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30 
MILLION

That’s how many passengers  
fly KLM annually.

FOUNDED  
IN 1919

KLM is the oldest airline  
in the world.

LEADING  
AIRLINE

KLM is the biggest European  
airline flying to Asia, North  

America and the Middle East. 

BRAND
ALIGNMENT

KLM and Holland Herald
are globally-respected,

award-winning* brands.

AT KLM, WE BELIEVE THAT WE CAN MAKE A DIFFERENCE BY CREATING MEMORABLE  
EXPERIENCES FOR OUR CUSTOMERS. THIS IS IN OUR DNA. KLM’S GENUINE ATTENTION TO OUR  

CUSTOMERS MAKES THEM FEEL RECOGNISED, AT EASE, COMFORTABLE AND TOUCHED. 

*Winner World Travel Awards, 6 Webby Awards, the Grand Spin Award, Grand Prix Content Marketing Award.
KLM was named the most sustainable airline in the world 12 years in a row (Dow Jones Sustainability Index (DJSI)) and safest and most punctual airline of Europe.

A BOUT
W e l c o m e  o n  B o a r d
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KLM FLIES TO 164 DESTINATIONS IN 62 COUNTRIES,  
WITH A PARTNER NETWORK THAT  

REACHES EVERY CORNER OF THE WORLD. 

764
20,456

526
294

1,154

MIDDLE EAST

ASIA

EUROPE

AFRICA

flights 
per month

218 flights 
per month

flights 
per month

flights 
per month

flights 
per month

flights 
per month

554 flights 
per month

CARIBBEAN

NORTH AMERICA

CENTRAL AND 
SOUTH AMERICA

For all KLM flight destinations, please visit klm.com.

W e l c o m e  o n  B o a r d

DESTINATIONS
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46%
of KLM passengers  

are women.

46%
are Business  
passengers.

54%
of KLM passengers  

are men.

54%
are Leisure  
passengers.

€ 2,130
is the average amount 
that KLM passengers  

spend per trip.

15%
of KLM passengers  

stay in 5-star hotels  
per month.

84%
have an ABC1 income, high 

consumption power and are  
above-average spenders.

KLM PASSENGERS ARE UP-MARKET BUSINESS AND LEISURE TRAVELLERS. 
THEY ARE INNOVATIVE AND ALWAYS ON THE MOVE.

Source: KLM Annual Research.

P a s s e n g e r  P r o f i l e

35%
OTHER

22%
DUTCH

43%
EUROPEAN

23%
55-64
years

22%
45-54
years

17%
35-44 
years

14%
25-34
years

6%
<25
years

18%
>65
years

AGE GROUPS NATIONALITY

OUR RE A DERS
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AWA RD-WINNING MAGA ZINE
HOLLAND HERALD OFFERS A SOPHISTICATED MIX OF LIFESTYLE, TRAVEL, FASHION, TECHNOLOGY, BUSINESS,  

AND IN-DEPTH FEATURES. YOU’LL REACH A ‘CAPTIVE AUDIENCE’ FREE FROM PHONE, TEXT AND E-MAIL DISTRACTION.  
PLUS: PEOPLE ARE MORE LIKELY TO BUY BRANDS ADVERTISED IN INTERNATIONAL MEDIA. 

94%
of passengers read 
Holland Herald.

91%
of passengers are interested in  
(new) product information.

To be found in every  
seat pocket on board and 
in the KLM Crown Lounges.

70%
recalls  

advertisements.

28 MINUTES
is the average reading time  

of Holland Herald.

88%
prefer a printed magazine 

instead of digital reading.

Source: Reader Survey Holland Herald Q1 2020.

H o l l a n d  H e r a l d
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H o l l a n d  H e r a l d

TECHNICAL SPECS

Size magazine:	   200 x 260mm + 3mm bleed*

Printing process:	 offset rotation

Material:	 Certified PDF MagazineAds_1V4

Double-page spread 	 2 x 1/1 page 

Single page	 200 x 260mm*

At least 3mm bleed allround. Files should be accompanied 
with a colour proof. When no colour proof is provided, we hold  
no responsibility for possible deviations. Please add crop marks  
to the document. 

