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UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 8-K
CURRENT REPORT

Pursuant to Section 13 or 15(d) of the SecuritieshBnge Act of 1934

Date of Report (Date of earliest event reported): June 23, 201
’1'- f;:'..a'—ﬂ:}-
NIKE, Inc.
(Exact name of registrant as specified in cha
OREGON 1-10635 93-0584541
(State or other jurisdiction (Commission (IRS Employer
of incorporation’ File Number) Identification No.)

ONE BOWERMAN DRIVE
BEAVERTON, OR

9700¢%-6453

(Address of principal executive office

Registrant’s telephone number, including area code:

(Zip Code)

(503)67:-6453

NO CHANGE

(Former name or former address, if changed sirstadport.)

Check the appropriate box below if the Form 8-a{lis intended to simultaneously satisfy the §liobligation of the registrant under any of

the following provisions:
O Written communications pursuant to Rule 425 underSecurities Act (17 CFR 230.4z

O Soliciting material pursuant to Rule -12 under the Exchange Act (17 CFR 240-12)

O Pre-commencement communications pursuant to Rul-2(b) under the Exchange Act (17 CFR 240-2(b))

O Pre-commencement communications pursuant to Rul-4(c) under the Exchange Act (17 CFR 240-4(c))




Item 2.02 Results of Operations and Financial Contlbn

On June 23, 2010, NIKE, Inc. held a public teleghoall to discuss its financial results for thedisquarter ended May 31, 2010. The
transcript of the conference call is furnished hétte as Exhibit 99.1.

Item 9.01 Financial Statements and Exhibits

(d) Exhibits.
The following exhibit is furnished with this Formig

99.1 Transcript of earnings release aamiee call on June 23, 2010.
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FY 2010 Q4 Earnings Release Conference Call Transpt
June 23, 2010

This transcript is provided by NIKE, Inc. only for reference purposes. Information presented was cuent only as of the date of the
conference call, and may have subsequently changethterially. NIKE, Inc. does not update or delete atdated information contained
in this transcript, and disclaims any obligation todo so.

PRESENTATION

Operator : Good afternoon, everyone. Welcome to Nikesali2010 fourth-quarter conference call. For thwbe need to reference today's
press release, you'll find it at www.nikebiz.conealding today's call is Kelley Hall, Senior Directdrinvestor Relations.

Before | turn the call over to Ms. Hall, let me ri@chyou that participants on this call will makevi@rd-looking statements based on current
expectations, and those statements are subjeettaircrisks and uncertainties that could causgsacesults to differ materially. These risks
and uncertainties are detailed in the reports fil@tl the SEC, including Forms 8-K, 10-K and 10-Q.

Some forward-looking statements concern future rsrteat are not necessarily indicative of changésetal revenues for subsequent periods
due to mix of futures and at-once orders, exchaaggefluctuations, order cancellations, and dist®which may vary significantly from
quarter to quarter.

In addition, it is important to remember a sigrafi¢ portion of NIKE, Inc.'s business, including gopent, NIKE Golf, Cole Haan, Converse,
Hurley, and Umbro, are not included in these futwmbers.

Finally, participants may discuss non-GAAP finahomeasures. The presentation of comparable GAARsurea and quantitative
reconciliations are found at Nike's website. Tll might also include discussion of nonpublic fical and statistical information, which is
also publicly available on that site, www.nikebant.

Now | would like to turn the call over to Ms. Kefiédall, Senior Director of Investor Relatior

Kelley Hall, Sr. Director, Investor Relations: Thank you, operator. Hello, everyone, and thankgoiaing us today to discuss Nike's fiscal
2010 fourth-quarter and full-year results.

As the operator indicated, participants on todeglsmay discuss non-GAAP financial measures. Ydufind the appropriate reconciliations
in our press release, which was issued about andgmy or at our website, nikebiz.com.

Joining us on today's call will be NIKE, Inc. CECaM Parker, followed by Charlie Denson, Presidérthe NIKE Brand. And finally, you
will hear from our Chief Financial Officer, Don Blawho will give you an in-depth review of our &incial results.

Following their prepared remarks, we will take yguestions. We would like to allow as many of yowask questions as possible in our
allotted time. So we would appreciate you limityayr initial questions to two. In the event you eadditional questions that are not covered
by others, please feel free to requeue, and wedwibbur best to come back to you. Thanks for yowperation on this.

I will now turn the call over to NIKE, Inc. Presidieand CEO Mark Parker.

Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks, Kelley. And by the way, welcome to yousffiearnings call. It's
great to have Kelley at the table in her new reléeader of the Investor Relations team.

| want to start by saying how, first of all, verlepsed and proud | am of our performance and @umn @ver the past year and the most recent
quarter. I'm also very happy, by the way, abouayslWorld Cup results. Great wins by USA and EmdJgoining Brazil, Holland and South
Korea as those already through to the next rouadt $hould be a very exciting weekend ahead.

A year ago on our Q4 call, | said Nike was not d@&ad-see company. At the time, that would havenben easy strategy to adopt. In fact, a
lot of companies chose that path, but | had trernesdonfidence in our strategy and the competftreeof our management team. We wer
about to let our core strengths sit idle, becansevation and inspiration are not tactics at Ntkey're a way of life.

And because we stayed on the offense, we werd@bieliver a very strong year in a tough globalresay, and we did it while increasing
momentum for the business throughout the year.

So, how'd we do it? Building on the success ofaategory offense, we decided to reengineer the @agnto expand the influence of our
brands and people, and to leverage our operatéxtallence across the portfolio. It was the rigiimg to do.



We energized our key markets with the most inneegroduct that we've ever produced. We forged eleapd more productive relationsh
with our consumers. Our Retail and Apparel busieesse starting to deliver on their true potergt&atwo of our biggest growth opportuniti
And we continue to increase our brand strengthcamncpetitive separation. And we're stronger finahcthan we've ever been before.

Our revenue at $19 billion is down 1% from lastrydmt we've never been more profitable. EPS ahdds are up. Inventories are down.

