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A winter wonderland on Broadway
Musical production of Disney’s Frozen is a Norwegian-inspired delight
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Ad size and frequency customized for any budget
Creative design services
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«

Vi tenner et lys i advent,
det varmer de som frosset er
Vi tenner et lys i advent,
Det sprer lys over oss
i mørket her.

»

– Stewe Gårdare

Not just on the silver screen:

Lori Ann reinhALL

The Norwegian American

Caissie Levy as Princess Elsa in Frozen: The Broadway Musical.

In the film, there is music, action, and
special effects, the likes of which are seldom
seen. And once again, last summer, my curios
ity won out when I heard that Seattle’s Taproot
Theatre was putting on Frozen Jr (2019). The
blockbuster Disney animation became a mini
malist production with a group of amateur kid
actors, and it worked like magic (www.norwe
gianamerican.com/features/frozen-jr-enchants-

See > FROZEN, page 26
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“Frozen-mania” takes the US by storm
Admittedly, when I first heard about the
movie Frozen (2013), I was a little skeptical. A
Disney cartoon set in a fictional kingdom some
where in Norway: what in the world would they
do with it? But curiosity won me over when I
heard many of the settings were based on my
hometown of Seattle’s beloved sister city, Ber
gen. I had to see the movie—and instantly be
came a fan.
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educates). I didn’t have to think twice, then,
when I recently found myself in New York
City, where the production of Frozen: The
Broadway Musical (2018) was playing at
the historic St. James Theatre: it was simply
something I couldn’t miss.
Having never spent much time in New
York, let alone attended the theaters there,
my first experience with a Broadway pro
duction did not disappoint. My excitement
mounted as my colleague, Brooklyn na
tive Victoria Hofmo, and I approached the
theater and I saw the bright blue and white
marquee. But it was even more exciting
once we got inside. The theater, built in
1927, with its ornate, gilded, landmarked
auditorium, has been lovingly restored, and
we were swept into another world.
But what unfolded on the stage was
still more magical. We knew it would be
special when we saw the northern lights
projected onto the curtain, and when it lift
ed, we were taken straight back to Norway
with a scene out of the fjords. The set de
signers had down their homework, and as
we would learn, they had done it very well,
from beginning to end.
Frozen takes place in the fairy tale
kingdom of Arendelle, which, as men
tioned, draws its inspiration from scenery
in the western fjords, the city of Arendal on
Norway’s southern coast, and Bergen, with
its charming wooden buildings at Bryggen.
On stage, this is achieved through the use
of traditional set designs, projections, and
other lighting tricks. With shades of blue,
green, purple, and turquoise, infused with
silver and white, you are drawn into a win
ter landscape of enchantment.
For those of you not familiar with the
plot of Frozen, it is loosely based on Hans
Christian Andersen’s 1844 story “The Snow
Queen,” with its cold and wicked antago
nist, who lives in a land of permafrost. In
Frozen, an icy curse is put on Princess Elsa,
so that her touch will freeze everything she
comes in contact with, even a human heart.
Through an accident, the entire kingdom is
put into a state of perpetual winter.
But before the spell is cast, in con
trast with what’s to come, there is also a
beautiful summer to enjoy, most notably a
midsummer dance around a maypole. The
lovely setting sets the mood for the play,
playing off both Swedish and English tradi
tions, and with colorful ribbons, gorgeous
swirling skirts, and lots of singing and mer
riment. Never mind the mixing of tradi
tions: the singing and dancing in the pro
duction are superb, amid the greenery and
summer light.

Caissie Levy as Elsa and Patti Murin as Anna and the company of Frozen on Broadway.

