
Heading off to 
collagen

BEAUTY QMS 
Medicosmetics is big 
on identification and 
personalization, as it 
launches its clinically 
proven skin care in 
the US

‘Follow the science’ is 
being encouraged by a lot of medical 
experts on a lot of topics these days. It’s 
simple, sound advice. However, discern-
ing Europeans have turned to German 
trauma specialist and cosmetic surgery 
Dr Erich Schulte since 1994. Now, his 25 
years of experience has just been poured 
into qms Medicosmetics, a skin care line 
intended to bridge luxury with clini-

cally proven and effective results. With 
its arrival in the United States, the team 
behind the collection is betting that the 
brand becomes a skin care standard-bear-
er for Americans demanding results-driv-
en formulas that are at once proactive 
and healing.
 ‘Because qms is focused on identifying 
the cause of the skin problem, we first 
identify and only then we can improve,’ 

said ceo Mark Stanlein, who with qms 
Medicosmetics’ International educator 
Rowan Hall-Farrise, explained why qms 
sampler kits were the perfect way to 
introduce the brand to America. ‘We can 
balance and rebuild the skin with a cer-
tain kind of regimen. We have roughly 
38 products in retail, and our real hero, 
as you know, is always our collagen sets. 
The exfoliants are 7 or 11 per cent, and 
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our day collagen and our night collagen, 
which might be sensitive or might be the 
normal variant, [are] the base where we 
will always start with.’
 Hall-Farrise then detailed how the 
line’s collagen component is the focus 
of the brand. It is the most abundant 
protein in the human body that makes 
up more than half of the total volume of 
protein found in the skin. Consequently, 
it is also what makes skin strong, thick, 
supple, and smooth, giving it structure 
and contributing to 60 per cent of the 
skin’s moisturizing processes.
 ‘Collagen is the main component 
required to support the skin’s health, 
giving it the firmness and elasticity,’ says 
Hall-Farrise. ‘Collagen is something we 
are all looking to replenish for a vibrant, 
youthful glow.’
 However, not all collagens are created 
equal. According to Stanlein, qms has 
garnered its reputation as an industry 
innovator through making 97 per cent 
skin-identical collagen a primary focus 
in med-spa and at-home skin care. The 
company utilizes high-grade skin-iden-
tical collagen originating from German 
bovine for ultimate results. This type of 
collagen absorbs into the skin, creating 
longer lasting results and does not de-
teriorate. It also features a patented and 
exclusive delivery system and Neotech 

A15, a proprietary collagen–hyaluronic 
acid complex, to reintroduce collagen to 
protect your natural skin barrier.
 ‘We are the brand showing you the 
results,’ Stanlein affirms. ‘We are about 
identification and personalization. The 
interesting thing is that the big compa-
nies are really struggling with identifi-
cation and personalization. It’s about 
the development of your skin. As Dr 
Schulte would ask a patient in a clinical 
setting, we’re asking those serious about 
better skin care how can we improve 
her skin. We want to pay close attention 
to the causes of the skin problems she 
might have.’
 Hero products in this spectacularly 
effective collection include Collagen Re-
covery Day & Night Cream, an intensive 
daily moisturizer that helps to boost 
skin’s hydration levels as well as increas-
ing firmness and luminosity, leaving skin 
feeling more comfortable and supple 
than ever before. There are also 3-Step 
Routine anti-ageing skin care systems for 
different skin types. The collagen 3-Step 
system helps improve hydration by 245 
per cent after just eight weeks, accord-
ing to Hall-Farrise. Collagen systems 
run us$260, and include generous trial 
sizes of the Day Collagen, Night Col-
lagen, and Active Exfoliant 7 per cent 
hero products. Other products available 

through spas and the website include 
Deep Gentle Cleanser (us$50), Hydrat-
ing Boost (us$50), and the Power Firm 
Mask (us$95).
 Nearly 700 top-tier spas and clinics 
around the world have exclusive arrange-
ments to feature bespoke treatments and 
products, including the Burj Al Arab 
in Dubai, the Stanglwirt in Going am 
Wilden Kaiser, Austria, and the Man-
darin Oriental hotels in Bangkok and 
Lake Como. For more information, visit 
qmsmedicosmetics.com. •
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Not your average 
daily grind BEAUTY Environmentally 