Our affiliate brands -- Cole Haan, Converse, Hurle)KE Golf and Umbro -- contributed more than $idn in revenue, an increase of 5%
over last year, and that's a record.

Revenue from direct-to-consumer -- our Nike-owntedes and online business -- increased 12% toyn&arb billion, and that's a record.
Gross margins came in at 46.3% for year. Thatsard.

And we generated $2.8 billion in free cash flownfroperations and now have over $5 billion in casth ghort-term investments on our
balance sheet. Yes, those are two more records.

What those full-year numbers don't show is thahtredous momentum | mentioned that we generatdteibdck half of fiscal 2010. In most
key markets around the world, our business hasgitiened while our major competitors weakened. thadls a trend we intend to acceler

That momentum helps us remain highly opportunistioss all of our categories and markets. And Itwabe really clear on that point -- our
focus on new growth does nothing to minimize otgrdton or investment in the NIKE Brand and the dnugside we see in both developed
and developing categories and markets. Quite tpesie, in fact. Our innovative products, branésggth and premium distribution are what
drive the entire portfolio.

| think we have a great example of leveraging theisengths happening right now in football. Reggrtivas at the Champions League Finals
in Madrid, and I just returned from the World Clypoth phenomenal events that capture the attentidipassion of sports fans throughout the
world. And Nike's presence in global football iglyrinspiring.

Our success in football shows that strong competithakes us better. In fact, we thrive on it.dtisen us to be the biggest and best in the
industry. Revenue in NIKE, Inc. football was up 3894 alone, and that's before the first goal s@wed at the World Cup.

When you watch a World Cup match, whether you'semthe stadium or in front of your TV, you cdrétp but notice the bright orange and
purple signature of our boots on the pitch. We t®ped four distinct silos of performance footweaur lightest ever, and made them all the
same vibrant color scheme -- unheard of, until némd that iconic product is just the very tip oétbomplete offense for World Cup we call
Write the Future.

It's the most creative, complete and integratedpeagm we've ever done. Everything is in play. Weehgame-changing product, athletes and
teams; an online community that numbers in the ¢émsillions; and more excitement on the grounchthaybody else in the game. And that
kind of complete offense is driving record growtiddeadership for our football business.

We're starting to execute at a similar level inrtail side of the business. We did it with Nikered retail stores in Harajuku and Beijing.
We did it with our multi-branded Action Sports s#erin Southern California. We did it with partnargategory destinations like "House of
Hoops" at Foot Locker, The "Field House" at Dick'sl "The Running Lab" at Finish Line. And we diditine, where we saw record growth
to over $260 million in revenue, which is up 25% tiee year. And that includes NIKEID, our onlinestam-design app, which surpassed $
million for the first time.

But as we've said before, we're not interestedhynkénd of growth, just the good kind. And we pubgof focus on finguning our operation
excellence.

We expanded our focus on lean manufacturing inifeat and apparel. We consolidated our factory bapartners. We further streamlined
our supply chain with a new distribution centeMemphis and another DC targeted to open in justvarfionths in China.

In short, we delivered a solid year in some vengtoconditions, and I'm proud of the work we didigtal 2010.

And now, we move into the new fiscal year. Nobaglput of the woods yet. We're sure to face mor#eriges as unemployment, input costs,
foreign currency and market volatility play thenvgsl out. We can't control the global economy. Buva've demonstrated time and time
again, the things we can control will continue ¢ove us, just as they did in fiscal 2010.

The NIKE Brand will always be our greatest competiidvantage. It's the source of our most advaRé&dd. It delivers insight and scale ¢
leverage to every NIKE, Inc. brand and busine&sthe source of our culture and personality tbanect so strongly with consumers around
the world. The NIKE Brand is a source of instamdibility and opportunity that we never take foawged.

I've made it clear to our leadership team that lenwt leave any key growth opportunities untapp€tina is a great example. We are the
leading force in this incredible market. And welkélverage that position to exceed our current miarkvenue of $1.7 billion, and that's just
for the NIKE Brand.

Action Sports is our faste-growing category, and we have three brands thakssteaight to the heart of that consur-- Nike, Converse an



Hurley. And we'll continue to engage and connethwur consumers, through categories, through mtsdand in stores the consumers visit
and the communities where they live.

When we stay connected to consumers and focusedrdtey growth opportunities, I'm confident we'lanmage through the uncertainties of
the global economy to deliver continued momentuchamother strong year.

You know, | have to add, more than 30 years agemfirst started designing Nike shoes, peopleldiask me, "What more can you do to a
shoe that hasn't already been done?" And | hagaytol don't hear that question as often today.

That's the power of innovation. I've never seenamogen space to create radical new technologiebmadthrough concepts as | do today.
That's in products, but also in retail and commatidn and manufacturing. It's never really abouy @me shoe or one technology. Our
potential is the same as the dreams of young athidt over the world -- infinite.

With that, | want to thank you and hand it oveCloarlie.
Charlie Denson, President, NIKE Brand:Thanks, Mark. This time last year, we said we'difoon three things. We said we'd continue to

invest in the NIKE Brand to take advantage of opyaties in this tough global economy; balance gostvenue and investments to remain
financially strong; and expand competitive separably leveraging our innovative product, brandrgite and premium distribution.

So that's exactly what we were able to do. On #a yeported revenue for the NIKE Brand was do®ntd $16.5 billion, but EBIT was up
1% to $3.1 billion.

Revenue from Nike-owned retail increased 12%, drivge strong growth in stores and digital.
We added 140 basis points to gross margin, driyecidan inventories and less discounted product.
We optimized SG&A, leveraging our wholesale operadito drive investments in demand creation andeolwatail.

And we saw great progress in our apparel busingdsish saw a 13% rise in revenue in the fourth qgrag clear indicator that our long-term
strategy has begun to pay off.

