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the karma story

•	 Karma Group is an award-winning international travel and lifestyle 

brand offering extraordinary experiences and exclusive curated 

entertainment in the world’s most beautiful locations.

•	 Karma Group is the inspiration of British-born John Spence, one 

of the world’s most respected innovators and free-thinkers in the 

fields of travel, architecture and entertainment. John’s vision is to 

create a holistic, connected community of five-star destinations, 

linking like-minded individuals on every continent.

•	 Established in 1993, the Karma Group is a pioneer and leader in the 

Asian timeshare/vacation ownership market. 

•	 From soulful spas to happening beach parties, historic hotels to 

design resorts, Karma Group is created for five-star travellers who 

understand that reaching their destination is only the start of their 

journey. Karma Kandara, Bali, Indoensia
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•	 An award winning international travel and lifestyle brand

•	 We are Asia’s pioneer and leader in vacation ownership – 

celebrating our 28th year in 2021

 

•	 We have over 27,000 members and owners

 

•	 We currently have over 2,700 passionate and talented Karma 

team players

 

•	 We developed and currently operate 33 resorts in highly 

desirable locations ( 7 resorts in planning )

highlights

Pelikanos, Mykonos, Greece
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we create...   unity
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we create...   aspiration
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Our vision is that Karma Group will be as respected and relevant 

as it has always been. 

We will continue to uphold our position as 
one of the world’s true barefoot luxury brands.
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karma group

RESORT
MANAGEMENT

MEMBER SERVICES
KARMA ODYSSEY

KARMA BEACHKARMA SPA

TIMESHARE 
SALES

FRACTIONAL 
SALES

REAL ESTATE 
SALES

HOTEL 
OPERATIONS

FINANCE

KARMA CLUB

INDONESIAINDIALONDON
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long & distinguished history

28 YEARS OF INDUSTRY LEADING EXPERIENCE

1993

1996

2001

2008

2011

2013

2015

2018

Launch, Goa India

First Royal Resort opens 

(Karma Royal Benaulim)

Karma Kandara 

flagship resort opens
Introduction of KRR-Fractional 

ownership product to Asia

Over 27,000 

Members

Over 2700 Karma 

team players

33 Resorts under Management

( 7 resorts in planning )

Introduction of points 

based product to Asia Pac

Launch into Europe 

(Karma Bavaria) Karma Group

rebrand

2021
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we create...
OUTSTANDING, UNIQUE AND INNOVATIVE PRODUCTS

THAT OUR CLIENTS WISH TO EXPERIENCE AND ACQUIRE

we create...
STRONG REVENUE AND HEALTHY PROFIT THROUGH CREATIVE AND EFFECTIVE 

SALES AND MARKETING COMBINED WITH SUPPORTIVE COST CONTROL

we create...
CUSTOMER SATISFACTION AND CLIENT LONGEVITY THROUGH

DELIVERING THE PROMISE AND EXCEEDING EXPECTATIONS

mission statement



karmagroup.com

what we do

•	 SALE OF VACATION OWNERSHIP PRODUCTS INCLUDING:

	 Ø  25-year timeshare club memberships

	 Ø  Market leading fractional vacation home ownership programs

	 Ø  Exclusive and luxurious vacation homes

•	 HOTEL OPERATIONS INCLUDING:

	 Rentals from owned or leased-back units; and 

	 Ø  on-resort services including food and beverage at our 

	      premium dining destinations, and exclusive beach clubs 

	      as well as services offered by our luxurious spas 

•	 CONSUMER FINANCE OFFERED TO SUPPORT MEMBER 

PURCHASES

•	 PRIVATE MEMBERS CLUB

	Ø  Annual membership Fee

•	 ANNUITY FEES FOR RESORT MANAGEMENT AND 

MEMBER SERVICES
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customer lifecycle

MEMBERSHIP
INTEREST

FIRST TIME BUYER

• 25 year vacation membership

FINANCING

CREDIT

• Loans to quality customers

• Interest income

• Origination and servicing fees

CLUB AND 
RESORT

DUES AND FEES

• Management resorts 

• Operate vacation clubs

HOTEL
OPERATIONS

ON PROPERTY

• Room nights

• Retail, F&B and spa revenues

MEMBERSHIP
INTEREST

ADDITIONAL PURCHASE

•	Purchase additional points 
or upgrade to KRR fractional 
product

•	Incremental Management 
Fees, Financing, Rental & 
Ancillary Revenue

FIRST TIME
BUYER

$ $

SOLD SOLD
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revenue lifecycle

WE EXPECT TO GENERATE 90% OF A CUSTOMER’S LIFETIME VALUE AFTER THE INITIAL PURCHASE

55

11

9
4

21

INITIAL MEMBERSHIP 
PURCHASE

FOLLOW-ON 
MEMBERSHIP SPEND

CLUB AND RESORT

HOTEL OPERATIONS

FINANCING
Purchase of 
memberships

Points reloads and/
or KRR upgrade and 
memberships 
renewals

Payment of club and management fees

Purchases on resort
(e.g., spa, food and beverage)