conscious and socially 
responsible, UpCircle 

Beauty has its origins in 
discarded coffee grinds 

and food wasteThey say one person’s rub-
bish is another’s treasure. It’s even better 
when that treasure combats environmen-
tal damage to the earth and your skin. 
Plus, it offers a fresh new take on the 
concept of dumpster diving.
 One auspicious day at the London 
Coffee Festival, a pair of enterprising 
young siblings saved a trash heap of cof-
fee grinds from a landfill. When sibling 

rivalry is trashed and traded in favour 
of discarded coffee, tea, and fruit stones 
packed with antioxidants, anything is 
possible. They quit their day jobs, got 
some cash, made great scrubs, and 
before you know it, UpCircle Beauty is 
sold at Urban Outfitters.
 ‘Before starting UpCircle, I worked in 
finance, so it really couldn’t have been a 
bigger switch in career path! My light-

bulb moment happened when I asked my 
local coffee shop what they did with their 
waste coffee grounds and was shocked to 
hear that they were producing so much 
that they had to pay to have it disposed 
of on landfill sites. I decided it was a great 
starting point for a business idea, but 
wasn’t sure what that idea was—that’s 
when I turned to my sister Anna for help,’ 
says brother William Brightman.
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 ‘Throughout my teenage years I 
wanted to be a make-up artist, so I’ve 
always had a keen interest in cosmetics, 
skin care and the beauty industry. My 
high school originally persuaded me to 
go down a more traditional route, but I 
feel very lucky to have ended up in a job 
that is so well aligned with what I truly 
wanted. I knew coffee had great skin care 
benefits, so that’s when my brother and I 
decided to join forces to create a skin care 
brand focused on upcycled natural ingre-
dients,’ confirms sister Anna Brightman.
 Founded on the pillars of sustainabil-
ity and social responsibility, UpCircle 

Beauty is an organic, 
vegan, cruelty-free, 
zero-waste beauty brand 
born and bred in the uk. 
Using natural ingredi-
ents, UpCircle upcycles 
food and planet waste 
such as coffee grounds, 
fruit stones and chai 
spices into core ingredients for their 
award-winning collection of products. 
To date, the brand has upcycled 350 tons 
of waste, saving the planet from putting 
more waste into landfills and repurpos-
ing for the greater good. The packaging 

across the range is 99 per cent plastic-free 
with plastic-free refill options for the 
remaining 1 per cent. The brand is com-
mitted to supporting organizations like 
Akt, Refuge and blam with donations 
and paid partnerships. •
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LIVING Copacabana Beachwear founder Roxanna 
Faithful is putting her business mindset and love 
for the environment into an additional venture, as 
she tells Elyse Glickman

Faithful with her 
environmental 
principles

Elyse Glickman is US 
west coast editor of 
Lucire.

Ecuador-born Roxanna 
Faithful came of age surrounded by 
nature’s lush bounty as well as her fellow 
South Americans’ passion for protect-
ing the Earth from outside forces. Her 
journey to a career as a conscientious 
marketing professional took her from 
Guayaquil, to South Carolina, to uni-
versity studies in southern California to 
Tampa, where she combined her passions 
for marketing, the environment and fash-
ion into Copacabana Beachwear.
 However, her desire to do more for 
the planet brought her back to southern 
California and University of California 
Irvine to complete her ms in market-
ing. Now permanently based in Orange 
County, she continues to build what 
began as a family business (launched 
with Faithful working from her garage 
while raising a baby) into a truly global 
enterprise. Recently, Copacabana Beach-
wear was selected to be one of the spon-
sors for one of the biggest swimwear 

pageants, Miss Bikini usa, taking place 
this July 2021 in Miami during Miami 
Swim Week. A fitness clothing line is also 
in the works, which she says will blend 
motifs and functionality inspired by fit-
ness and the beach. This firm is also on 
the lookout for more brand ambassadors 
who would like to spread the word and 
share their amazing adventures while 
wearing Copacabana designs.
 While Faithful had already made her 
mark through her specialization in social 
media and digital platform marketing, 
generating an international following 
for Copacabana Beachwear, she had 
the clout to move on to a high-profile 
fashion brand or a non-profit position. 
Instead, she opted to apply her skills in 
a more down-to-earth way. While she 
continues to generate excitement among 
fashionistas at Copacabana Beach-
wear, she is working with Gizmogo (a 
buy-back company that buys used or 
broken consumer electronics) to help its 

management find a definitive voice to 
connect tech-savvy consumers and the 
general public with messaging about di-
rect ways to give back to the community 
and environment.