As Mark said, the part of the story that the fudlay numbers don't show is the growing momentumachkéeged in the second half. We enter
the new fiscal year with clean inventories, ac@lag category performance and tremendous energyrilkey markets.

| want to shine a light on our three core compédenfor a minute -- innovative product, brand sgtbrand premium distribution. And | guess
today it is only appropriate that we do it throubh category lens of soccer, or football.

Mark mentioned the incredible pop we're gettingwatir boots on the pitch. What he didn't mentiotné nearly half of the players in the
tournament are wearing them, almost 50% more thamearest competitor. And like the boots, our té@mare the lightest and most
sustainable we've ever designed. We're able taectiea kind of innovation and relevance on thehpiba our training product, and into the
lifestyle side of our football business.

But we don't stop at product. We continually buifttl leverage our brand strength with a multidimemeii approach. That's how we build
communities; that's how we tell the stories.

In fiscal 2010, we launched Lace Up Save Livesart pf our ongoing commitment to fight HIV/AIDS Kfrica. We just opened a Football
Training Center in Soweto in South Africa that viéllp 20,000 kids a year, long after the World @ugone. And we created tremendous
excitement and awareness with the Write the Futanepaign, online, on the ground in South Africaj an television around the world. The
recognition and awareness has exceeded even duekigctations.

None of this would be possible without the powethaf NIKE Brand. It's our promise and our proottmsumers that we understand and
we share their passion.

Our third competitive advantage -- after the inrtosgaproduct and brand strength -- is what we gadimium distribution. From London to
Paris, Berlin, New York and Milan, the Nike Boot®to has revolutionized how consumers engage witle Ridotball at retail.

It's the most compelling expression of footballfpenance, passion and culture anywhere on the plHisea destination and an inspiration
footballers around the world. And we're sharing acaling the Boot Room concept with our wholesaldners in hundreds of locations.

This has all led to some very impressive results. fourth-quarter football business was up neato4and our futures are up strong double
digits thru the holiday time period, indicatingteosig momentum well past the World Cup event.

That same focus on product, brand and distributidres every category. In running, products like tunarGlide shoe and the Dynamic
Support technology continue to validate our posiag the sport's leading innovator.

Brand experiences like The Human Race and nikemaosare helping to grow the sport of running globand we're leveraging the success
of the Running Floor in Niketown New York and o@wiNike Running experience in Palo Alto to bringpiration to a new concept called
the Running Lab with our US partner, The Finishe.



Basketball? Same thing - innovative product, brstnength and premium distribution. Let me focugust brand strength piece for now. In
August, we'll kick off the first World BasketbalkBtival in New York City, the basketball capitaltbé world. It's a fouday celebration of tt
global game. We have national teams from the U&hd&, Brazil, Puerto Rico and China coming to thieenter of basketball in preparation
for the World Championships. We have local legeamts cultural icons to entertain fans from Times&guo Madison Square Garden to
Rucker Park. And flanking the power of the NIKE Bdawill be innovative product and consumer expearsnirom Converse and the Jordan
Brand.

We're also building out new retail experiences htstore and online. It's an example of starting @tage the Inc. portfolio, something o
Nike can do. That's how we bring categories tq hfed it's an incredibly powerful source of separafor Nike.

Another great example of this will take place jasteek prior on the West Coast at Surfing's US Opétuntington Beach, where Nike,
Converse and Hurley will take center stage.

Our category offense is clearly a competitive adage in understanding our consumers and delivénimgvative products and experiences,
and that's starting to reignite our training busgas well in both men's and women's categoriesP@uCombat first layer product was up
50% for Q4, and half of that were bought by women.

Our innovation of the Women's Training Footweanseqt is being received very well with the introdantof the Women's Trainer 1, drivil
strong double-digit increases in futures for Ndktherica in both footwear and apparel for holiday.

To get the full picture, however, we also haveotkl at the consumer through a geography lens -renthey live, play and compete, and how
they express themselves in their own unique cudtusaving finished our first year under the readigrsix-geography structure, the deeper
focus is delivering positive trends in both develd@nd developing markets around the world.

In North America, it continues to be a source sflience and opportunity. Revenue was down 1%Hernyear, but the geography returned to
growth in the second half and grew full-year EBWM &%, a clear indicator of managing the busineds we

Both of our European geographies saw improvingmaegdrends for the second half of the year and pasgéive futures, so some stabilizat
happening here.

In China, our business is accelerating. Whileftdathe full year, fourth-quarter sales were up 184il-year year EBIT was up 11%. And
futures are up 6% [number corrected later in trapgdsic -- see press release) as we continggto share.

Japan remains a very tough market. Revenues wene 8% for the year in a very challenging environmé&ve expect that market to remain
challenging for at least the rest of calendar 2010.

And finally, our Emerging Markets -- I'm very plegswith our performance here. These markets hathively shallow dip and a rapid
recovery from the global economic downturn. Constgnmave tremendous enthusiasm for Nike productshi@and and our retail experienc
And the numbers prove that to be true. Revenueupak’% on the quarter and 20% on the year. Veongtperformances there. And when
you consider that 40% of the world's populatio$ivn this geography, along with a large portiothefgrowing middle class, it's easy to

a huge upside for the NIKE Brand.

So going forward, we'll to continue to leverage th@mentum we've created, especially over thosavastjuarters -more innovative produ
inspired by athletes and consumers; more energyndrsports by leveraging the power of the NIKE Blaand more amazing experiences in
store and online in every key market around thddvor

Trust me, it only sounds easy. But we have theatalad the teams who are looking forward to it.

So I'll turn it over to Don and thank everybody fistening.

Don Blair, VP & Chief Financial Officer: Thanks, Charlie. Since the beginning of the finahciisis, our intention has been to deliver
appropriate financial performance while extending market leadership and positioning ourselvesémtainable, profitable growth over the
long term. By leveraging the strength of our braadd maintaining financial discipline, we believe van emerge from the downturn a
stronger, more profitable company. Despite the tegkl of macroeconomic uncertainty, we assuredwei remain agile to minimize
downside risk while aggressively pursuing upsidpafunities as they arose.