* width x height

ADVERTISING RATES  (in euro)

Single page	    19.900

Double-page spread 	    38.900

Outside back cover	    27.900

Inside front cover	    24.900

Inside back cover	    23.900

Surcharge prime positioning: 15% on gross rate. 
Advertorial-production costs per page: 1.600 euro

CREATIVE SOLUTION RATES (in euro)

Business Lunch (limited availability)	 55.000

Theme-based production	 21.500

Tourist Promotion	   40.000

Custom-made Advertorial	   21.500

Final approval lies with the editorial team.
Please notice creative solutions require a 2-month-lead  
time prior to each issue date.

R ATES AND SPECS
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CUSTOM-MADE ADVERTORIALS

Would you like to have an advertorial  
made by our creative writers and designers?  

Please let us know!

€ 21.500 
(limited availability)

TOURIST PROMOTION 

Show and tell why your city, region or country is a must-visit for 
KLM passengers. From a one-page promotion to an extensive travel 
report: there are numerous possibilities for your preferred feature.

€ 40.000
(limited availability)

FROM THE CHARMING ISLANDS TO DIVINE COASTAL BAYS

FROM THE CHARMING ISLANDS TO DIVINE COASTAL BAYS

A guide to Croatia
With its stunningly indented coast-
line and paradise beaches, Croatia 
is a favourite destination for sailors 
from around the globe, particularly 
the Split-Dalmatia County. 

Split is an ideal starting point for 
sailing around the stunning islands 
of the Adriatic Sea. Its rich history is 
evident in its ancient architecture, 
particularly the famous Diocletian’s 
Palace, a UNESCO World Heritage 
site that dates back to the 4th century. 
Walking through the city, you can 
feel history in every step along the 
charming narrow stone streets, and 
the historic Riva promenade and 

the Cathedral of Saint Domnius are 
must-see landmarks. As for arts and 
culture, Split has plenty to offer, with 
many museums and galleries to visit. 
One of the most impressive ones 
is the Meštrović Gallery located at 
the foot of Marjan hill. It is one of the 
most beautiful villas in Split, used to 
be a summer residence of one of the 
Croatian greatest sculptors of the 
20th century, Ivan Meštrović, and 
today it has been transformed into 
a museum showcasing Meštrović’s 
marvellous artworks. 

Green oasis in the city
Marjan hill, often referred to as the 
lungs of the city, is a green oasis in 
the heart of the city with pedestrian 
and cycling paths, making it a true 
recreational area. On Marjan, there 
are many secluded coves ideal for 
spending the whole day at the beach 
resting and swimming. Picturesque 
beaches at the foot of Marjan hill, such 
as Bene and Kašjuni are the most 
popular ones and are also perfect 

for relaxation. The city’s blend of 
historical landmarks and modern 
amenities makes it a captivating 
destination for travellers. 

Blend of hedonism 
and untouched nature
The western and southern coasts of 
Brač are the most attractive areas 
for sailors. The stretch from Milna 
to Bol is particularly appealing, with 
the most suitable coves for sailors 
located at the bays of Osibova, 
Lučica, Maslinova, Smrka, and 
Murvica. If you’re looking for the 
ultimate bliss, the Pakleni Islands 
are a blend of hedonism, untouched 
nature, and top-notch gastronomy. 
Consisting of about twenty islets, the 
most recommended by sailors year 
after year is the islet of Sveti Klement.

PROMO
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IZAKAYA Asian Kitchen & Bar – Ibiza

If you’re looking to indulge in style 
and luxury, Curaçao Marriott Beach 
Resort is the place to be. As an 
ocean front location, just 10 minutes 
from the airport and the capital of 
Willemstad, this luxury resort is 
tranquil and centrally located.

Elegant and vibrant
Once you enter Curaçao Marriott 
Beach Resort, the fi rst thing you’ll 
notice is the open-air lobby, and the 
spacious lounge overlooking the 
ocean. The hotel’s interior design is 
intimate, elegant and vibrant thanks 
to the lively cocktail bar, the Zala 
Gastro Lounge and the Izakaya Sushi 
Bar. If you’re looking to grab a quick 
bite, the Papiamentu Market Place 
o� ers everything from sandwiches to 
co� ee and fresh smoothies. On our 
ground level, you’ll fi nd one of the 
two swimming pools surrounded 
by palm trees, lounge beds and 

umbrellas. You can also enjoy a deli-
cious meal at our ÇSpice restaurant, 
work out in our state of the art fi tness 
centre or let the kids be entertained 
at our Kids Club. A little further 
down, right by the beach, you’ll fi nd 
the second pool, which is adults-only 
and o� ers you the chance to swim 
a few laps. There’s a food and bever-
age service by the pool but you can 
also enjoy a drink, snack or full meal 
at the Salty Iguana Ocean Grill. 

