, it’s too expensive and no kids will go there. When adults are naked, no 
kids will come. I have an idea for a building. You make one part with water and one part with sand. And 
really bright light, like the sun. We miss the warmth and the sun, and we miss resting and entertainment. 

ANY CONFLICTS OR COMPLAINTS?

There are a lot of complaints. People still hope that Hammarbadet will continue to be open. Hammarba-
det is the only local bath for the residents of Hammarkullen and Hjällbo. 

DO YOU HAVE ANY OTHER COMMENTS?

There is darkness everywhere, we need more light.

ALI MOUSA
Administrator at Hammarbadet
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HOW LONG HAVE YOU SERVED AT ANGERED?

I have worked here for 1,5 years, since 2013. I was previously at Liseberg. 

HOW DO YOU VIEW THE USERS OF ANGERED ARENA?
 
We have a swimming pool, gym, Track & Field, a hockey rink and a sports hall that high school students 
and people with physical disabilities amongst others use. It’s a part of the FaR-program (Swedish ac-
ronym for Physical Activity on Prescription).  

ARE THERE ANY CHANGES YOU HAVE WITNESSED OVER TIME?

There were very few guests in the beginning. But for 2013 we calculated 130 000 guests [Open for 9 
months], this year we have approximately 90 000 more.

WHAT ARE THE POSITIVES?

People know us now, both from Angered and the rest of Gothenburg. Since Angered Arena is a public 
arena, we can’t advertise it or put down the prizes. That would ruin the competition for the private ac-
tors. 

HOW MANY PEOPLE DO YOU HOLD IN A DAY, IN A WEEK?

The number of guests increases during the autumn, and we have approximately 20.000 guests a month. 
During the spring the number of guests decrease, and we have approximately 10.000 guests a month.  

ANY ADVICE YOU WOULD GIVE US AS DESIGNERS?

It’s important that it’s customized to fit everyone. Especially in terms of availability.
Something we worked a lot with at Liseberg, which I have introduced to the staff here, is to view the us-
ers not as customers but as guests. You can speak badly about a customer, but not a guest. 
We try to embrace the customers.
 
ANY CONFLICTS OR COMPLAINTS?

We have had issues with local groups of youth that have threatened our guests and staff. They have for 
instance vandalized some of the interior. There are two different groups, one with teenage boys from 
Somalia and one from Bosnia. We have reported these incidents to the police, but many of the teenag-
ers are adolescents so the cases go to the municipality and social services. Many of the teenage boys 
in the Somali-group are active in the local boxing club, so we’ve been in contact with their coach. If they 
misbehave around Angered Arena now, it will have consequences for their boxing. This can mean that 

they’re banned from boxing practice for a couple of weeks. 

DO YOU HAVE ANY OTHER COMMENTS?

Only 2 out of 10 inhabitants can swim in Angered, while the numbers for the rest of the city is 8 out of 
10. Angered Arena is built as a part of the municipality’s attempt to ‘close the gap’, and increase the 
number of children that can swim in this area. Another issue is that on average, there’s a 10-year shorter 
life expectancy for Angered compared to the rest of Gothenburg. This equals the life expectancy differ-
ence between Sweden as a whole and Bolivia. Gothenburg Municipality is a part of the WHO initiative 
‘Closing the Gap’, where Angered Arena is a part of the strategy. Research shows that social inequality 
increase economical differences, and that social equality are better for the society as a whole, also the 
rich. The ability to swim is also a question of social justice. Many people who live in this area also strug-
gle with traumatic backgrounds, which have led to both physical and mental complications. 

HOW MANY PEOPLE USE THE SPA FACILITIES?

The spa is not officially opened yet; we’re going to develop it more in the coming year. But now we 
have around 4-5 users at a time. We hope to be able to provide massages and Aufgüss treatments in 
the saunas. Aufgüss is an etheric oil treatment from Germany where the staff uses towels to circulate 
the etheric oil in the air.  We have staff that is educated for this, and we would like to introduce different 
health themes. We don’t know if there’s a need for this type of offer, and we have to be careful when we 
develop extra programs for the facility. As the arena is very new, we need to have a strong core busi-
ness first. Here the core is learning people to swim.

Since we opened, we’ve needed to expand the staff with 9 people. One staff member costs approxi-
mately 400.000 SEK a year. This is not a lucrative business, and it’s funded by tax income. There is a 
minimal return on both the pool and the ice-rink. The gym generates a lot of customers, but it’s at full 
capacity now. We want to expand it, because we have the space and the customer foundation. But 
we’re not sure if we can, and if it’s even legal in the first place to have it. The Swedish Competition Au-
thority (Konkurrensverket) might look into it. The law doesn’t really specify what ‘additional programs’ 
are, so we’re not sure if we can have a gym as an addition to the pool and ice-rink. In Strömstad there is 
a similar arena, which were taken to court by The Swedish Competition Authority. The Strömstad arena 
won, but they don’t know if the Competition Authority will make an appeal.  

GUNNAR SVENSSON
Head of Unit at Angered Arena