In fiscal 2010, we did what we promised. By levéngghe strength of our brands and maintaining mglace discipline, we held our reve|
essentially flat year on year. We delivered regmabks margins, EPS and cash flow, and built thengst balance sheet we've ever had.

At the same time, we created greater competitiparsgion in the marketplace and positioned oursdiwesustainable, profitable growth.
With few exceptions, our businesses returned tevtirin recent quarters and are now acceleratirgfiatal 2011.

That isn't to say the macroeconomic uncertaingver. We are certainly aware of the risks presehtedigh unemployment and extreme
volatility in the commaodity, currency and equity rkets. But we're also confident in our ability telider consistent results by staying focused
on our business strategies and remaining nimbleeasplement them.



Our results for fiscal 2010 reinforce that confidenQ4 revenues were $5.1 billion, up 8% versuptite year. On a currency-neutral basis,
revenues grew 4%. Excluding currency changes, t@g&grew 3% for the NIKE Brand and 6% for our othesinesses, which include Cole
Haan, Converse, Hurley, NIKE Golf and Umbro. Far ylear, NIKE, Inc. revenues were $19 billion, 1%olelast year on a reported basis
and down 2% on a constant-dollar basis.

Revenues for the NIKE Brand were down 2% for tharymn a currency-neutral basis, reflecting mid&rdjgit declines across four of the
seven key categories. Three categories, howewsnded growth for the full year. Football and babké grew at a low-single-digit rate,
while action sports delivered high-teens revenwsvir.

NIKE Brand futures for June through November insesh10% on a curren-neutral basis as all seven key categories ang @esgraphy
except Japan were higher. On a reported basigegigrew 7%, primarily reflecting weaker currendiregurope.

Diluted earnings per share for Q4 grew 51% to $1b@iéging full-year EPS to $3.86, up 27% versgsdl 2009. As you know, we reported
charges in fiscal 2009 for the impairment of Umbssets and the restructuring of our organizatiaijugted for these noncomparable char
EPS grew 7% for the fourth quarter and 1% for thkyear. You'll find a reconciliation of these piarma EPS growth figures in our press

release and on our website, nikebiz.com.

Gross margin reached record highs for both thettioguarter and the full year at 47.4% and 46.3%peetively. Fourth-quarter gross margin
was 4 points higher than the prior year, reflectilgher margins for both the NIKE Brand and ouresthusinesses.

The growth in NIKE Brand gross margin was drivenféyorable product mix, cost reduction initiativeasd lower input costs, as well as the
positive impact of clean inventories on off-pric@umes and discounts. Sales growth and strongéitghiity in our direct-to-consumer
operations also had a positive impact on NIKE Brgrass margins.

Fourth-quarter SG&A rose 25% on a reported basis2d% on a constant-currency basis, driven by dimeparison of this year's demand
creation investment in World Cup marketing compacednusually low spending in last year's Q4.

Operating overhead grew 13% in constant dollafieating investments in direct-to-consumer operagiand performance-based
compensation, as well as the timing of T&E. Forykar, currency-neutral SG&A increased 2%.

Net interest expense in the fourth quarter wasyfatr on year. For the full year, net interest syviram $9 million of income last year to
million of expense this year, driven by lower rabéseturn on investments.

Other income for Q4 was comprised largely of gaincurrency hedges. We estimate that changesds uatd to translate our foreign
currency profits, combined with the currency gamduded in other income, increased year over peatiax income by $28 million in the
fourth quarter and $34 million for the full fiscgar.

Our effective tax rate for the quarter was 23.6%2@-basis-point improvement over last year's Qdleathe full-year rate was 24.2%, 20
basis points higher than last year. Both the foqrthrter and full-year rates benefited from impibtax rates for our international businesses,
which are generally taxed at rates lower than tBestatutory rate. However, the full-year comparia@s less favorable since we recorded a
significant tax benefit from the Umbro impairmentthe third quarter of fiscal 2009.

Our financial model has consistently emphasizet potfitable growth and capital efficiency. Thatky we're also pleased by the growth in
our cash flow and our expanding return on invesgggtal. In FY10, we delivered $2.8 billion of freash flow from operations, a $1.6 billion
increase over the prior year. And we raised owrnetn invested capital by 290 basis points to #0.7

Strong working capital management was the key driedlecting our intense focus on accounts reds#ésand inventory. As of May 31,
accounts receivable were 8% below prior-year lexaid inventories were down 13%. By tightly manggime inventory in our supply chain
and working with our retail partners to keep salesnnels clean, we're maintaining the strengthuoboands and maximizing profitability
both for Nike and our retail partners.

Now let's take a look at results for the quartegbggraphy. In North America, Q4 revenue increaédincluding a 1% currency bene
Direct-to-consumer revenues increased 19%, aseséites increased 27% and comp store sales foraiked retail stores increased 17%,
driven by higher traffic, conversion and averaghads per transaction.

Wholesale revenues increased 2%, driven primayilepewed strength in apparel, which grew douldésli Six-month futures for North
America grew 7% in constant dollars.

In the fourth quarter, footwear revenue in Northe&kioa increased 1% on a currency-neutral basigenitty 2% increase in inline sales,
partially offset by a 27% drop in off-price revesu@he inline revenue improvement was primarily tiudouble-digit growth in running,
football and men's training, as most other categoniere down single digits. The acceleration ofrtinming category has been particularly
rapid, as product innovations such as LunarlonFaeeé fuel consumer and retailer excitement.

Apparel continued to gain momentum in North Ameriedlecting the hard work we've done over the tast years to position this business
for profitable growth. On a currency-neutral bagd, apparel revenue grew 12%, as inline revenue gearly 30%, while closeout revenues
declined over 50%. Futures for the next six mogtiesv at a midteens rate, as all seven key categtwaaded higher.