Relax and recharge
The hotel features 336 rooms, includ-
ing 8 suites, all with either a balcony 
or a terrace, and with ocean or garden 
views. The rooms are very spacious, 
with lots of natural light, and a fresh 
interior design dominated by blue 
and white tones. In terms of relaxing 
and recharging, there’s plenty to do 
here, from water sports and fi tness 
to massages and yoga. Consult our 

Ultimate luxury 
in Curaçao

online activity schedule for all 
on-property activities. There’s also 
a special walking and running path, 
and a dive shop with activity centre. 
And, the Bonvoy Marriott Loyalty 
Program o� ers plenty of interesting 
bonuses for members. With 
discounts and special o� ers at 7,000 
hotels and resorts in 131 countries, 
it’s a must for frequent travellers. 

So come visit Curaçao Marriot Beach 
Resort and experience it for yourself!

More information:

PROMO
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There are many reasons to visit 
Hungary’s capital of Budapest, 
and its fascinating architecture is 
certainly one of them. No matter 
which part of the city you’re in, it 
pays to admire the city’s elegant 
buidlings. Come and dive into 
Budapest’s rich history.

Budapest’s fascinating architecture 
features six spectacular styles: 
baroque, romanticism, classicism, 
historicism, art nouveau and  
modernism. And if that’s not 
enough, the main tourist sights  
also include outstanding and world-
class examples of Gothic- and 
Renaissance Revival. Influenced by 
the experimental trends of the  
biggest and richest contemporary 
European cities, namely Vienna, 
Paris and Rome, Hungarian design-
ers, architects and their patrons 
brought home many trends that 
enriched the city in an aesthetic 
sense. Working from their unique 
perspective and culture, and  
incorporating their own style, these 
visionaries added their own flavour, 
which now makes Budapest’s 
architecture one of a kind.

Reliving history
Wandering around the city’s  
diverse districts feels like travelling 
back in time. Wherever you go, 
don’t forget to look up and search 
for beautiful facades, ornamented 
carvings, exceptional tiles, unique 
panels and add-ons. Just as a tree 
trunk shows the life of the tree, a 
building’s facade also reflects its 
history, silently providing safety 
and a home to many. 

Through architecture, you can relive 
history and marvel at the colourful 
and diverse environment that we 
created. Immersed in the beauty of 
architecture, you have the chance 
to roam through eras, relive the past 
and witness historic mementos at 
your own pace.

Hidden treasures
Hungary’s architecture is colourful 
and diverse, a dialogue of ages and 
fates and their impact on one 
another. All in all, they tell a story of 
a search for solutions. The buildings 
where locals still live, work or study 
in often have decades or centuries of 
history. These silent heroes carry 
the past’s tangible imprints and 
memories in their walls, acting as 
solid foundations for our present. 

And these astounding gems also 
serve as inspiration for the future. 
Thus, architecture itself is enough 
of a reason to hit the road. Look 
around and notice the hidden 
treasures full of details, full of 
surprises, full of history and life.  
It has been waiting for you for 
centuries, just start exploring.

More information
visithungary.com

Budapest: 
Shaped by heritage

PROMO

Hungary’s architecture 
is colourful and 

diverse, a dialogue 
of ages and fates
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Where are your homes located? 
We have two villas in Spain. One of 
them is on a waterfront in Mallorca 
and has its own swimming platform. 
The other one is located on the Costa 
del Sol, a few kilometres southwest 
of Marbella. Our Italian villa is just 
north of Volterra in Tuscany and has 
stunning views of the rolling hills. 
Our French villa is in the hills behind 

Cannes in Provence. Our last home is 
a beautiful chalet in Chamonix at the 
foot of Mont Blanc.   
   
What about booking, can you 
get the weeks you want? Yes. We 
have always been able to book 
the weeks we want. We personally 
prefer Southern Europe in the spring 
and autumn months. The booking 

MORE THAN 1,300 FAMILIES HAVE JOINED 21-5. TWENTY-ONE 
FAMILIES OWN AND SHARE FIVE UNIQUE HOLIDAY HOMES. 

WE SPOKE TO BIRGITTE AND KIM WHO JOINED IN 2017.

Co-own your  
dream homes!

Birgitte & Kim, 21-5 owners

PROMO
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process works extremely well, and it 
is a pleasure to log on to the booking 
system and book our next holidays. 
It’s so much easier than searching 
for rentals or hotels.