Financing of some or 
all of the Membership 
purchase
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insights - buyers

WHY BUY WHY CONTINUE TO OWN

•  SAVE MONEY ON FUTURE VACATIONS

•  RESORT LOCATION

•  OVERALL FLEXIBILITY

•  MAKES VACATIONS A CERTAINTY

•  CERTAINTY OF QUALITY ACCOMMODATIONS

•  ACCESS TO LIFESTYLE PRODUCTS & BENEFITS

•  RESORT LOCATION

•  OVERALL FLEXIBILITY

•  SAVE MONEY ON FUTURE VACATION COSTS

•  CERTAINTY OF QUALITY ACCOMMODATIONS

•  EXCHANGE

•  CONTINUING NEW AND EXCITING EXPERIENCES
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membership flexibility

28 YEARS OF INDUSTRY LEADING EXPERIENCE

OVER 9,000 
LIFESTYLE OPTIONS

OTHER USESPOINTS CLUB

33
KARMA GROUP RESORTS

AFFILIATIONS

HOME RESORT
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drivers

KEY DRIVERS : DEMAND ENGAGEMENT AND INVENTORY

DEMAND CUSTOMER  ENGAGEMENT SUPPLY

Approximately 46,000
owners / new customer tours

Ample suppy of inventory

Membership Contract Sales of $52M (2017)
Membership Contract Sales CAGR of 5% (2013-2017)  

REVENUE GROWTH

VPG: $1115 
(2017)

Karma Sales 
office
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key investment highlights

•  EXPERIENCED AND RESULTS-CENTRIC LEADERSHIP TEAM

•  EFFECTIVE SALES AND MARKETING PLATFORM
•  DESIRABLE AND INNOVATIVE VACATION 

   AND LIFESTYLE OFFERINGS

•  STRONG GROWTH OPPORTUNITIES
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overview of product offerings / 
highlighting innovation and 

attractiveness of locations
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KEY DESCRIPTION CLUB LIFE CLUB NAME

FLOATING WEEKS

•  Floating weeks on a specific property or group of properties
•  Owners get 2 years exchange membership fees included in 

the acquisition price
•  Members pay annual management fees

•  Most 25 years
•  Some 80 years

•  Royal Goan Beach Club
•  Royal Bali Beach Club
•  Royal Light House Villas Boat Lagoon
•  Royal Bella Vista Country Club
•  Royal Bali Holiday Club

POINTS CLUB

•  Flexible points on open inventory (multi asset)
•  Owners get Odyssey membership included in the 

acquisition price
•  Members pay annual management fees

•  25 years

•  Royalty Points Club (India)
•  Royalty Points Club (Non India)
•  Royal Sterling Holiday
•  Club Royal Toshali Holiday
•  Club Royal Country Vacation
•  Club Royalty Gold Club (India)
•  Royalty Gold Club (Non India)
•  Royal India Holiday Club

FRACTIONAL CLUB

•  4 Floating weeks on a specific property
•  Members get their share of the profits after the sale of 

inventory (in 15 years)
•  Owners get Odyssey Concierge Services

•  15 years
•  Karma Royal Residences Bali
•  Karma Royal Residences India
•  Karma Royal Residences Bavaria

WHOLE OWNERSHIP
•  Highly luxurious second homes in beautiful destinations
•  Karma Kandara, Karma Bavaria

•  Permanent
•  Karma Royal Residences Bali
•  Karma Royal Residences Bavaria

karma points club product portfolio



karmagroup.com

we create...   destinations
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we create...   destinations
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karma royal palms
goa, india

1994

karma royal benaulim
goa, india

1995

karma royal candidasa
bali, indonesia

1996

resort portfolio
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karma royal monterio
goa, india

1996

karma royal 
haathi mahal

goa, india
1997

karma royal jimbaran
bali, indonesia

1997
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karma royal 
lighthouse villas

phuket, thailand
1999

karma reef
lombok, indonesia

2001

karma royal 
bella vista

chiang mai, thailand
1999
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karma jimbaran
bali, indonesia

2004

karma haveli
jaipur, india

2009

karma kandara
bali, indonesia

2007
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pelikanos
mykonos, greece

2010

karma bavaria
schliersee, germany

2011

karma rottnest
perth, wa

2011
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karma royal sanur
bali, indonesia

2011

karma chakra
kerala, india

2013

le preverger
st. tropez, france

2012
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karma st. martin’s
isles of scilly, uk

2014

chateau de samary
carcassonne, france

2015

karma mayura
bali, indonesia

2015
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karma minoan
crete, greece

2017

karma residence 
normande

normandy, france
2018

karma exotica
dharamsala, india

2018
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karma borgo 
di colleoli
tuscany, italy

2018

karma sitabani
corbett national park, india

2019

karma apsara
koh samui, thailand

2019
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karma palacio elefante
goa, india

