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Fly is an Italian group operating 1 5
internationally in the footwear sector for men,

COUNTRIES REACHED BY DISTRIBUTION
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FLY, BEFORE FLY

FLY WAS FOUNDED IN 2005 BY FOUR PARTNERS WITH WELL-ESTABLISHED KNOW-HOW IN THE FOOTWEAR TRADE. IT ALL BEGAN WITH
THE PURCHASE OF A LICENSE LINKED TO A TV CARTOON SERIES: FLY DEVELOPED A COLOURED, AMUSING FOOTWEAR COLLECTION
FOR LITTLE GIRLS, WHICH WAS A GREAT SUCCESS IN [TALY. THIS ENCOURAGED THE PARTNERS TO DEVELOP OTHER COLLECTIONS,
ACQUIRING LICENSE AGREEMENTS FOR THE MAIN BRANDS ASSOCIATED WITH PRODUCTS FOR YOUNGSTERS.

OVER THE FOLLOWING YEARS THE GROUP ACQUIRED LICENSE AGREEMENTS FOR SOME FASHION BRANDS, SUCH AS BEVERLY HILLS
POLO CLUB, MISS SIXTY AND SWEET YEARS AND PURCHASED LICENSES FOR U.S. GOLF CLUB AND THE NINETIES ICON, ONYX.

THE RANGE WAS EXTENDED, ADDING TO KIDS’" SHOES THE DESIGN AND MARKETING OF SPORTY, YOUTHFUL MEN AND WOMEN'S
FOOTWEAR. FLY ALSO SPECIALISES IN CUSTOMISED PRIVATE LABEL PROJECTS.

THE COMPANY CELEBRATED ITS FIRST TEN YEARS IN 2015 BY EXTENDING TS PRESENCE ON THE MARKET: FOOTWEAR DESIGNED AND
MARKETED BY FLY WENT BEYOND EUROPEAN BORDERS.

NOWADAYS FLY IS A WELL-KNOWN ENTERPRISE, STILL EXPANDING WITH [TS MONTEBELLUNA DESIGN CENTRE AND SILEA MARKETING
UNIT, BOTH IN THE PROVINCE OF TREVISO.
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DESIGN

A COMBINATION OF RESEARCH AND CREATIVENESS

THE DESIGN STUDIO FOR ALL FLY FOOTWEAR IS SITUATED AT MONTEBELLUNA, THE HISTORIC BIRTHPLACE OF SPORTS FOOTWEAR
MADE IN ITALY.

HERE FLY’S DESIGNERS CREATE FOUR COLLECTIONS EVERY YEAR AND DESIGN ALL TYPES OF FOOTWEAR: SNEAKERS, BOOTS,
WALKING SHOES, OUTDOOR SHOES, MULES, SANDALS AND HIGH HEELS — FOR MEN, WOMEN AND KIDS. THIS CROSS SECTION OF
STYLES AND TYPES IS WHAT HAS LED FLY TO TS SUCCESS. THE CLIENTELE ACKNOWLEDGES ITS BRAND COHERENCE AND ABILITY TO
MEET ANY DEMAND WITH PRODUCTS IN LINE WITH THE LATEST FASHION TRENDS AND MARKET REQUIREMENTS.

FLY HAS ALSO STARTED DESIGNING FOOTWEAR WITH 100% RECYCLABLE MATERIALS. ALL THESE PRODUCTS ARE TESTED BY
INTERNATIONAL AGENCIES TO GUARANTEE TOTAL SAFETY FOR DEALERS AND CONSUMERS.
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LOGISTIC AND
DISTRIBUTION

IN ITALY, EUROPE AND THE WORLD

AN EFFICIENT SYSTEM OF LOGISTICS AND SOUND SALES PARTNERS HAS GIVEN FLY THE OPPORTUNITY TO REACH AN INCREASING
NUMBER OF CUSTOMERS, FIRST CROSSING DOMESTIC BORDERS AND THEN EUROPEAN ONES. ALREADY IN EUROPE — SPAIN, GREECE,
UNITED KINGDOM, GERMANY, POLAND — AND RUSSIA, FLY HAS RECENTLY STARTED TO EXTEND INTO MIDDLE EAST COUNTRIES.
EXPORTS CURRENTLY ACCOUNT FOR 35% OF TOTAL SALES.