Ryann Redmond as the lovable snowman Olaf.
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Once winter takes over, the set moves
inside the castle, which reminds one of the
interior of a Norwegian cabin, albeit on
a large scale. The muted set colors come
straight out of rosemaling, as do those of the
costumes. At home, the royals roam about in
quasi-bunads, lending a homey sense of fa
miliarity. But the lighting inside their winter
home is dim, as if to reflect an unnatural way
of life for a people and culture that are so at
home in the fresh air of the outdoors.
It is the outdoor scenes that steal the
show in the end, be it at a mountain chalet or
high on the mountaintop, where Princess Elsa
has escaped the world. Kristoff’s loyal and
larger-than-life-sized reindeer, Sven, capti
vates us, and then there is Olaf, the goofy, but
loveable snowman, who appears as a stuffed
puppet, pushed around by a shadow character
that speaks and sings for him.
And in the stage play, we get to learn
about the concept of hygge—Scandinavian
coziness—in an altogether new way, with a
sauna scene that turns into a Broadway cho
rus line during the delivery of the song “Hy
gge,” led by the rugged mountain man Oak
en. Going in and out of the sauna hut, from
hot to cold, the Nordic men and women ap
pear on stage wearing only fir branches for
modesty, as they embrace the joy of life in
song and dance. It was an unexpected—and
very fun—scene.
But in a production that incorporates
over 300 fabulous costumes, there is one cos

See > FROZEN page 27

tume that stands out, with a song that trumps
them all. That is, of course, when in the mid
dle of a winter wonderland, Princess Elsa’s
glow floats away, her cape vanishes, and her
black dress transforms to shimmering silver
with the sweep of a hand—as if by magic.
It’s a show-stopping moment that takes your
breath away along with the hit song, “Let
It Go.” We’ve all had it in our heads since
2013, but that only makes hearing and expe
riencing it live even more thrilling.
Like all fairy tales, Frozen has a happy
ending when the icy spell is broken, with
hugs, kisses, and a delighted couple—and
like all good fairy tales, it makes you feel
happy, too. But for Norwegian Americans
as well as others, I have to add that Frozen:
The Broadway Musical has much more to
offer, with deep layers of meaning under
neath what appears at first glance as a sim
ple, shallow tale.
When put into a larger frame of refer
ence, there is a much deeper meaning to
discover in the story. There are cultural nu
ances to delve into, as the play touches on
the relationship between non-indigenous
and indigenous peoples, turns traditional
class divisions upside down, and questions
the traditional role of women. While the
storyline may seem superficial, a social cri
tique is present.
One of my favorite songs in Frozen is
“Vuelie,” which incorporates the joik, the
traditional chanting song form of the Sámi,
which sets the tone of the play. In numerous
scenes, there is close interaction between
the main protagonists, who are of royal
blood, and the native people and their folk
lore. The play shows respect to the Sámi
tradition throughout.
Initially, when a curse befalls Princess
Elsa, the queen looks to the hidden people
for help: only they possess the knowledge
that can save the life of Princess Anna. The
belief in trolls and huldra is rooted in Norwe
gian folklore, and in the play, there is some
merging of these beliefs with the shamanis
tic culture. While the royals live behind the
walls of their castle, they understand that
they cannot survive without the power of
those who are more closely tied to nature.
This same acknowledgement of de
pendence and equality also comes to light
in the characters of Anna and Kristoff. As a
princess, Anna has led a sheltered life, cut
off from the world, which has bestowed her
with an innocent outlook on life. At first,
she is attracted to a much lesser royal in
Prince Hans, 13th in line for the throne in
his kingdom, but later, she develops a bond
with Kristoff, a simple reindeer herder. His

The characters of Kristoff and Anna take you to new heights in the Broadway musical production of Frozen.

profession and relationship to the land iden
tify him as one of the indigenous people,
and the eventual mésalliance between the
two is implicit.
The contrast between the two sisters
Elsa and Anna is also of interest. As the
elder heir to the throne, Elsa is more du
ty-bound and is protective of her younger
sister. She isolates herself to protect Anna,
who is unaware of her sister’s predicament.
She disapproves of Anna’s rash decision to
marry the petty royal Prince Hans, but not
for conventional reasons: she wants to pro
tect her sister. On one level, Elsa represents
duty and rationality, in contrast to her sis
ter’s free spirit and imprudence.
The contrast between Elsa and Anna is
also reflected in their outer appearance. Elsa
stands proud and tall, a stately figure, the ste
reotypical Nordic ice queen in all of her mag
nificent costumes. She executes her songs
with power and artistic mastery, while Anna
appears more girlish in her folkloristic garb.
Her songs lack the force of Elsa’s, their sweet
ness reflects her unspoiled, naïve character.
In the end, there is one force to unite
the two: the power of true love. It is only
when the sisters can engage in a forbidden
sisterly embrace that the ice spell is broken.
The two sisters are able to stand up to the
wicked forces of the patriarchy that seek
to destroy them: the evil and calculating
Prince Hans and his consorts. And with her
sister’s blessing, Anna finds her true love