Fourtt-quarter EBIT for North America improved 8% as higgeoss margins more than offset increased invegtmelemand creatiol



In Western Europe, Q4 revenue increased 2% onaategpbasis, but declined 2% excluding currencgatf. On a constant-dollar basis,
footwear was down 4%, while apparel grew 3%, dribgrthe impact of the World Cup on the footballeggtry. Currencyreutral futures gre
11%, powered by strong growth across multiple aateg.

Q4 EBIT for Western Europe fell 17% as higher ineants in demand creation more than offset higlegnmues and higher gross margins.

In Central and Eastern Europe, fourth-quarter regencreased 9% on a reported basis, but declitedx®luding currency effects. We're
beginning to see signs of stabilization in theseketa as a result of improving macroeconomic céowl, increasing brand momentum and
tight management of inventory in the market. Thistarting to translate into growth in futures, ethare up 3% over the prior year on a
constant-currency basis.

Q4 EBIT for Central and Eastern Europe declinede®%evenue growth was more than offset by lowesgnoargins and higher demand
creation investment behind the World Cup.

In Greater China, fourth-quarter revenue grew 12fbath a reported and currency-neutral basis, dibyenew points of distribution and
comp store revenue growth. All three product tymgmrted double-digit revenue growth, while robeigbansion of sportswear, football and
action sports fueled the growth from a categorgpective. Constant-currency futures orders fomind six months grew 16% over the prior
year.

Q4 EBIT for Greater China increased 20%, as revegmnoeth and higher gross margins more than offs@eiased demand creation
investments.

In the fourth quarter, revenue for Japan declirf&do® a reported basis and 12% in constant doEB$T declined 6% as lower revenues and
higher SG&A were partially offset by improved grasargins.

Although macroeconomic conditions in Japan remagakywe're taking the same approach there as wedraund the world for the last 18
months -- delivering appropriate financial performoa while creating competitive separation in thekagolace and positioning ourselves for
sustainable profitable growth over the long term.

In Japan, we continue to deliver innovative proddaotze deep consumer connections and evolve thkatmace by building category
destinations with key retail partners and in ounatores. As a result, our gross margins are upfgigntly, both inventories and accounts
receivable are in great shape, and we're muchhieathan our competitors in Japan.

In Q4, our emerging markets geography deliveredhemmutstanding quarter. Revenue increased 478oreported basis and 28% on a
constant-dollar basis. Excluding currency effeatsarly every territory and category grew doublétdjgvith Brazil and football leading the
way. Revenues in Brazil grew 74% in Q4, driven dgtball, athletic training, sportswear and actiports. Across the geography, football
revenues grew over 60% as a result of strong ptpttend and retail execution around the World Cup.

EBIT for the emerging markets increased 46% irfolueth quarter.

Q4 revenue for the businesses reported as Othrexaised 9% on a reported basis and 6% excludingryreffects. EBIT was 71% higher
than the prior-year quarter, reflecting strong gnogrgin expansion.

Converse delivered solid results in fiscal 2010reagnues grew 4% in Q4, bringing full-year revente$983 million, up 7%. Hurley
delivered 9% growth for the year to reach reverofe&k221 million. And Umbro reported the strongesish to the year as fourth-quarter
revenues grew 57%, bringing full-year revenues2®4dmillion, up 29%.

Both NIKE Golf and Cole Haan struggled in the finstf of the year, but returned to growth in theas®l half. Revenues for both NIKE Golf
and Cole Haan declined 2% for the year to reacl8 $&ilion for NIKE Golf and $464 million for Cole &an.

Our Q4 results and six-month futures clearly inthdhat our business is rapidly building momentuitihwonsumers and retailers. That
momentum is fueled by innovative product, strorgnirconnections and exciting retail presentatiactofs we believe can drive sustainable
profitable growth over the long term. That saidrency changes and input cost inflation will pgrsficant pressure on our reported top- and
bottom-line results for fiscal 2011.

On a currency-neutral basis, we expect fiscal 2@¥&nue to grow at a high-single-digit rate, watvidouble-digit growth for Q1. Consistent
with our reported futures, we expect currency headsvwill reduce reported revenue growth for bath first quarter and the full year.

We expect that gross margins will also feel thedotpf macroeconomic headwinds in fiscal 2011. §thenger dollar and rising costs for
product components such as oil, labor and freightput significant pressure on gross margins. W@ anticipate higher costs for air freight
as we work with our suppliers to meet the tremesdgowth in orders for running products we've deerthe fall and holiday seasons.

While these headwinds will be partially offset byr @ngoing gross margin improvement initiatives,expect fiscal 2011 gross margins cc
be as much as 1 point below fiscal 2010, with ashras 0.5 points of decline in Q1.

Our relationship with the consumer is the key tolmusiness success, and we'll continue to strengtiese connections by investing in our
brands. For the year, we expect demand creatigrotw slightly slower than revenue, with spendindghited toward Q1 in support of ki



events such as the World Cup and the World Baskdibatival in New York City.

Mark likes to say that our opportunities are untedi but our resources are not. That means weitirage to focus our resources on
investments intended to drive sustainable, pragtgioowth. In fiscal 2011, we expect operating tie@d to grow at a mid-single-digit rate.
This overall total will reflect increased investn@éndirect-to-consumer operations and capabilitiedanced by increased efficiency in our
core operating functions.

In line with our Q4 results, we anticipate Othardme to increase as the stronger dollar creates gai our foreign currency hedge
instruments. We expect our effective tax rate iedl 2011 will be in line with the fiscal 2010 ffylear rate.

And finally, we believe that our ongoing focus oarking capital management will continue to genestiteng cash flows. As we discussed in
greater depth at our recent Analyst Meeting, wadrdident that our cash flow can support additianaéstments to drive profitable growth
and increasing cash returns to shareholders, ifothe of higher dividends and share repurchasesr @we, we expect share repurchases
reduce our average share count and increase ER@hgro

We're proud of what we accomplished in fiscal 2020r ability to deliver results over the last 18ntits gives us great confidence in our
brands, our business and our team. And as we B€dih, we're very much aware of the ongoing pressnreonsumers around the world and
the high level of macroeconomic volatility.