PRODUCTS FOR THE EUROPEAN MARKET ARRIVE AT THE PORTS OF LA SPEZIA AND TRIESTE AND ARE THEN SENT TO LEGHORN AND
PADUA LOGISTICS CENTRES, WHERE THEY DEPART FOR ITALIAN DESTINATIONS, ARRIVING IN 24 HOURS, AND FOR THE REST OF
EUROPE, WHERE THEY ARE DELIVERED WITHIN 48 HOURS. GOODS FOR NON-EUROPEAN COUNTRIES ARE DELIVERED DIRECTLY FROM
OUR PRODUCTION FACILITIES. OUR SALES PARTNERS ARE DIFFERENTIATED INTO RETAIL OUTLETS, LARGE SPECIALIST STORES AND
MASS MARKET RETAILERS, ACCORDING TO THE TYPE OF PRODUCT.

DISTRIBUTION

CLASSICAL RETAIL
MASS MARKET RETAILERS (MMR)
LARGE SPECIALITY STORES
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MARKETING AND
COMMUNICATION
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VISIBILITY AND EFFECTIVENESS FOR ALL OUR BRANDS

FLY MAKES ITS BRANDS VISIBLE AND RECOGNISABLE THROUGH MARKETING AND COMMUNICATIONS STRATEGIES CREATED AD

HOC, BASED ON THE BRAND’S POSITIONING, CONSUMER TARGET AND CHOSEN MEANS OF COMMUNICATION. IT COORDINATES

PRESS CAMPAIGNS, PLANS TV SPOTS AND RUNS THE BRAND’S SOCIAL MEDIA, EITHER IN-HOUSE WITH QUALIFIED PERSONNEL, OR
OUTSOURCING TO SPECIALIST AGENCIES. [T ALSO DEALS WITH PACKAGING AND CARDBOARD DISPLAY UNITS FOR IN-STORE PRODUCT
EXPOSURE.

FLY IS ON THE MAIN PLATFORMS DEDICATED TO B2B AND TAKES PART REGULARLY IN THE MOST IMPORTANT ITALIAN AND
INTERNATIONAL TRADE FAIRS (E.G. PITTI, EXPO RIVA SCHUH, MICAM MILAN).
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BRANDS AND
BRAND LICENSING
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HOUSE BRANDS

TO EACH BRAND ITS OWN STYLE

FLY RUNS SEVEN BRANDS, THREE SELF-OWNED (U.S. GOLF CLUB, ONYX AND BULLS) AND FOUR LICENSED (BEVERLY HILLS POLO
CLUB, BARBIE, MISS SIXTY AND SWEET YEARS), CHOSEN FOR THEIR INTERNATIONAL APPEAL.

OVER FIFTEEN YEARS’ EXPERIENCE IN THE LICENSE TRADE MAKE FLY AN IDEAL PARTNER FOR ANY BRAND LOOKING TO INCREASE ITS U.S. GOLF CLUB
TURNOVER BY GOING INTO FOOTWEAR. LIKEWISE, FOR OUR THREE PROPRIETARY BRANDS WE HAVE AN ACTIVE BRAND LICENSING u}‘s J}G ! 9
PROGRAMME FOR THE DEVELOPMENT AND MARKETING OF ALL OUR PRODUCT CATEGORIES.

LICENSED BRANDS
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BEVERLY HILLS POLO CLUB BARBIE
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MISS SIXTY SWEET YEARS
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Men Women Boys Girls

U.S. Golf Club

Onyx

Bulls

Beverly Hills Polo Club
Sweet Years

Miss Sixty

Barbie

Product line table gL hghi Jgaa
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- OUR BRANDS r
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U.S. GOLF CLUB

www.usgolfclub.it

U.S. GOLF CLUB IS A SPORTY-CHIC BRAND INSPIRED BY THE GAME OF GOLF. ITS COLLECTIONS COMBINE PRACTICALITY AND
GOOD TASTE, CASUALNESS AND ATTENTION TO THE LATEST TRENDS, FOR INFORMAL ELEGANCE THAT'S NEVER TAKEN FOR
GRANTED. LAUNCHED AS A FOOTWEAR BRAND, IT IS RE-INTEPRETED IN COLLECTIONS OF APPAREL AND ACCESSORIES STYLED
FOR ENTERPRISING YOUNG PEOPLE, READY TO STRIKE THAT HOLE IN ONE.
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OUR BRANDS