How would you describe your 
experience with the 21-5 team? 
It is a very professional organisation, 
and you can clearly see that they 
have a great passion for both finding 
and creating wonderful holiday 
homes, but perhaps even more so for 
taking care of us, the owner families, 
when we use our homes. We always 
feel very welcome and cared for. We 
highly recommend 21-5. We consider 
all the team members – who we have 
met during our ownership – to be 
very trustworthy. 

What is it like to own holiday homes 
with 20 other families? It has been 

very smooth and there haven’t been 
any problems. We find that each 
family in our association has the 
same attitude as us. We all want to 
take good care of our homes. We 
are also very good at sharing great 
experiences at each destination.

Has 21-5 been a good investment 
for you? It most definitely has. We 
started out in a large association 
in 2017. To our delight, our children 
started to want to go on holiday with 
us again; so much so that we decided 
to sell our share and buy into a new 
21-5 group with bigger homes. We 
sold and made a 58% profit. We 
didn’t join 21-5 to make money, we 
joined the organisation to improve 
our quality of life. But it was really 
nice to discover that it is also a very 
good financial investment. We feel 
that you cannot go wrong with 21-5.

FACTS ABOUT 21-5

•   More than €520 million has 
been invested in holiday homes 
through 21-5

•   More than 250 holiday homes  
are already in operation

•   Average resale profit is 50%

•   Unique high-end homes with  
a Scandinavian touch

•   World’s leading concept for 
families sharing multiple private 
holiday homes

For more information:

+45 44450388
info@21-5.com

www.21-5.com
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BUSINESS LUNCH

Would you like to share your vision and ideas as a company  
or brand? Our monthly 3-page Business Lunch with an 

entrepreneur, CEO or creative leader offers the perfect platform.

€ 55.000 
(limited availability)

THEME-BASED PRODUCTION 

Theme-based supplements featuring a number of  
participating advertisers. Topics covered can be a wide  

range of entrepreneurial, regional or other themes.

€ 21.500 
(limited availability)

How do you train your prefrontal 
lobe? On the most basic level, by 
building in daily moments of reflection 
and positive stimulation of our 
cognitive functions. Reflection 
can be achieved by meditation or 
taking a walk in nature. Positive 
stimulation can occur by reading 
a book, looking at art or brainstorming. 
On a deeper level, it’s about becoming 
an expert in one or more fields of your 
interest. Not just in a practical way 
by doing something every day, but 
also by a�aching a higher purpose to 
it. What’s your ultimate goal? Do you 
simply want to get rich or be awarded 
for your skills? Or is it about helping 
others and being of service? This is 
also what one of my books, Train Your 
CEO Brain, is about. What’s most 
important is to expose yourself to what 
I like to call ‘an enriched environment’.

What does an enriched environment 
look like? It’s all about expanding 
your horizons. In a literal sense, by 
travelling and ge�ing to know other 
cultures, but also by eating things 
you haven’t tried before or talking to 
people with different viewpoints. This 

enriched environment allows the 
neurons in our prefrontal lobe to 
make new connections, which we 
call synaptogenesis. And this process 
makes it easier to develop the 
skills – such as self-reflection, focus 
and long-term vision – needed to 
become a transformative leader. 
We’re currently living in what they 
call a ‘VUCA World’, which stands for 
Volatility, Uncertainty, Complexity 
and Ambiguity. What that means is 
that our environment is constantly 
changing, and our a�ention is drawn
 in all directions. Technology plays 
a huge role in this; social media is 
triggering our basic longing for 
consumption and pleasure-seeking. 
The be�er you get at training your 
prefrontal lobe, the be�er you get 
at saying ‘no’ to temptations.

How do you train your own brain? 
Well, I don’t have social media; 
that’s one way for me to stay be�er 
focused. Did you know that the 
average person looks at their 
smartphone 200 times a day? If 
you can cut that back by taking 
out all your social media apps, it 
will give you more time for other 
activities. I’ve created a very enriched 
environment for myself by expanding 
my work field beyond the academic 
world. I’m a full professor of 
clinical neuropsychology at Tilburg 
University in the Netherlands, but 
I’ve also wri�en 10 books, I work 
as a consultant in the field of 
transformative leadership, I’ve 
appeared on TV shows and I’m 
a speaker at international seminars. 
A big passion project of mine is 
the Zero Poverty Lab, an initiative 
at Tilburg University where we 
strive to fight poverty in the 
Netherlands by looking at the 
potential of neuroplasticity to 
change people’s possibilities 
and prospects.