Those conditions demand that we maintain a highededf flexibility, and we will. But we've alway®leved that those conditions also cre
opportunities to drive competitive separation. Stivalso be aggressive in attacking opportuniigeshey arise. At Nike, we're at our best
when we're on the offense.

We're now ready to take your questions.

Charlie Denson, President, NIKE Brand: Hey, Don, maybe | will just step in real quick asmtrect -- make a quick correction. | believe |
misstated the China futures number when | saidv@fen it is actually 16%, which is what it is in theess release. So | apologize for that.

Don Blair, VP & Chief Financial Officer: Thank you, Charlie. Operator, we are ready to tplestions now.

QUESTION AND ANSWER SECTION

Operator : (Operator Instructions). Chi Lee, Morgan Stgnle

<Q - Chi Lee>: Don, | guess a question on the gross margin ga&ladown 1 point. Can you help us better undedstdrat your
assumptions are for the puts and takes for thatagie?

<A - Don Blair>: Sure. Well, first thing | want to emphasize isyasve said before, we still have confidence inltmg term that there's
opportunities to expand gross margin. And one eftkiings | talked about that helped us in FY10, wadlso believe are going to continue to
generate some positive impact in '11, are the gresgin initiatives that we've talked about a lathings like lean manufacturing, style
productivity. Those are things that we've invegiaie a bit in the last few years, and we saw afieim FY10, and we are assuming
continued benefit in FY11.

The major change year on year is that we had ly fa#nign macroeconomic environment, at least feogross margin standpoint, in FY10.
We had fairly low input costs. Qil prices, laboithese were things that were fairly favorable ferimuFY10. And also, the foreign currency
environment really reflected about a 12-month &mjit usually does. So it was a fairly favorablesfgn exchange environment as well.
Those macro factors are really swinging more teadwind in fiscal '11. So we do expect to see sogreases in raw materials that are
chemical or petroleum based. We certainly see dabwr cost inflation in Asia, and there are somedks-on effects to oil prices in the form
of freight. So we expect that is a bit of a drag.

We do think FX will go to headwind. And then fingllas | mentioned earlier, we have got some goadsiimad news with the strength of the
running line for fall and holiday that is creatitige need to do some additional air-freighting.

So a combination of those factors, we really thht we are going to see some margin pressureghriscal 2011.

Operator: Bob Drbul, Barclays Capital.

<Q - Bob Drbul>: Kelley, welcome and good luck.

<A - Kelley Hall>: Thank you.

<Q - Bob Drbul>: | guess the first question | have is relatedotd &f more on the macro side. When you guys Iddke order book and ti
futures in the quarter that you just finished agplorted, are you seeing any sort of -- use the Viqurdasiness" amongst your retail partners

when you look at the futures orders being so stfPolg there any change in cancellations or anytthiagwe should be concerned about, «
the strength of that futures number as good a®kd?



<A - Charlie Denson>:Bob, this is Charlie. No, | think it is as goodigoks. We are seeing a very strong brand presanaund the world.
And | think the innovation that we are introducingp the marketplace through the product lines éinatcoming in are being very well
received.

| think a lot of the things that are going on irtlbéootwear and especially in apparel -- | thinkeard the numbers I'm most proud of right now
is the continued acceleration we are seeing inrghdut in both footwear and apparel, coming duhe World Cup, we've got the best
basketball festival coming on, and we've got vergrgy sell-throughs in the marketplace, gives let af confidence as we look out to the
future.

<Q - Bob Drbul>: Great. And then, Don, on the currency, | guessyoa talk a little bit about sort of the hedginggram that you have in
place and how that is expected to minimize the digenor protect you as you look at some of the nmmres that we've seen in currency ¢
the last several weeks and months?

<A — Don Blair>: Yes, that's a great question, Bob. And as you kmeewisually say to people, a good rule of thumdbisut a 12-month lag
in exchange rates.

We have seen the euro and the pound weaken oa@hasignificant amount of time. That has realbcalerated in the last six to 12 months.
So we are definitely going to get some short-tersuiation from this. But as you know, you can deteyimpact of the exchange rates; you
can't actually eliminate it.

So what we expect to see here is the fact thayésst fiscal '10, we actually had some pretty fatate exchange rates because we actually pu
those on prior to the crisis. So we had some excbhange rates that were in the mid-$1.40 spacedast We are going to start to see
numbers that are more in the $1.30 and change a® o fiscal '11.

So it's really the lag effect of the long-term stgthening of the dollar and the erosion of the [peem currencies that's going to affect the
foreign exchange in fiscal '11.

<Q - Bob Drbul>: Great, thank you very much.
Operator : Michelle Tan, Goldman Sachs.

<Q - Michelle Tan>: | guess | was a little surprised to see the regembit light of your futures number from last gaa And | was
wondering, is that really about walking some of ¢theseout sales that would be in that at-once lessid And how much did the less closeout
sales as a whole contribute to the gross margideykis quarter?

<A — Don Blair>: Well, just to hit it from a numbers standpoint, Keétle, the North America commentary about footwasd apparel, we hi
significant drop in closeout revenues for both feedr and apparel in North America, and that washbst pronounced. As | said in my gross
margin commentary, that was a piece of the foudhrggr margin upside. We had a lot less in termsbfme of closeouts, and the closeouts
we did do were a lot more profitable just becausen@re managing the marketplace very proactively.

<Q — Michelle Tan>: Sure. Is there any kind of magnitude you can gwé terms of how much that contributed to thesgmargin relativ
to (multiple speakers)

<A — Don Blair>: At this point | wouldn't want to put a number omtlone, but it did have an impact. That was ornth®@ftems | mentioned.

<Q - Michelle Tan>: Okay, great. And then just on Europe, it wasraggtng to hear that that region, | think you saatcelerated even
beyond the World Cup window. And | was wonderingafi could give us some color on traction by categloat you're seeing there beyond
World Cup. Is it the lifestyle or express piecdadtball that is driving it? Any kind of big standis there?