2019

karma salford hall
the vale of evesham, uk

2020

karma sunshine village
bangalore, india

2020
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karma seven lakes
udaipur, india

2021

karma salak
west java, indonesia

2021
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karma sanctum 
strategic alliance

MISSION : To develop a collection of rock-themed hotels strategically 

located in the coolest destinations – places like New York, London, 

Paris & Tokyo.

karma sanctum soho
london, uk

2016

karma sanctum 
on the green
cookham dean, uk

2017
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marketing

SEGMENTATION AND TARGETING

The “Average” Buyer

	 Ø  25 - 65 years of age

	 Ø  $100,000 average household income	

	 Ø  A global Creative & entrepreneurial

	 Ø  Like-minded creative thinkers, that like to have fun

BUT NO ONE IS AVERAGE
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marketing channels

IN-HOUSE

DIRECT MARKETING - 
KARMA CLUB

DIRECT MARKETING - 
OFF PROPERTY CONTACT

DIRECT MARKETING - 
FLY-BUY

40

37

7

133

AFFILIATE PARTNERSHIPS
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sales process

PREMIUM CLOSING RATES 

+ 

COST EFFECTIVE MODEL 

+
 

HIGH RATE OF REPEAT PURCHASE 

=
 

KARMA’S SPECIAL SAUCE
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Country Town Cold Line Fly-Buy In House

India Goa, On-site* Yes Yes Yes

India Road shows Yes

India Jaipur, On-site* Yes Yes

India Kerala, On-site* Yes Yes

India Dharamshala, On-site* Yes Yes Yes

India Corbett, On-site* Yes Yes

India Udaipur, On-site* Yes Yes

India Bangalore, On-site* Yes Yes

Indonesia Bali, Jimbaran Yes Yes Yes

Indonesia Bali, On-site** Yes Yes

Indonesia West Java, On-site** Yes Yes

Thailand Koh Samui Yes Yes Yes

Vietnam Hoi An Yes Yes

Italy Tuscany Yes Yes

France Normandy Yes

Germany Bavaria Yes Yes

Greece Crete Yes Yes

UK Isles of Scilly Yes Yes Yes

UK The Vale of Evesham Yes Yes Yes

Australia Rottnest Island Yes

SALES AND MARKETING CHANNELS BY AREA MARKETING TARGET CLIENT NATIONALITY BY AREA

Country Town India Aus UK Indo Other

India Goa Yes Yes Yes Yes

India Road shows Yes Yes Yes Yes

India Jaipur Yes Yes Yes Yes

India Kerala Yes Yes Yes Yes

India Dharamshala Yes Yes Yes Yes

India Corbett Yes Yes Yes Yes

India Udaipur Yes Yes Yes Yes

India Bangalore Yes Yes Yes Yes

Indonesia Bali, Jimbaran Yes Yes Yes Yes Yes

Indonesia Bali, On-site** Yes Yes Yes Yes Yes

Indonesia West Java, On-site** Yes Yes Yes Yes Yes

Thailand Koh Samui Yes Yes Yes Yes Yes

Vietnam Hoi An Yes Yes Yes Yes

Italy Tuscany Yes Yes Yes

France Normandy Yes Yes Yes

Germany Bavaria Yes Yes Yes

Greece Crete Yes Yes Yes

UK Isles of Scilly Yes Yes Yes Yes

UK The Vale of Evesham Yes Yes Yes Yes

Australia Rottnest Island Yes Yes Yes

*Karma Royal Haathi Mahal, Karma Royal Monterio, Karma Sitabani, Karma Chakra, Karma Haveli, Karma Seven Lakes and 
Karma Sunshine Village.

summary of sales centres

**Karma Jimbaran, Karma Kandara, Karma Mayura, Karma Royal Candidasa, Karma Royal Jimbaran, Karma Royal Sanur, Karma Salak
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summary of sales centres

COLD-LINE :
•	 Cold line sales are generated through telemarketing and off-premises contacts 

(OPC) who market to tourists in the area.
•	 OPC and telemarketing consultants book on-site presentation appointments in 

exchange for gifts.

FLY BUY :
•	 Telemarketers invite prospective owners to stay on-site at deeply discounted 

rates provided they agree to attend a sales presentation during the course of 
their stay. These on-site fly-buy leads are excellent prospects and generally 
buy at a higher rate than clients who simply attend a presentation in an off-site 
sales office.

IN-HOUSE :
•	 Existing customers who holiday on the premises and are targeted for reloading 

of products.

KG has 20 sales centres, which are located in high demand travel destinations in 
France, Germany, Greece, India, Indonesia, Italy, Thailand, UK and Vietnam. 

Karma Group operates sales functions on-site at most Karma Group branded 
resorts and has dedicated sales preview centers in, France, Germany, Greece, India, 
Indonesia and Italy.