In what way? What people living 
in poverty experience is essentially 
a constant feeling of stress and 
exclusion. They’re o�en unable to fully 
partake in society, and mainly live in 
survival mode. There’s simply less 
room to work on developing the 
prefrontal lobe if you’re struggling to 
eat and pay your bills every day. Our 
main goals with Zero Poverty Lab 
are to first research how poverty 
influences the brain and development. 
Secondly, this insight can help us to 
develop methods to diminish poverty 
and its negative effects which, thirdly, 
enables us provide these insights and 
methods to people in poverty and to 
organisations and governments. 

“TRAIN YOUR 
PREFRONTAL 

LOBE BY EXPOSING 
YOURSELF TO 
AN ENRICHED 

ENVIRONMENT

”
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Stiletto heels are named after 
a slender-bladed dagger 
used in Renaissance Italy

S h o e s

Opening its first store just steps 
away from Paris’ iconic cabaret 
club Moulin Rouge in 1902, shoe 
brand Maison Ernest is known for 
its ultra-feminine and glamorous 
footwear, such as this 13cm-high 
Lapinou. €575; maisonernest.com

Merging luxury menswear and contemporary sportswear, fashion 
brand Wahts aims to offer modern men the perfect outfits to 
work, travel and play in. Staying true to its name, which is an 

abbreviation for We Are Here To Stay, Wahts only uses high-end 
and technical fabrics that don’t crease and are made to last. 

wahts.com

RECYCLING FABRICS IS NOT EXCLUSIVE 
TO THE FASHION INDUSTRY, AS BAG AND 
ACCESSORIES BRAND FREITAG SHOWS.

BUNNY HEELS Swiss brand Freitag 
is known for creating 
bags and accessories 
using truck tarps and 
fully compostable 
textiles.  The brand 
recently launched 
two shopper bags, the 
F700 Arrow and F708 

Firebird, using 
accident-free airbags 
and tension belts 
from old cars and 
trucks. Every bag is 
slightly different in 
design, but they’re all 
lightweight and 
versatile. freitag.ch

Make a statement
Big, bold and beautiful: if you’re looking to 

stand out with your accessories, Choices by DL 
from jewellery brand Gassan offers a wide 

selection of statement pieces. From diamonds 
to semi-precious stones in a variety of colours: 

you’ll definitely feel like royalty. choicesbydl.nl

F a s h i o n

CRE A SE-FREE CHIC

J e w e l l e r y

FROM AIRBAG 
TO SHOPPER

S h o p p e r  b a g s

Opening its first store just steps 
away from Paris’ iconic cabaret 
club Moulin Rouge in 1902, shoe 
brand Maison Ernest is known for 
its ultra-feminine and glamorous 
footwear, such as this 13cm-high 
Lapinou. 

TO THE FASHION INDUSTRY, AS BAG AND 
ACCESSORIES BRAND FREITAG SHOWS.

Swiss brand Freitag 

ACCESSORIES BRAND FREITAG SHOWS.

Swiss brand Freitag 
is known for creating 

Firebird, using 
accident-free airbags 

ACCESSORIES BRAND FREITAG SHOWS.

Swiss brand Freitag Firebird, using 

TO
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Nutmeg, clove, pandan leaves 
and galangal are some of 

the spices native to Indonesia
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If you’re planning to cook while out 
and about and don’t want to carry an 
array of equipment, the MiniMax by 
Big Green Egg is the perfect culinary 
buddy. At just 50cm tall and 35 kg, 
this compact kamado barbecue is 
fairly easy to carry around and can 
be used to prepare food for 4-6 
people. For cooking inspiration, 
check Big Green Egg’s website for 
recipes. biggreenegg.eu

KEEP IT COOL 
(OR HOT)

HOMEST Y LE
CUISINE

O u t d o o r  c o o k i n g

A m s t e r d a m

C o o k b o o k

B o t t l e s

Whether you’re travelling the world, 
heading to the gym or on your way to work, 
it’s always nice to have your favourite drink 
at hand. Thanks to its double stainless steel 
technology with a vacuum-sealed space in 
between, the bo�les by Lithuanian brand 
Burga keep your drink cold or hot for up to 
24 hours. €39.95; burga.com

Are you in Amsterdam and craving some 
American classics such as cheese grits or 
fried chicken with biscuit? At Stacks 
Diner, you can enjoy the best American 
homestyle cooking with a European twist. 
The interior is also inspired by the classic 
American diner, with stools around the 
bar looking into the kitchen. Be sure to try 
the delicious key-lime pie. stacksdiner.com

MAKE AN IMPRESSION WHEREVER YOU GO WITH THIS 
COMPACT KAMADO BARBECUE BY BIG GREEN EGG.