in Kristoff, the Sámi shepherd, who has so
selflessly guarded her. Sunshine, warmth,
harmony, and love are restored to the king
dom of Arendelle.
A simple, predictable storyline? Yes,
but that is, after all, the stuff that fairy tales
are made of—and Frozen is no exception.
But the beauty of the musical is that it can
be enjoyed on so many levels. Both chil
dren and adults alike were delighted by the
music and visual magic that unfolded be
fore them. And in the end, no Norwegian
heritage is required to enjoy the scenery,
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and it’s not necessary to have a degree in
Scandinavian Studies to delve deeper into
the subplots and meanings. Frozen: The
Broadway Musical is simply a delight to
warm your heart.
The author wishes to express many
thanks to Victoria Hofmo for her company
and a lively discussion, which provided
many insights for this article.
To learn more about the cast and production of Frozen: The Broadway Musical,
visit: www.frozenthemusical.com.
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Established in 1889, The Norwegian American is the oldest and only Norwegian newspaper in America! Published every
other Friday, we are proud to bring our readers news from Norway and the Norwegian-American community. Join in on
the fun as a subscriber or advertiser! Call us at (206) 784-4617 or email naw@na-weekly.com for details.
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2020 Advertising Guide – Print rates & sizes
1/8 Page Ads
Color: $133
B&W: $91
V:
2.5”
x
7”

H: 5.125”
x 3.4”

1/4 Page Ads

1/2 Page Ads

Color:
$266

V: 5.125”
x 14.25”

B&W:
$182

V: 5.125”
x 7”

H: 10.4” x 3.4”

Full Page Ad
10.4” x 15”

Color: $540

Color: $1,140

B&W: $364

B&W: $780

H: 10.4” x 7”

Please note: Custom sizes are available to fit your design and budget needs.
Contact us at (206) 784-4617 or ads@na-weekly.com for more information.

Mechanical specifications

Ad design

•
•
•
•
•
•

•
•
•

Column width: 2.5 inches with a .1167 inch (1 pica) gutter
4 columns (64 inches) per page, tabloid size
We accept the following formats: .jpg, .pdf, and .tif
We cannot use Microsoft Word or Publisher formats.
Color ads must be in CMYK color.
Please send digital ad materials to ads@na-weekly.com.

Digital editions

Ad deadline

•

•
•
•

•

•

On Tuesdays, 10 days prior to publish date.
A 10% rush fee will be applied for late ads.
If you fail to provide a scheduled ad, you will be charged
full price for the missed placement.
We still sometimes have space for last-minute ads: just
ask us, and we may be able to make accommodations.

Billing & fees
•
•

Payment is due 30 days after invoice date.
A $35 late fee is added to invoices 60 days overdue.

We oﬀer ad design for $80 and revisions to ads for $50.
Minor changes or updates are included.
Please begin working with us on your ad design at least 2 weeks
before the issue date to allow time for revisions.

The Norwegian American also oﬀers a free digital edition to
all print subscribers.
Our weekly newsletter is another great place to advertise.
It reaches a large audience, including many subscribers who
don’t receive the print version of our paper.

Discounts for multiple placements
Repetition is key to a successful ad campaign, and you can
save on our already low rates by running your ad in multiple
issues. Call or email for a quote!

PO Box 30963, Seattle, WA 98113 • (206) 784-4617
ads@na-weekly.com • www.norwegianamerican.com
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2020 Advertising Guide – Online Advertising
Why choose online ads?
•
•
•

Be part of our dynamic website at www.norwegiamerican.com
with an average of 41,000+ sessions per month.
Studies show that mixed-media advertising campaigns are signiﬁcantly
more eﬀective. Why not combine print and online ads?
Ask about discounts on our print and digital advertising packages.

Facebook posts
•

•
•

Our Facebook page at
www.facebook.com/naweekly
has over 18,000 followers, a
number that’s growing by dozens
each week.
We can post about your business
or event for just $150 per post.
Images must be in a 1.91:1 aspect ratio at a maximum size of
1,200 x 628 pixels or a minimum
of 600 x 314 pixels.