<A - Charlie Denson>:; Yes, this is Charlie. Well, football is the leadé the pack, which we are very, very pleasecethe leverage that
we are getting off of both the World Cup eventlitaed obviously the spend that we've put intd@iit | think it does have a halo effect over
some of the other categories.

When you talk about football and the sportsweag sifdit, that is one of the bigger opportuniti¢hihk we talked about when we were in N
York, on a longer-term basis, because we reallylifeethat particular area is underdeveloped, ardelieve we have a great position and a
great story to bring to that.

Action sports continues to grow in Europe, as daesing and training. So again, the European bssiriedon't want to get too far out ahead
here. It's still -we are not seeing as much acceleration as we eirggse places like China or the emerging marktg.we do feel like it is .
stable market and has a pretty decent long-termvtgrposition to be in.

<Q — Michelle Tan>: Great, thanks so much..

Operator : Eric Tracy, FBR Capital Markets.

<Q - Eric Tracy>: Maybe if | could focus on SG&A and sort of theead as we think about next year, you said sati@fow where
revenues should come in. But from a demand creatiaybe the cadence for the year. And then | knoware investing behind direto-



consumer; how should we think about that sort afipig out as well?.

<A — Don Blair>: Well, we split the SG&A into two components -nand creation, which we expect to grow slightiywso than revenue;
so for revenue we said high single digits, so dehw@aation would be slightly below that. And as yminted out, that will be front-loaded.
We do expect that we will not only see the completif our World Cup campaign, but also the BasKeHmstival in New York City. So we
should see a front-loading into the first quarter.

On the operating overhead side, mid-single-digitliere we expect that to be for the year. Andsesd, the two components of that -- we are
continuing to drive efficiency in our core funct®and continuing to invest in direct-to-consumer o8 balance, mid-single-digit growth, but
again, really focusing our investment where wedaingng profitable growth in direct-to-consumer.

<Q - Eric Tracy>: Okay. And then maybe just turning to from a catggerspective, obviously getting a lot of momenton the running
side of the business, particularly in men's. Obsipuwomen's training, sort of the big strength thetre right now around toning. | understand
your position on that specific product. But maybst jtalk about, again, the strategy and sort ofectommarket around, be it Nike Free or of
women's training product that we can maybe lodiotgerhaps in the back half of this year.

<A — Charlie Denson>:; Yes, so | think | mentioned this in the preparetiarks. Our women's training numbers for holidaywere very
pleased with, based on the results and being redewth some of the new product in response to wigaing on in women's training. As
we've stated, we really do believe in our Free epticand we believe it is a great solution and joiexv great benefits to the consumer.

And then you will see an accelerated introductigo spring and summer as we continue to capture mwod more of that female consumer.

<Q - Eric Tracy>: Okay, great. Thank you.

Operator : Kate McShane, Citi Investment Research.

<Q - Kate McShane>: Don, | was wondering how we should think aboutipg in Europe. With Nike buying its product in W8llars and
then selling it through at euros, is hedging taldage of that, or will it result in price increa8e&nd have you seen any competitors increase
prices in Europe as a result?

<A - Don Blair>: Well, first of all, just to give you a sense avihwe think about pricing, | mean, we don't lookhas as an across-the-
board exercise. And every season when we set prieeare thinking about the economic environmeng. aké also thinking about the
competitive set, what's the competition doing, wkiatl of value proposition are we putting in fraritthe consumer?

So those decisions are very surgical. They areosdag season, market by market. And certainly withinnovation pipeline and product and
the strength of the brand, we have a lot more dyearound pricing than our competition does. Beltavgoing to make those decisions on a
case-by-case basis.

The hedging program basically gives you time to enddose adjustments. You know, we can't push Beekiacroeconomics forever. What
the hedging program does is give us time to adjussbusiness structure. And certainly in Euroghink the future is yet to play out. We are
looking at that one very carefully. We are makihgse surgical pricing decisions, and we are gaingdrk the margin equation, as we alw

do, on a case-by-case basis.

<Q - Kate McShane>: Okay, great. Thank you. And on another topicCina, as you start to expand into the lower-tiges, are you
planning at all to come out with a lower-priced sfio order to better cater to that consumer? And dggressive have some of your local
competitors been in those lower-tier cities as ipeuease your penetration?

<A - Charlie Denson>:Well, as we've stated, we are starting to move ragggessively into that -- into the second-, thadd fourth-tier
cities. We are still finding considerable demand arerest around the NIKE Brand as it is today. 8¥atinue, as Don just talked about,
looking at pricing options and product introducgdhat may be on the lower end of the Nike prodaiatie, as well as looking at different
opportunities that we may have with some of theobrands in the portfolio.

So we are still very bullish, certainly from a Nikeanded standpoint, but also the opportunitiesekist for some of the other brands in the

portfolio are something that we are taking intosidaration as we look at it over the next couplgedsrs.

<A — Mark Parker>; | will just add, | think that's one of the thingsu'll see not only in China, but other marketsuad the world, is that
we will leverage the portfolio, the other brandshie portfolio, to have a more integrated attaclspecific market opportunities. And China is
a great example of that.

So it is not a question so much of dropping theeNskanded product pricing at the opening levelsrdawsmuch as -- well, making sure that
we are strong and competitive at our opening paiats, as we always will be, but also lookingha portfolio to help supplement some of
those opportunities that are definitely there,ipalarly in the tier 3/4 cities.

Operator : Chris Svezia, Susquehanna Financial Group.

<Q - Chris Svezia>: | guess my first question -- just focus on the North American business for a@rd. Your revenue is up 4%. An



think, Don, you made the reference that the whéddsasiness was up 2% and your direct-to-consumgnbss was up 19% and apparel was
up double digits. And | believe that was on the lgbale end.

| was wondering if maybe you could just talk ddithit more about what's going on with footweaedfically at wholesale, in the US market.
You talked a lot about running; obviously that éonés to do well. But maybe you can just talk altbatother pockets of your business in
footwear in the US market and how that might playfor the balance of the year at wholesale.

