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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 162 DESTINATIONS IN 72 COUNTRIES, WITH A PARTNER NETWORK THAT REACHES  
EVERY CORNER OF THE WORLD. KLM FLIES TO MORE DESTINATIONS IN GREATER CHINA THAN 

ANY OTHER EUROPEAN AIRLINE: WE OPERATE 67 FLIGHTS PER WEEK TO 8 DESTINATIONS. 

1,012
17,650

526
295

996

MIDDLE EAST

ASIA

EUROPE

AFRICA

flights 
per month

239 flights 
per month

flights 
per month

flights 
per month

flights 
per month

flights 
per month

589 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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47%
of KLM passengers  

are women.

46%
are Business  
passengers.

53%
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

21%
OTHER

25%
DUTCH

54%
EUROPEAN

19%
55-64
years

21%
45-54
years

17%
34-44 

years

15%
25-34
years

17%
<25
years

12%
>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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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 €

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. 

CREATIVE SOLUTION RATES IN €

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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C R E AT I V E
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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)

   

IZAKAYA Asian Kitchen & Bar – Ibiza

With his empire THE 
ENTOURAGE GROUP, 
entrepreneur Yossi 
Eliyahoo transformed 
the luxury hospitality 
market in various 
European hot spots. 

And he’s far from done.

I was born and raised in Tel Aviv, 
a vibrant city that never sleeps. I 
developed a passion for hospitality 
from an early age. Starting as a 
bartender, I quickly worked my way 
up to restaurant manager. Before 
long, I was running my own places 
around the city. I just love the 
diversity and the dynamics of the 
industry; no two days are the same. 
While working for an international 
hotel chain, I had the chance to start 
my own company, THE ENTOURAGE 
GROUP, in Amsterdam with 

entrepreneur and fellow Israeli 
Liran Wizman. In 2008, high-end 
MOMO Restaurant, Bar & Lounge 
was my first endeavour. IZAKAYA 
Asian Kitchen & Bar, THE DUCHESS, 
MR PORTER and THE BUTCHER 
followed a few years later. We’ve 
since branched out to European hot 
spots such as Barcelona, Berlin, Ibiza, 
Manchester and Munich. 
Even though our concepts vary, they 
all share a classy, cosmopolitan vibe. 
Our places are high-end, but also 
open and informal. It’s not just about 
the food for us; it’s about the entire 
dining experience. Dressing up and 
being part of a vibrant scene – where 
you can interact with others and be 
surprised – is the most important 
aspect for us. We want to give our 
customers a different experience 
every time, while being consistent in 
the level of service we offer.

THE ENTOURAGE GROUP GOES GLOBAL

Cosmopolitan 
dining experience

Cultural and culinary capital
Excellent service, great value for 
money and not cutting corners 
are in our DNA. One of the most 
important things I’ve learnt is 
that there are no shortcuts when 
running a business. You have to 
stay on your toes and invest; you 
can’t sit back and let it run by itself. 
We’ve got a lot of exciting projects 
in the pipeline. We’re looking at 
opening MR PORTER in London 
and Dubai, and a contemporary 
Mexican concept in Amsterdam. 
THE BUTCHER is also expanding, 
since it’s such a strong, attractive 
and easy concept to develop. 
To me, London is the capital of 
the cultural and culinary world, 
so I can’t wait to join the scene 
there and make our mark.
the-entouragegroup.com

@the.entourage.group

PROMO
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IZAKAYA Asian Kitchen & Bar – Ibiza

With a rich history spanning 
thousands of years, combined with 
a rapid modernisation, Saudi Arabia 
o� ers a vibrant and culturally 
fascinating travel experience.

On the outskirts of Riyadh, on a site 
that has a special resonance in Ara-
bian history, sits a cluster of ancient 
sandstone buildings. Labyrinthine 
alleyways snake around the city, 
revealing glimpses of the carefully 
restored watchtowers and Najdi 
architecture of once resplendent 
palaces. This is the At-Turaif District: 
one of six UNESCO World Heritage 
Sites in Saudi and the birthplace of 
the House of Saud. Despite its his-
toric signifi cance, a relatively small 
number of international visitors 
have seen this marvel of the ancient 
Arabian world. But that’s all about 
to change. Saudi is a multi-faceted 
nation: a land of contrasts that 
wears its history on its sleeve, while 

embracing the future. Situated at a 
physical and spiritual crossroads 
between east and west, Saudi was 
largely inaccessible to travellers 
until the introduction of tourist visas 
in 2019, marking the dawn of 
a new era for places like At-Turaif.

A tapestry of history
From the Nabataean Kingdom and 
the ancient trade routes that criss-
crossed the lands of the Arabian 
Peninsula, to the birth of Islam in the 
7th century and the emergence of 
the House of Saud about 1,000 years 
later, di� erent chapters have all left 
their mark on Saudi’s heritage. “With 
a rich history spanning thousands of 
years, we have a vibrant and diverse 
culture,” says Fahd Hamidaddin, 
CEO of Saudi Tourism Authority 
(STA). “All 13 regions have unique 
subcultures and traditions, and we 
are committed to their preservation 
for generations to come.”