Sales are conducted in the following ways:
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sales team awards

BEST SALES PROFESSIONAL

2017

WINNER
Suleman Ahamad, Karma Group

2013

BEST SALES PROFESSIONAL 

2019

WINNER
Suleman Ahamad, Karma Group

BEST NEWCOMER

2019

WINNER
Nihan Rebello
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Special
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Spa & Salon Reviews
Atmantan Spa, Pune

Club Olympus Fitness Centre 

and Spa, Delhi 

Atlantis Spa, Reno

Rejuve - The Spa, Chandigarh

Anantara Spa, Dubai

The Elevation - Studio Spa, Coorg

Truefitt & Hill, Gurgaon

101
IDEAS TO TRY

WELLNESS
HOLIDAY

TODAY!

Heliotherapy
and its benefits

REVEALED!REVEALED!

Sole-less training

DARE 
TO BARE

Tips and tricks
RELATIONSHIPS

FOR YOU
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RARE & REFINED

invites you into a transcendental world where each moment 

is personally crafted to offer rare and refined experiences. 

Discover a full spectrum of bespoke services and treat yourself 

to the coveted luxury of time.

IRIDIUM SPA, A ST. REGIS HOTELS & RESORTS EXCLUSIVE, 

THE ST. REGIS MUMBAI IS THE RECIPIENT OF THE 

2016 TTJ JURY CHOICE AWARD FOR INNOVATIVE EDGE 

IN CREATING LUXURY EXPERIENCES IN INDIA.

Indulge in transformative treatments with Iridium’s Aurous Odyssey, 

which includes a distinctive Gold and Sugar exfoliation therapy and 

the exceptional Omorovicza Gold facial massage. 

For offer terms and conditions, please refer to stregis.com/iridiumoffer

Cover_Nov-Dec 2016.indd   1
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Set on the banks of stunning Lake Vembanad in Kumarakom, Kerala, Karma Chakra offers wellness on a platter. The centre of wellbeing in the boutique resort is Karma Spa, which offers curative journeys through Asian-inspired therapies. Sign up for a ‘7-Day Ayurveda Wellness Spa Journey’ at Karma Spa. The full body-and-

mind focussed programme includes ‘abhyanga’, ‘shirodhara’, ‘podikkizy’ warm herbal compress, ‘ubtan’ body scrubs and back and body massages. The spa also offers special therapies for men that include ‘Men’s Retreat Time’ an indulgent combination of massage, facial and pedicure for that perfect well-groomed and relaxed look. www.royalresorts.co.in 

SOUTHERN HEALING

Savour moments of wellness when in Canada. For the ultimate wellness retreat experience, head to Grail Springs Holistic Retreat & Spa in Bancroft. Sitting on massive deposits of gems, this wellness retreat offers programmes that are holistically designed to address each aspect of a person’s being. You could also opt for the Winter Retreat programme organised by Mountain Trek in Nelson – relax by the fireplace, unwind in the hot tub or enjoy the healing waters of nearby Ainsworth Hot Springs Resort. For the water baby in you, Island Currents Spa, Sonora Resort has a ‘Water Journey’ that offers therapies that promote the purification of the body and relaxation of mind. 

101. NATURE NURTURE

100. RESTING RIGHT

98. BE PHONEY

96. MINI MEAL

97. SWEET AND SIMPLE

Sleep is of essence when it comes to being fit. However, we tend to ignore our body’s need to rest when we’re on vacation. Remember, you slow down every time you deprive yourself of sleep; you need at least seven hours a day. Plan your holiday in such a way that you alternate busy and relaxed days through the time you’re out.

The S7 Edge’s dual curve allows Samsung to squeeze a 5.5-inch screen and a 3,600mAH battery into a phone that fits into most hands. Its glass and metal construction makes it light with no unsightly antenna lines, its large, slightly extruded camera bump foreshadows what is the best smartphone camera around, and even the distinctive trigger like ‘snick’ of it unlocking jives perfectly with the incredible responsiveness of its processor.

The key to a healthier you while you are on vacation is to eat multiple meals, but smaller portions. When you eat fewer calories in a go, you burn them quickly and don’t pile on extra weight. WHITE WASH
Pack an oversized 
white shirt whenever 
you travel. This 
versatile item of 
clothing can be 
teamed with maxi 
dresses, fringe skirts, 
skater skirts, denim 
shorts and just about 
anything. You can 
also wear it as a shirt 
dress. Just throw on 
a belt and you’ll be 
good to go!

Heavy makeup while sightseeing is an absolute no-no. If you really love your makeup (and your skin), just put on some BB cream, mascara and a lip colour – this will be enough to pep up your look. Plus, it will make you sweat less and prevent your face from looking patchy and creased. Save those full-glam looks for night outs. Go all out then – bold lip colours, winged liner or smoky eyes – wear what you like!