Lucire: Copacabana Beachwear was 
doing well and getting a ton of press 
as you were for building it from the 
ground up in Tampa, Florida as its 
CEO. What drew you back to south-
ern California, besides finishing your 
master’s at UC Irvine?
 Roxanna Faithful: While Florida is 
a great place to operate a swimwear and 
beachwear company, I decided to return 
to California, not only for the beauti-
ful, less humid weather but also because 
there were more business opportunities 
all around. Furthermore, in California 
there are more opportunities to get 
involved in environmental causes, which 
I have been very connected with since 
childhood. [Once re-established in Cali-
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fornia,] I joined up with several organi-
zations, including the Ocean Foundation. 
I also participated in and later organized 
several beach clean-up events with my 
beachwear company.

To the average person, Copacabana 
and Gizmogo seem like completely 
different companies in non-related 
industries. How do you explain the 
similarities?
Copacabana and Gizmogo are both 
based on corporate social responsibility, 
and have a similar mission to give back 
to communities in an environmentally 
sound way. That common interest is still 
there. I will apply my marketing back-
ground to my understanding of what 

Gizmogo wants to accomplish through 
social media and digital media, and I can 
advise them on what they need to do to 
reach the public and accomplish those 
goals. Because I know a lot of influencers 
through running Copacabana as well as 
friends in lifestyle-focused public rela-
tions companies who will commit to en-
vironmental causes, I can make introduc-
tions and devise ways everybody can help 
each other get shared messages about 
making a difference in the environment.

How are your Ecuadorian roots an 
asset to Gizmogo, especially with so 
much of the global environmental 
movement originating from Latin 
America?

Growing up in Ecuador, I was very in 
touch with water, and my country has 
one of the best ecosystem hubs in the 
form of the Galapagos Island. The 
natural ecosystems and geography of 
the mainland are spectacular as well, and 
being exposed to them regularly gave me 
an interesting perspective on the need to 
protect the environment, especially with 
the ocean tying things all together. With 
Gizmogo, meanwhile, I wanted to be-
come active in developing the initiative 
to get tablets and other essential learning 
supplies to the children and communi-
ties who need them.

How do you see your current position 
at Gizmogo an extension of your post-
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university education as well as your 
professional journey?
I started my first company while I was 
young, and did not have all the experi-
ence necessary that I wish I had on the 
operational side of running a business. 
As the company grew, the social media 
side I had cultivated was growing and 
doing really well, but found I needed 
to develop my experience in operations 
more. As a marketing expert on the tech 
side, I want to move forward to help 
companies with already great operational 
foundations because I could learn from 
them while helping them build their 
marketing in social media and digital 
media to reach more people.

Why did positioning yourself at 
Gizmogo keep you moving forward 
professionally?
I know Gizmogo’s leaders interested in 
working with somebody who under-
stood their initiatives, the mission to 
remove e-waste from landfills and pre-
venting waste from ending up there in 
the first place. Ceo James Wang has been 
involved in these initiatives involving 
the reduction of e-waste, and did a lot of 
homework. He gave me a green light to 
operate and do what is necessary to focus 
on the environmental objectives as well 
as grow the company as a whole.

How are you differentiating Gizmogo 
from other companies purchasing 
used and broken electronics internally 

and externally?
While there are other companies doing 
similar things to what we’re doing, buy-
ing old electronics off consumers for 
recycling purposes, most of them only 
donate a small amount of money to large 
charities of choice. What we’re actually 
doing is pinpointing small local charities 
and philanthropic operations and putting 
our energies towards them. Rather than 
just do payouts, we’re actively organizing 
clean-up and fundraising events with the 
various charities and interacting with the 
participants. We want to go beyond sim-
ply talking about environmental causes 
through our day-to-day business and re-
cruit small teams of volunteers to go out 
and spread the word to their communi-
ties. We are sending some environmen-
tally friendly parts of the old electronics 
we purchased from people to benefit the 
various individual organizations.

So you are taking that process and 
business model further …
Yes, and we’re doing more than just buy 
mobile phones and tablets … we buy all 
kinds of electronics including laptops, 
Iwatches, headphones, consoles, moni-
tors and pretty much anything related 
to consumer technology. With tech, we 
buy it all, whether the goods are broken 
or used and obsolete. Some companies 
will take the phones they buy, fix them 
and resell them in other markets overseas. 
Instead of reselling the repaired phones, 
we will take the phones no longer work-

ing and sort out the working parts that 
can be reused for repairs.