Discover the gems 
of Saudi Arabia

Catalyst for change
Today, after decades of rapid 
modernisation fuelled by wealth 
generated by the oil industry along 
with a gradual opening-up of Saudi 
to external infl uences, Saudi fi nds 
itself at another crossroads: 
between the old ways and the new. 
Social and economic reforms 
introduced by Crown Prince 
Mohammed bin Salman Al Saud in 
2016 provided an even greater 
catalyst for change, and the launch 
of Saudi Vision 2030 has set out a 
framework for an economic and 
cultural evolution that will pave the 
way for a sustainable future while 
aiming to preserve Saudi’s values.

More information
visitsaudi.com

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

KHH22011-adv03.indd   87KHH22011-adv03.indd   87 14/11/2022   12:2414/11/2022   12:24

H O L L A N D  H E R A L D   MEDIA KIT  2 0 2 4

C r e a t i v e  S o l u t i o n s



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)

“IT’S AMAZING 
WHAT HAPPENS 
WHEN YOU GIVE 
YOUNG PEOPLE 

THE RIGHT 
DEVELOPMENT 

TOOLS

”
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of Favela Street as it turned out). I 
instantly fell in love with Rio and its 
people. Even though I didn’t speak the 
language, I could play football with other 
young people and communicate with 
them that way. By that point in my life, 
my interest in pro street football was 
waning and my heart wasn’t fully in pro 
football, so my visit to the favelas came 
at the right time. That’s when the seed 
for Favela Street was planted in my 
heart. Four years later, when I got a 
serious knee injury and my football 
career was pre�y much over, I 
regrouped and thought to myself: ‘How 
can I use my instrument – football – 
to get back to Rio, and do something 
positive there?’ It took a while, but in 
2013, former pro street footballer 
Philip Veldhuis invited me to come to 
one of Rio’s favelas for three months to 
participate in the Street Child World 
Cup and catalyse girls’ football (mostly) 
in the favelas. That was the dream 
opportunity. A�er we won the 
tournament, I began working with kids 
in favelas around the city, which gained 
a lot of worldwide media a�ention. 
That’s when Favela Street started.

Where does Favela Street stand now? 
We’re currently active in Curaçao and 
the Netherlands, and I’ll soon be 
travelling to Uganda to explore a new 
project. Favela Street aims to empower 
the youth, especially girls, in 
marginalised neighbourhoods to be 
positive role models in their own 
community by becoming street football 
trainers. That goes far beyond learning 
tricks: we’re focusing on these kids’ 
cognitive development and building 
their self-confidence. When they become 
aware of their own power to make a 
positive change, they start passing on 
that torch. It’s amazing what happens 
when you give young people the right 
development tools and make them feel 
seen and worthy. When the foundation 
started becoming successful, big 
companies such as Nike and The 
Coca-Cola Company approached us 
to support the cause and now, I’m 
also o�en invited to speak about the 
importance of diversity, empowerment 
and inclusivity through sports at 
seminars and company events.

How do you decide what projects to 
say ‘yes’ to? I’ve come to realise that 
some companies are just in it to look 
good. I would say that 90% have the right 
intentions and 10% are simply looking 
for a picture to post on their social media 
channels. I’m now pre�y good at seeing
if the interest in our cause is genuine. 
I love collaborations, especially our 
recent one with audiobook company 
Storytel, because we also believe in the 
power of storytelling and the power of 
creating positive stories. 

What does an average workweek look 
like for you? It’s really diverse. One day, 
I’ll be invited by UEFA to join their 
expert team for this year’s Champion’s 
League, or I’ll hold a talk for a group of 
bankers about inclusivity in the 
corporate world, and the next, I’ll be 
doing a photoshoot for Nike’s women’s 

football campaign or talking with 
Football Beyond Borders, a UK 
organisation that has a similar mission 
to Favela Street’s, and with whom we 
like to share ideas and experiences. 

Who inspires you? My old football 
coach Calvin Blankendal, who’s now 
part of the Ajax Youth Academy, 
motivated me and encouraged me to 
accept myself. I’m also a big Alicia Keys 
fan. Apart from being an amazing 
artist, she also does a lot of incredible 
humanitarian work without bragging 
about it. That resonates with me 
because my focus is always on Favela 
Street and its mission isn’t completed 
until I’m no longer needed. »

co� ee break52
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Aeronautical engineer Owen Maclaren 

invented the lightweight collapsible 
pushchair in the 1960s

Born from a personal quest for a natural 
skincare product suitable for her sensitive skin, 
Charlo�e Seĳerlin decided to create one herself. 