99
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I like to keep away 
from the hustle-
bustle and not 
follow a particular 
routine when I am 
on vacation – even 
though I never 
skip my  tness 
routine. I am a 
spa person through 
and through. Spas 
get me into holiday 
mode instantly and 
visiting the spa is 
usually the  rst 
thing I do as soon 
as I check-in to a 
hotel. I keep myself  informed about 
new treatments. 
And the moment I 
come to know that a spa has introduced 
a new indulgent 
treatment, I am 
usually the  rst 
one to try it out. 

SRIDEVI

101 wellness travel tips_080-095.indd   94-95

10/11/16   8:42 pm
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LIVING

FOR THE BEACH-READY 

The Karma Kandara lies on the south-

ernmost tip of Bali, and is just a 20-

minute drive from the Ngurah Rai In-

ternational Airport. Of the 46 luxurious 

villas, the Grand Cliff-Front Residences 

flanking the Indian Ocean offer the most 

spectacular views. These two- and three-

bedroom structures, outfitted with 

home-theatre systems, pools and other 

little luxuries, are great for couples or 

families. To hit the beach, skip the walk-

ways and take the resort’s private shut-

tle down to the Nammos Beach Club, 

which dishes out the best wood-fired piz-

zas by the sea. Pop in on the weekend to 

catch the Sunday DJ sessions.  

FOR ‘SPA’RTANS
Perched on a crag almost 85 metres 

high, the Karma Spa offers a gorgeous 

backdrop to every therapy. Pamper 

yourself with signature treatments in 

the pristine white spa room, though it 

doesn’t beat the open-air setting where 

you can get a sunset massage or practise 

yoga at sunrise. Try an oxygen facial—

KARMA 
KANDARA 
RESORT

This Bali resort is proof that beachside hospitality can 

be utterly luxurious, says SONAM SAVLANI

HOTEL OF THE MONTH

the kind Madonna uses to prep for per-

formances—or a hot stone massage. Or 

lounge in the infrared sauna, which zaps 

the holiday weight as you unwind, and 

follow it with a soak in a refreshing pool 

infused with Himalayan bath salts. 

FOR ADVENTURE HUNTERS

You just have to ask, and the hotel will 

arrange a private speedboat to a beach 

hideaway where you can enjoy a gour-

met picnic basket. Or take in the views 

of the white sands, rice paddies and 

sharp cliffs from a helicopter. You can 

also book a ride in a luxury catamaran to 

go snorkelling on a tour of the best dive 

sites and coral gardens filled with exotic 

undersea creatures. 

FOR GASTRONOMES

You won’t have to hunt far for culinary 

treasures: The chefs at Karma Kandara 

can whip up a private, in-villa barbecue 

dinner. Or head to the di Mare restau-

rant, whose cliff-top location presents a 

spectacular view of the ocean and a crisp 

sea breeze, which the eatery exploits by 

doing away with walls entirely. Chef 

Raymond Saja enjoys mixing influences, 

so don’t be surprised if your Mediterra-

nean platter has an Oriental twist. Turn 

to the in-house sommelier for a recom-

mendation from the 3,000 wines co-

cooned in the hotel cellar, and for sun-

downers, try the Moroccan-themed 

Temple Lounge & Bar,  where you can 

enjoy tapas and cocktails in a picture-

perfect gazebo. Karmakandara.com  

PLEASURE 
ISLAND
From top: The 
pool overlooks 
the Indian 
Ocean; the spa; 
a cli�-front villa    

SPA RETREATS  l   GOLF & SPA  l   WELLBEING  l   BEAUTY  l   ROAD TESTED  l   CUISINE  l   PRODUCTS  
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REJUVENATION CRUISES

Spas at sea 

PINCTADA

Pearl of the Kimberley

EXOTIC DESTINATIONS

Mexico to Asia

OPTIMUM HEALTH

Turn back time 

SPAS AND PARS

Austria’s fi nest

GUIDE TO THE WORLD’S BEST SPAS

Australia  •  New Zealand  •  Asia  •  USA  •  Europe  •  UK 
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AT WORKJohn Spence owns resorts around the world but Rottnest was almost the one that got away. Now he talks about his plans to reinvigorate WA’s holiday island.   
STORY: WENDY CACCETTA
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Mykonos; Malaysia; Fiji; and 
Indonesia. Yes, the Karma resorts 
are undeniably upmarket, but the 
overall vibe is very laid-back and 
sexy. This is not a place for the 
stitched-up guest – it’s all about 
lounging, either on your own 
deck next to your private pool, 
� opping about at the beach club with an icy 

cocktail in hand, or languishing at dusk in 

the gorgeous rooftop bar with its slightly 

Moroccan feel. The ultimate indulgence is 

to have a massage in the spectacular Chakra 

spa, in a small hut that seems to cling to 

the edge of the cliff, with a sweeping view 

of the azure Indian Ocean. The spa treatments 

are, of course, sublime, given the Balinese 

people are so gifted and educated in the 

restorative power of touch. The di Mare restaurant serves up � ne 

food with Mediterranean touches, such as 

risotto, bouillabaisse, gazpacho and mezze 

plates. It is also the most perfect location on 

earth for breakfast: a sparkling sea, Balinese 

music tinkling in the background and always, 

always, the rolling, comforting sound of a 

surprisingly powerful ocean.   
KC

For details visit www.karmakandara.com.