ONYX

WWW.onyX.it

ONYX, ICONIC BRAND FROM THE NINETIES STILL ON TEENAGERS’ WISH LISTS, FEATURING YOUNG, COOL CLOTHES AND
FOOTWEAR. BESIDES ITS TRENDY PRODUCTS, FLY RE-EDITS THE FOOTWEAR OF THE NINETIES, AS THEY RETURN WITH A ROAR,
PROPOSING SHAPES AND STYLES INSPIRED BY THOSE YEARS.
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OUR BRANDS
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BULLS ARE THOSE KIDS’ SHOES THAT LIGHT UP. THERE ARE SENSORS IN THE RUBBER SOLES THAT ILLUMINATE WITH
MOVEMENT, SO THAT WHEN THE WEARER WALKS, RUNS OR JUMPS THE SHOES LIGHT UP. IMPOSSIBLE TO IGNORE, A
COMBINATION OF COMFORTABLE, PRACTICAL SHOES AND AN AMUSING GAME, BULLS SNEAKERS AND SANDALS ARE HIGHLY
SUCCESSFUL ON THE MARKET.
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BRANDS
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BEVERLY HILLS
POLO CLUB

THE BEVERLY HILLS POLO CLUB BRAND COMES FROM LOS ANGELES. TS ORIGIN, PRESERVED IN THE NAME, EVOKES
CALIFORNIA, THE AMERICAN WAY OF LIFE AND EXCLUSIVE BEVERLY HILLS CLUBS. STYLED TO BE SPORTY BUT CLASSY, BEVERLY
HILLS POLO CLUB FOOTWEAR IS DESIGNED FOR YOUNG MEN WHO LOVE A SIMPLE BUT SOPHISTICATED URBAN AIR.
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2 023

ff SWEET YEARS

FIRST APPEARING IN 2003, BASED ON AN IDEA BY FOOTBALLERS BOBO VIERI AND PAOLO MALDINI, SWEET YEARS IS “THE
BRAND THAT MAKES YOUR HEART MISS A BEAT”. INDEED, ITS DISTINGUISHING MARK IS A RED HEART, SYMBOL OF FRIENDSHIP
AND PASSION. IT ALL STARTED WITH A T-SHIRT BOBO SHOWED TO THE TV CAMERAS AFTER A GOAL: INSTANT SUCCESS;
EVERYONE WANTED THE T-SHIRT THAT EVOKES SHARED EXCITEMENT AND JOY. COLLECTIONS OF APPAREL, ACCESSORIES AND
SHOES SOON FOLLOWED ON, FEATURING A YOUNG, SPORTY STYLE THAT’S NEVER GONE OUT OF DATE.
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LICENSED BRANDS
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OUR CORE BRAND IN THE DENIM UNIVERSE, MISS SIXTY WAS CREATED IN ITALY IN 1991 AS A MANUFACTURER OF JEANS FOR
YOUNGSTERS, AND HAS DISTRIBUTED MILLIONS OF OUTFITS THROUGHOUT THE WORLD. MISS SIXTY STILL MAINTAINS THE FREE
SPIRIT THAT HAS ALWAYS BEEN ASSOCIATED WITH DENIM, WHICH IT TRANSFORMS INTO COLLECTIONS OF FOOTWEAR FOR
FASHION-CONSCIOUS LITTLE GIRLS.
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LICENSED BRANDS
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BARBIE® NEEDS NO PRESENTATION. A FASHION ICON THAT’S ALWAYS UP TO DATE, SINCE 1959 IT HAS BEEN THE DOLL MOST
CHERISHED BY LITTLE GIRLS THE WORLD OVER: MATTEL, OWNER OF THE TRADEMARK, HAS STATED THAT THREE BARBIE®
DOLLS ARE SOLD EVERY SECOND. IN LINE WITH THE BARBIE®STORY AND STYLE, THIS FOOTWEAR COLLECTION IS DESIGNED TO
REFLECT CURRENT TRENDS AND MAKE A STATEMENT ON THE FEET OF LIVELY LITTLE GIRLS.
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