Her brand, Comme Ça, now consists of three products, 
La Prickly Pear Seed Oil, Le Youth Sérum and 

La Vitamine C Powder. All ingredients are natural 
and plant-based, and there’s also a travel kit 

containing all three products. 
From €59.95; commecaskincare.com

B u g a b o o

PURE SIMPLICITY

Whether you’re visiting a busy 
restaurant, taking the metro or 
boarding a flight: folding away a 
pushchair can be an inconvenient 
endeavour. Luckily, the new Bu�erfly 
pushchair by Bugaboo is compact 
enough to be carried on your shoulder 
or stored in an overhead bin in just a 
one-second fold. It also offers lots of 
storage, meets IATA guidelines and 
has a comfortable large seat with easy 
recline. Plus, it’s suitable for age range 
six months to approx. four years, so it’ll 
serve you for a while.
€439; bugaboo.com

HIT IT!

B e a c h  s p o r t s

TRAVELLING WITH A PUSHCHAIR CAN BE A HASSLE, BUT THANKS TO BUGABOO’S 
ULTRA COMPACT FOLDABLE BUTTERFLY MODEL, IT’S BECOMING A LOT EASIER.

S k i n c a r e

CLICK & GO

Named a�er frescobol, 
a beach paddle ball game 
that originated in Rio de 
Janeiro, Frescobol Carioca 
draws inspiration from 
Brazil’s iconic seaside 
and its beach culture. 
Cra�ed from wood by 
local artisans, this 

beautiful Trancoso set 
includes two bats coated 
in a waterproof and 
sand-resistant resin. In 
partnership with One 
Tree Planted, each 
purchase will help plant a 
new tree in the Amazon. 
€210; frescobolcarioca.com
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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

KHH23006-hwfood.indd   21KHH23006-hwfood.indd   21 12/06/2023   12:1212/06/2023   12:12

R o c k y  H e h a k a i j a

W hen did you first fall in love 
with football? I grew up in the 

Dutch town of Uithoorn, in a 10-storey 
apartment building inhabited by people 
from all over the world. I loved living in 
such a multicultural environment. From 
Somalis and Eritreans to Moroccans and 
Moluccans, the ethnic group that my 
father belongs to, there was a real mix of 
nationalities. My early childhood was 
very happy, and I remember being 
outdoors a lot and playing football with 
kids from the neighbourhood. When I 
was 12 years old, my dad signed me up to 
the local football team. I guess I stood out 
because Andries Jonker, who’s now the 
manager of the Dutch national women’s 
team, scouted me for the national 
women’s youth team two years later. I 
was used to playing very creatively and 

with freedom on the streets, so playing 
on a football pitch was a big change for 
me. I enjoyed it, but I was always more 
interested in technical skills and 
creative tricks than pure physical play. 
A few years later, when I moved to 
Amsterdam, I was introduced to the 
world of professional street football by 
former Dutch international Edgar 
Davids, who invited me to join his Street 
Legends crew as the first and only 
woman. And that’s when my career 
really took off.

How so? Street football has been around 
for a long time in its various iterations, 
but as a commercial movement and 
lifestyle it only started in the early 
2000s, which coincided with my coming 
of age. Street football teams from various 

cities started ba�ling each other and 
trying to win with creative tricks. Our 
Street Legends crew became one of the 
biggest street football teams in the world 
and we travelled the globe to show off 
our skills. I suddenly became this cool 
person that people wanted to hang out 
with. That was new to me. As a tall – 
I’m 191cm – tomboy who is also gay, 
I felt ‘different’ as a teenager, and my 
classmates o�en called me names. 
Feeling like an outcast made me 
insecure, but on the football stage, 
I was appreciated for who I was; that 
helped me to embrace myself.

How did the idea for Favela Street 
come about? In 2003, when I visited 
Rio de Janeiro for the first time, I went 
directly to the favelas (the birthplace 

A� er using her football skills to conquer the streets and the fi eld, Rocky Hehakaĳ a 
(39) started Favela Street, a foundation that aims to empower the youth in 
marginalised neighbourhoods through the joy of football. Tex t  Marieke Verhoeven  Photography  Brenda van Leeuwen

““EVERYTHING 
I DO LINKS TO 

MY BIGGEST 
PASSION, WHICH 

IS FOOTBALL”
”

»
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New issues appear on the first day of the month.

C r e a t i v e  S o l u t i o n s

February	 5 January	 8 January 	 On request

March	 2 February 	 6 February	 On request

April	 1 Mar	 4 March	 On request

May	 2 April	 5 April	 On request

June	 3 May	 7 May	 On request

July	 31 May	 4 June	 On request

August	 5 July	 8 July	 On request

September	 2 August	 6 August	 On request

October	 2 September	 5 September	 On request

November	 4 October	 8 October	 On request

December / January	 1 November	 5 November	 On request
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