COOKING ON THE GO

Indonesia is home to a variety of endemic herbs and spices that form 
the base for delicious dishes such as nasi goreng and beef rendang. 

In Phaidon’s The Indonesian Table, chef Pe�y Pandean-Ellio� 
shares her favourite recipes and takes readers on a culinary 

journey across the Indonesian archipelago. 
€34.95; phaidon.com

MAKE AN IMPRESSION WHEREVER YOU GO WITH THIS 
COMPACT KAMADO BARBECUE BY BIG GREEN EGG.

SPICE OF LIFE

KEEP IT COOL 
(OR HOT)

B o t t l e s

KEEP IT COOL 

TO
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W hat’s clinical neuropsychology 
and what sparked your interest 

in it? Clinical neuropsychology studies 
the relation between the human brain 
and our behaviour, something I’ve been 
fascinated with for as long as I can 
remember. As a child, I would observe 
my relatives at family gatherings and 
how they interacted with each other. 
At that time, I didn’t know clinical 
neuropsychology existed, and my 
dream job was to be either a writer or
a prima ballerina. But when the time 
came to choose a career, I decided to 
pursue my interest in human behaviour 
by studying psychology and specialising 
in neuro and developmental psychology. 
As part of my PhD research on the la�er, 
I worked at the Henry Ford Hospital in 
Detroit, US, where I was confronted with 

patients suffering from severe emotional 
trauma and violent injuries such as shot 
wounds. It made me wonder: How do 
traumatic experiences and emotional 
or psychical brain damage affect 
behaviour? That’s when I first came 
across the concept of neuroplasticity, 
which I’ve been studying ever since.

What does neuroplasticity entail? In 
simple terms, it means that our brains 
are constantly changing and developing. 
People o�en think that their behaviour 
is genetically determined and speak in 
terms of ‘I was just born this way’ or 
blame their parents for their behavioural 
pa�erns, but that’s not the whole story. 
Our environment and our experiences 
have a profound impact on the brain’s 
functions, structure and connections, 

both good and bad. Some essential brain 
functions, such as the pursuit of pleasure 
or avoidance of pain, haven’t changed 
that much since the times when 
humankind’s sole drive was to survive 
the wilderness and reproduce. These 
functions are made for times of scarcity 
and were very useful back then. But 
nowadays, we have an abundance 
of temptations triggering those core 
needs, from eating unhealthy foods to 
shopping or gambling. The way to resist 
these temptations be�er and enhance 
our cognitive functions is to train our 
prefrontal lobe, the part of the brain 
that’s responsible for our higher order 
cognitive abilities such as complex 
decision-making, a�ention control 
and discipline, and that’s susceptible 
to neuroplasticity. »

M a r g r i e t  S i t s k o o r n

“OUR BRAINS ARE 
CONSTANTLY 

CHANGING AND 
DEVELOPING

”
How do we train our brain to become smarter, more successful and more compassionate? 
Dutch professor of clinical neuropsychology Margriet Sitskoorn (58) is on a spirited 
quest to understand why and how the brain works. Tex t  Marieke Verhoeven  Photography  Ester Gebuis
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New issues appear on the first day of the month.
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PRODUCTION SCHEDULE

ISSUE 2025
DEADLINE  
RESERVATIONS

DEADLINE 
MATERIAL

DEADLINE 
ADVERTORIAL

February	 31 December 2025	 8 January 2025	 On request

March	 29 January 2025	 5 February 2025	 On request

April	 28 February 2025	 7 March 2025	 On request

May	 1 April 2025	 8 April 2025	 On request

June	 29 April 2025	 6 May 2025	 On request

July	 30 May 2025	 6 June 2025	 On request

August	 2 July 2025	 9 July 2025	 On request

September	 30 July 2025	 6 August 2025	 On request

October	 1 September 2025	 8 September 2025	 On request

November	 1 October 2025	 8 October 2025	 On request

December / January	 31 October 2025	 7 November 2025	 On request
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