Website ads
•
•

•

We oﬀer in-content banner
ads and sidebar ads, priced by
the month.
Sidebar ads are an inexpensive
way to get your ad on every
page of our site. A 200 x 240
pixel ad is just $200 / month.
Get more central placement
with banner ads. These 728 x
90 pixel ads are $300 / month.

Newsletter ads
•

•

Our newsletter reaches some
6,000 Norwegian-American
inboxes every Friday, with
open and click rates far above
industry average.
Each placement costs only $50.
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2020 Advertising Guide – Editorial Calendar
the

Publication and special issue dates:
•

Jan. 10 & 24* (Special issue: Travel, Jan. 24 - deadline: Jan. 14)

•

Feb. 7 & 21

•

Mar. 6* & 20 (Special issue: Into the Arctic, Mar. 6 - deadline: Feb. 25)

•

Apr. 3* & 17 (Special issue: Easter, April 3 - deadline: March 24)

•

May 8* & 22 (Special issue: Syttende Mai, May 8 - deadline: April 28)

•

June 12* & 26 (Special issue: Syttende Mai Photos, June 12 - deadline: June 2)

•

July 10* & 31 (Special issue: Summer Recreation, July 10 - deadline: June 30)
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Sept. 4* & 18 (Special issue: Education, Sept. 4 - deadline: Aug. 25)

•

Oct. 9* & 23 (Special issue: Art & Architecture, Oct. 9 - deadline: Sept. 29)

•

Nov. 13* (Special issue: Gift Guide, Nov. 13 - deadline: Nov. 3)

•

Nov. 27 - Advent

•

Dec. 11* (Special issue: Christmas, Dec. 11 - deadline: Nov. 25)

•

Dec. 25 - Christmas/New Year

story on page 15
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«

Man kan ikke bli maler, bare for
å vise frem lekre farver.... Nei, først
stemningen – så farvene, for å få
stemningen frem.

»

- Nikolai Astrup

Nikolai Astrup gets his due
VICTORIA HOFMO
Brooklyn, N.Y.

This summer, Americans will have
the opportunity to luxuriate in the work of
one of Norway’s most celebrated artists,
Nikolai Astrup (1880–1928). Beloved
in his home country, he is hardly known
outside its borders. But, with his first
ever solo exhibition in the United States,
“Nikolai Astrup: Visions of Norway,” curated by Mary Ann Stevens at the Clark
Art Institute in Williamstown, Mass.,
that is about to change. For those making
travel plans, the exhibit will run for three

months between June 13 and Sept. 13.
One may ask how has such a talented,
unique voice been so overlooked? For one,
the country of Norway has a small population but a large pool of accomplished visual artists, and unfortunately, they often
get lost on the world stage. Case in point,
about two years ago, I discovered the incredibly sublime Norwegian artist, Peder
Balke (1804–1887) Where? At a small gallery featuring his work, at the Metropolitan
Museum of Art in NYC. I am ashamed to
say that I had never seen his work or heard
of him until that point—and I am a Norwegian American.
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I knew a little more about Astrup—
but not much more. Of course, Norway’s
size and its subsummation by the dominant culture of the day—Sweden—are two
reasons that artists like Balke and Astrup
were pushed to the side. And Balke was
even shunned in his own country, when he
turned from making art to creating an artist’s colony.
But the question of why Astrup, who
had been embraced by Norway, has been
overlooked by others is one that Stevens has
been exploring and attempting to correct for

See > ASTRUP, page 10

Image: National Museum of Art, Architecture and Design, Oslo
Nikolai Astrup (Norwegian, 1880–1928),“The White Horse in Spring,” 1914–15. Oil on canvas, 35 7/16 x 41 5/16 in.

In addition to our special issues, each
of our editions has a focus of interest to
Norwegian Americans.

Christmas is one of the most important
holidays in Norway. Each year, we publish
our holiday Gift Guide, featuring unique
gift items for friends and family.
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Astrup comes to
America

August summer break – no issues
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The calendar to the left is an
example of our timeline.
Ads are due 10 days before
the issue date. There may still
be space available as late as 7
days prior to the issue date, but
placement cannot be guaranteed,
and extra fees may apply.
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