The overall vibe is very laid-back and sexy. This is not a place for the stitched-up guest

ultra marineRight, from top: the resort’s perfectly sized beach; an incomparable view from the Chakra Wellness & Spa; one of the estate’s 46 stand-alone villas.
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Chill outA stunning cliff -top paradise in Bali 
delivers a new sense of beachside.“What’s that noise?” I asked my husband, 

as we checked into our villa at Karma 

Kandara, Bali, in the dead of night. Too 

tired to check it out then and there, when 

I awoke the next morning I realised that 

the noise was in fact the sound of rhythmic, 

thunderous surf resonating throughout the 

whole resort. Making my way through the 

lovely, rambling honeycomb alleys of coral 

limestone splashed with bougainvillea, 

I eventually came to the edge of the cliff-
top terrace and looked down. There, at the 

bottom of a vertiginous 100-metre drop, 

was the most pristine beach, complete with 

elegant lounging pavilions and a very cool 

beach club. A private inclinator worked its 

way up and down through the trees, as 

monkeys darted mischievously from branch 

to branch. Chilled-out music drifted up 

from the club, along with the smell of 

wood-� red pizza. My BlackBerry lost 

reception. All excellent signs that there was 

not going to be any reason to leave the 

resort for our entire stay. Karma Kandara is one of the recent jewels 

in the crown of the very clever and hospitable 

proprietor John Spence, who already has 

several � ve-star Karma properties in Bali and 

Thailand. Spence has plans to open in 

Margaret River, Western Australia; India; 

fi rst class

paradise revisitedClockwise from left: model Kristy Hinze takes it easy at Karma Kandara, Bali; the Nammos Beach Club; lounge around in the open air rooftop bar.
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The Banjaran Hotsprings Retreat
Discover Malaysia’s First Luxury 

Natural HotspringsHow To Manage 
Equity Risks?Understanding Uncorrelated

Investments

Prague –The Fairy Tale City
A Trove Of Romantic Possibilities
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PPS1671/11/2010(028287)

Trump
Building The

EmpireAn Exclusive Interview With Donald Trump
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ae’lkeMi’s karMa cruise  
Collection launched in spectacular 

style this week, with a decadent 
cocktail party in the rooftop bar at 

the Karma Kandara Resort in Bali.

An exotic selection of local 
models showcased the 30-piece 
debut collection, which featured 
luxe ‘70s-inspired jumpsuits, 
sunray-pleated gowns and cocktail 

dresses in travel-conscious fabrics. 

Ae’lkemi’s signature bold floral 
prints were the standout of the 
collection.“With the label turning 10 this 

year, I went back to the brand’s 
original DNA – prints and texture,” 

says Ae’lkemi designer Alvin  
Fernandez. “I found the passion 
again for bright, bold prints, colour 

and clashing motifs and texture.”
The idea for a resort collection 

came after discussions with 
Karma  Resorts’ owner, WA-based 

John Spence.“Karma has been a great 
supporter of Ae’lkemi and we were 

looking for a project to do 
together,” Fernandez says.
“We also wanted to do a more 

retail-friendly collection to 
complement our eveningwear and 

couture, but still not to compromise 

the quality, cut and fabric.”
Fernandez felt there needed to 

be an injection of something new 

coming out of winter, but before 
the full summer line hit the shelves. 

“This is something to excite our 

clients and a taste of what’s to 
come from the signature line,”  
he says.
STM had an exclusive preview 

of the Karma Cruise Collection, 
which is due in stores in July. It 
will be available at the Ae’lkemi 

store in Claremont and the Karma 

Kandara boutique.

Karmacool
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TRASH 
TALKS

Why Ke$ha is 
the anti-Gaga
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My grandMa  
burnt bras

the women who
inspire us

donna hay
beaut burgers
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karma cares

As our name suggests, Karma Group believes that what goes around comes around. 
That’s why philanthropy and community connection are cornerstones of our 
business philosophy. In establishing the Karma brand in the world’s most desirable 
destinations, Chairman, John Spence always realises a responsibility to the people 
and environments that make Karma Group destinations so special. 

Today, Karma supports numerous causes and non-profit organisations around the 
world:
In India: Christel House 
In Bali: Bali Life Foundation, Puspita Bali, Kupu-Kupu Foundation, Bali Children’s 
Project and the YKIP Foundation.
In Vietnam: Children’s Hope in Action (CHIA). 

Karma Group regularly donates room nights to global events to raise money for 
charities including the Prince’s Trust and Amy Winehouse Foundation in the UK. 
The annual Penguin Walk is a fun, long distance walk that raises money for Karma 
causes.  A member of Karma Group is a member of our family – a family that cares 
for others and celebrates diversity & community.