How does the charity component of 
Gizmogo work?
We are planning to donate 15 per cent of 
the tablets and some of the computers 
we are getting to schools in develop-
ing regions in countries like Ecuador 
and México that need extra help getting 
learning tools that are even harder to 
access because of the pandemic.
 As Gizmogo is a privately held compa-
ny, I want to be clear we are not donat-
ing all of the usable electronics … just a 
percentage. While we used to sponsor 
other organizations’ philanthropic events, 
we are now focusing on doing our own 
events and environmental stewardship 
initiatives and promoting them through 
various social media channels. Some of 
the environmental initiatives Gizmogo 
is actively involved with include Plant 
a Tree and Beach Clean Ups, as well as 
donating 10 per cent of the profits to 
environmental charities.

Why is social responsibility such an 
important part of a business model, 
even for a start-up?
If you are growing a business, the more 
you give, the more you get. Therefore, if 
every company can do its part through 
its social responsibility objectives to help 
the environment, it will ultimately ben-
efit future generations of consumers who 
will also have to live in that environment 

This page: Bags and towel from Copacabana Beachwear. Opposite page, clockwise 

from top left: Roxanna Faithful. Roxanna Faithful and Gizmogo CEO James Wang. 

Jewellery designs from Copacabana Beachwear. Earlier Copacabana dress design.
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in the future. The fact is, we only have 
one Earth. Therefore, if every company 
could dedicate a minimum of money, 
time and energy [toward causes tied to 
the] planet, the general public will con-
nect to that idea regardless of political 
party, nationality or personal preferences.

Why did you find CEO James Wang’s 
outlook and mission so inspiring?
James was shocked when he observed 
over time how much of the old electron-
ics were being thrown into dumpsters, 
without any attempt to retrieve anything 
that could be recycled or repaired or 
used for repairs of other electronics. He 
really had the vision of exploring how all 
these devices, materials and components 
could be given a second life rather than 
be put into landfills where toxins like hy-
drochloric acid produced from improp-
erly recycling e-waste could breach the 
land and ocean. He also learned through 
reports obtained in his ongoing research 

that the amount of waste has 
increased to 61,000,000 lbs/
day since recycling e-waste 
became a common practice.
 While it was important to 
have a sound business model, 
James wanted to put a lot of 
focus on the environmental 

aspects of running things his way and 
providing a solution rather than ignor-
ing the environmental impact of simply 
disposing of old electronics.

Even with your work with Gizmogo, 
you are still very involved with Copa-
cabana Beachwear’s continued growth 
and role in social responsibility. What 
does that entail?
I wanted my company to not only pro-
duce a brand, but also a community. By 
this, I mean creating clothing that will 
inspire people from all around the world 
to connect and share their experiences 
and adventures while wearing their Co-
pacabana piece. Since the environmental 
aspect is also very important to us, we 
are currently swapping out most of our 
materials towards eco-friendly textiles, 
including recycled materials. Our cus-
tomers are also a community in that they 
are supporting environmental and phil-
anthropic causes when purchasing our 

designs. Part of the sales proceeds will 
go toward helping development com-
munities and animal and ocean conserva-
tion. While all the pieces are currently 
designed in Orange County, Calif., we 
hope to shift a lot of the manufacturing 
to Ecuador, my native country.

In your personal life, you are fo-
cused on life–work balance, partially 
through fitness and nutrition. How 
does it make you a better executive?
I practise yoga, and believe that every-
thing in life is about achieving balance. 
And achieving that balance is even more 
important … and challenging … as I 
am also a Mom. Trying to keep your-
self healthy mentally and physically is 
important, but in order to be able to be 
successful in anything, there needs to 
be good organization when getting dif-
ferent parts of your life into balance. So 
I do try to organize my time and try to 
do yoga, or run and do other exercise at 
least two to three times a week. And that 
definitely helps me in everything.

Who were your greatest mentors for 
either career, and how are you men-
toring the next generation of people 
moving forward?
My parents. They’ve always been very 
hard workers. My Mom and my Dad had 
their own businesses, so watching them, I 
knew I could start my own. Through the 
years, they went through all kinds of stuff 
and had to adapt in order to thrive, and 
this includes working out their compa-
nies’ relationship with the environment. 
Their commitment and persistence are 
things I definitely admire. •

Visit Roxanna Faithful’s ventures at gizmo 
go.com and copacabana-bw.com.

lucire ĸsa 9.21 49