At the beginning of May 2021, Karma Group quickly mobilised to provide critical 
support to Covid-hit India through the Karma Mayday Initiative. Working in 
partnership with the British Asian Trust, supported by HRH The Prince of Wales, 
Karma Mayday is donating 5% of all revenue through May as well as organising 
a global fundraising effort to help secure oxygen and other critical supplies. India 
is where we started out and is one of our global home bases - we’re glad to play a 
small part in helping out.
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► PURCHASING TREND TOWARDS POINT PRODUCTS

This sector was once dominated by private developers selling one-

week fee intervals. However, the sector now includes publicly-traded 

hospitality companies actively developing a full range of offerings 

at different price points in resort and urban destinations. This is a 

reflection of the increased interest in timeshare point product, with 

vacationers seeking the flexibility of a nightly stay, as opposed to a 

weekly stay.

► EMERGING MIDDLE CLASS AND INCREASED AFFORDABILITY 

AND ACCESSIBILITY OF AIR TRAVEL 6

The emerging middle class (“EMC”) is a rapidly growing global market 

of consumers newly entering the middle-income group. According 

to the Credit Suisse Emerging Consumer Survey 2016, more than 

100 million new households in emerging markets have moved into 

The following are some of the trends observed in the timeshare 
industry: 

6 Information obtained from the following sources: 

• “Asia’s emerging middle class an untapped consumer force”, http://www.webintravel.com/asias-emerging-middle-

class-untapped-consumer-force/ 

•“Mega-Trend of Growing Emerging Middle Class Remains on Track”, https://www.credit-suisse.com/corporate/en/

articles/news-and-expertise/emerging-consumer-survey-201604.html 

• “What Travel Marketers Need to Know about the New Middle-Class Tourist”, https://www.smartling.com/blog/travel-

marketers-need-to-know-about-middle-class-tourist/ 

• “The Rise of the Emerging Market Traveler”, https://skift.com/2016/01/20/the-rise-of-the-emerging-market-traveler/

industry trends

middle income territory over the last two years. The EMC population 

is expected to reach 3.5 billion in 2030, with 85% of the growth 

within Asia’s developing markets. The rising disposable income of the 

EMC population is a key contributing factor to growing tourism as 

many travellers are now able to set aside a portion of their wealth 

for regular vacation plans, increasing the number of prospects for 

timeshare members. Supported by the decreased cost of air travel 

through budget and low cost carriers, relaxed visa restrictions as well 

as the access to digital tools for planning and booking holidays, the 

tourism and vacation ownership market is forecasted to grow as the 

EMC population grows
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► MILLENNIAL (GENERATION Y) TRAVELLERS 7, 8 

The timeshare industry is riding on the trend of millennial travellers. 

Research indicates that millennial buyers want value-for-money, 

choice and flexibility; they want authentic experiences and access to 

assets rather than full ownership. In addition, millennials do not want 

to be committed to long-term financial exposure such as buying a 

second vacation house. 

Millennial travellers are also searching for holidays beyond ‘cookie 

cutter’ tourist experiences. Localisation for hotels and resorts thereby 

plays an important role to allow millennial travellers to dive into 

the local culture. Timeshare hotel’s design, artwork, amenities, and 

services must embrace and reflect the location in which they operate 

to meet the millennials’ expectations.

Millennials are expected to play a huge role in shaping the hospitality 

sector over the next decade. Currently, millennials make up one-third 

of all travellers, and are more cost-conscious and experience-focused. 

7 Information obtained from the following sources: 

• EY, “Global Hospitality Insights – Top thoughts for 2015”. 

• Daylighted, “Millennials in the hospitality industry: How hotels need to adapt”, 2015. 

• RCI, “Leisure real estate trends and opportunities”, 2017.

8 Millennial travelers refer to those born between 1982 and 2004.

To meet these changing demand preferences, hoteliers are seeking 

innovative alternatives to traditional lodging products, for example, 

lifestyle hotels and accommodations. 

Millennial travellers generally have a shorter booking window and make 

decision in real time. They place high importance on the availability of 

technology, which provides the convenience and flexibility of booking, 

checking-in, and checking-out. Therefore, having amenities such as 

availability of free Wi-Fi and easy-to-reach outlets within the hotel 

rooms and lounges play an important role in attracting travellers and 

guests.
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experienced and results 
oriented leadership team 
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JOHN SPENCE

Founder, Chairman, Sole Shareholder

John started off his working career in the early 1980’s and made a 

leap into the property industry in 1984 when he joined Global, a hotel, 

holiday ownership and property development Company in Tenerife. 

In 1993, he founded the Royal Group by developing his first resort in 

Goa, India and grew the business to the current Karma Group.

He has received numerous industry accolades over the years including 

the holiday ownership Hall of Fame, voted Philanthropist of the Year 

by the American Resort Developers Association and most recently 

named Australian Entrepreneur of the Year by E&Y.



karmagroup.com

A graduate of Cambridge University, Vic has been with the 

Group for 19 years, and has been primarily concerned with 

the administrative and operational sides of the Company. 

From the Company’s offices in Bali, he has overseen the 

development and growth of the Karma brand, as well as 

taking responsibility for the administration of the holiday 

ownership division. He has a legal background having 

qualified to practice law in the UK, prior to joining the Group.

Gary is a Chartered Accountant and has varied experience 

across multiple industries. He has spent the last 20 years in 

the tourism and hospitality industry and has operated in the 

capacity of CFO, Managing Director and CEO for different 

entities in multiple geographic regions across the Asia 

Pacific and Africa continents. 

He is responsible for driving Group strategy, process 

efficiencies; merger and acquisition activity, new 

opportunities and ensuring intra-group synergies and 

savings are achieved.

GARY KNOWLES

Chief Executive Officer   |   Board Member

VIC FAULKNER

Chief Operating Officer   |   Board Member
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ESPERANCA PATRICIO

President & MD - India & Middle East   |   Board Member

Esperanca Patricio’s career trajectory with the Karma Group 

started 25 years ago in Goa.

The Group’s expansion into several territories, has been 

directly linked to Esperanca’s career path, within the Group. 

She has held a number of key positions, and is renowned for 

her leadership management and in-depth understanding of 

the business.

Having started as a sales representative in Bali in the 

late nineties and rose to the top of the organization, he is 

admired by both his peers and sales staff as an example of 

a ‘bottom-up career route success’. He is responsible for 

driving timeshare sales, fractional ownership and also real 

estate sales for the Group. 

With his team, Michael has managed to drive year-on year 

growth despite sometimes challenging market conditions.

MICHAEL WOOD

Group Sales & Marketing Director   |   Board Member
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strategic priorities/growth

•	 GROW VACATION SALES AND EXPAND 
MEMBERSHIP BASE

•	 CONTINUAL IMPROVEMENT AND 
INNOVATION IN MEMBER EXPERIENCE

•	 SELECTIVELY INVEST IN OPPORTUNISTIC  
AND ACCRETIVE NEW VENTURES

•	 COVID EXPANSION
	 ► New Membership Model
	 ► Karma Concierge
	 ► Karma Nomad
	 ► Karma Kasa
	 ► Karma Club
	 ► 4 new resorts - India, Indonesia, UK
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Grow vacation sales and expand  
membership base

Continual improvement and innovation in 
member experience

Selectively invest in opportunistic and 
accretive new ventures

New member acquisition
Marketing & pricing

Investment in technology & social media to 
better engage with and serve members

Strategically allocate capital to support KRR 
inventory requirements

Upgrades

Expansion of call center resources and 
adoption of new modern technology plat-
forms, allowing the business to scale up 
cost effectively support member growth 

and self service transactions

Allocate capital to selective real estate 
opportunities

Introduction of new products and services Continual focus on feedback mechanisms
Refurb Karma Minoan and 

Chateau de Samary 

Additional sales venues
Expansion of affiliations 
(e.g., Karma Sanctum)

Mid-term – development projects:
Bali, Lombok, Hakuba

Expanded consumer finance book
Investment in building depth and breadth of 

resort management capabilities
Mid-term – expansion of Karma Spa and 

Karma Beach

strategic priorities : 
fueling growth



UNGASAN, BALI, INDONESIA

60 UNIT DEVELOPMENT

GILI MENO, INDONESIA

OVERVIEW OF
PROPERTY

OVERVIEW OF
PROPERTY

PALAWAN, PHILIPPINES HAKUBA, JAPAN MARGARET RIVER, WA CARCASSONNE, FRANCE

JIMBARAN, BALI, INDONESIABAHAMAS

development pipeline portfolio 
& existing land banks

70 UNIT LIFESTYLE RETREAT 60 UNIT DEVELOPMENT 60 UNIT DEVELOPMENT

60 UNIT LIFESTYLE RETREAT 24 UNIT DEVELOPMENT 29 LUXURY VILLAS 40 UNIT RESORT

karmagroup.com
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development pipeline portfolio 
& existing land banks

GAUCIN, SPAIN

50 UNIT DEVELOPMENT

BANDUNG, INDONESIA

OVERVIEW OF
PROPERTY

47 UNIT DEVELOPMENT

OVERVIEW OF
PROPERTY

SRI LANKA MYKONOS HOI AN, VIETNAM HOI AN, VIETNAM

60 UNIT DEVELOPMENT 40 UNIT DEVELOPMENT 44 UNIT DEVELOPMENT 44 UNIT DEVELOPMENT
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invest in opportunistic and 
accretive new ventures

LAOS
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invest in opportunistic and 
accretive new ventures

PHILIPPINES
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invest in opportunistic and 
accretive new ventures

JAPAN
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invest in opportunistic and 
accretive new ventures

INDONESIA
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invest in opportunistic and 
accretive new ventures

SPAIN
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invest in opportunistic and 
accretive new ventures

VIETNAM
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we create...   experiences
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