<A — Charlie Denson>: Well, | think one of the things that we've talledittle bit about recently, and it continues taypitself out, is
transition back to the performance product. | thimit's being led by several things.

I think technology and innovation | think are bagfors in that. We have pulled back on some ofportswear product a little bit in the
marketplace as far as the distribution and allocadif product. So we felt it was time to reset safithat. We have a lot of momentum going
on in the performance side of the business, anfélvé was an opportune time to take advantaggoafe of those resets.

So when you look at it over the next nine to 12 thepwe are very bullish not only in running bubizsketball, in soccer. And now that the
training product is really starting to come forwabdth in men's and women's, we really like theraN@ortfolio of performance.

And then when you throw action sports in on tojit,ofve feel pretty good about things on the perfance side of the footwear business.

<Q — Chris Svezia>: So on that, Charlie, just -- so on the futureshber, when you look at the domestic piece, obvioapparel is growing
pretty quickly there, but it's fair to say that feetwear business is positive on that futures nendb

<A — Charlie Denson>:Yes.

<Q - Chris Svezia>: Okay. When you talk about Sportswear, just soclear, when you're talking about more Air Forcandl that type of
product distribution and --

<A - Charlie Denson>:Correct.

<Q - Chris Svezia>: Okay. So you've pulled back some of the distidisuon that product?

<A — Charlie Denson>:Yes, we have actually -- we've reset the Air Fdrepiantities fairly considerably.

<Q - Chris Svezia>: Okay. And then my last question is, just on appeeal quick, obviously the US, you are doingehichere, but any
color internationally, ex-World Cup? Maybe if yoarcjust talk to that, what you're doing, would le¢pfful. | know that's been somewhat of a
drag, particularly in Europe, but any strength ppartunities you see there in terms of what's goin@

<A — Charlie Denson>:With regards to the World Cup?

<Q - Chris Svezia>: No, excluding World Cup products, just so aphanéernationally, excluding kits and things oftmature?

<A - Charlie Denson>:Sure, sure. No, again, pretty consistent storyideithe United States as well. Performance is théng force,
apparel and footwear. The apparel numbers intermaity are doing very well, led by performance.

Running is the leading category with regards totishdriving it outside and beyond football. Andrihes we look at basketball globally, it is
something we are very excited about, not only tteevth in China, but the growth overall internatibpaoming out of the Americas, as well
as starting to become a significant impact in sofrthe European markets as well.

<Q - Chris Svezia>: Okay. Well, thank you very much. Good luck.

<A — Kelley Hall>: Operator, we have time for one more call, or qoesti

Operator : Sam Poser, Sterne, Agee.

<Q — Sam Poser>: Thank you for getting me in. I've gotln going to read them all to you at one time,afiydon't mind. Could you give |
some more detail on your cost reduction initiatkres

Could you talk about what the FX impact on grossgimawas in the fourth quarter?

And can you give us some color on how you are \igvdemand creation overhead, how that's -- when&eygpending that money next year,
and how we should view your planned repurchaseifcfor 2011? And with all that cash, are you lgakfor any acquisitions or anything
like that beyond the repurchase activity?

| know that's a lot more than two questions, Higured | would ask it all at once. Thank you.

<A — Mark Parker>: | will just jump in on the first and last thingy said, the cost reductions, which obviously cardito be really

important, particularly as we try to strengthen gross margin performance in the midst of some Wwaats coming up. And Don talked ab
some of this already, but we are streamlining sadpct lines around solid productivity, so seeingie dramatic results there, fewer sty



more productivity.

Lean manufacturing, we continue to scale that aadrage that. Obviously raw materials consolidationtinues to be an opportunity. We are
making some good headway there.

We are seeing some leverage on the factory comgiaidthat we have completed for footwear overnthst year, have a bit more to do on
apparel.

All of these things have actually helped us achsw®e strong gross margin performance and will belgoing into the next year.

We are managing the supply chain a lot tightenicady discounts and closeouts, increasing our olats@argins, at the same time managing
inventory as well as we ever have.

We are expanding margins from some of the otheinbases, as we talked about, some record perfoerthroe, cleaner inventories.
So all in all, very, very proud of what we're doitogsort of manage that top line going down tolibtom line.

We haven't done any price increases, but thatthankever in the kit that we may look at. Buthastpoint, we don't have any specific plan
do that.

And as far as acquisitions go, nothing specifitt@horizon, but | will just say what I've alwaysids-- we will continue to be opportunistic
and look for the appropriate opportunities to gfomm an acquisition standpoint as well. | thinkttea@nly the responsible thing to do.

<A - Don Blair>; So, Sam, let me just direct traffic here a litile Mark just covered number one and four.
<Q — Sam Poser>: Correct.

<A - Don Blair>: I'm going to take -- the foreign exchange impatinargins in the fourth quarter was really minintialvas about 10 basis
points up, so not much.

And then with respect to SG&A, | think you askethiterms of both demand creation and operatinghmarl. Operating overhead, as | sai
really direct-to-consumer investment, which is tiimgs --it's new stores, and we talked about that at owlyst Day in New York City, an
it's also infrastructure building -- new systemmrtools and so on -- offset by efficiency in ooresfunctions.

And then | think you also wanted to talk about dethareation, so let me hand that one off to Charlie

<A - Charlie Denson>: Yes, then just one other thing on the operatiegg) where we are leveraging the direct-to-consynigee into

some of the partnership formats that we are expgnath with some of the key partners, whether Rick's, Foot Locker and Finish Line here
in the United States, or some of the other partreBell in China and some people in South America.

And then with regards to demand creation, | thirktalked quite a bit about where we are. It istiloaded for the year -- World Cup, the
basketball initiative, and then a running initigtigoing into holiday, again, kind of lining up agstiwhere we feel our biggest opportunities
and our most profitable returns will come.

And then it sets us up for the second half of tharywhere we've got some new product coming inwillesee how that goes in, and
hopefully we can exceed expectations, but at thistpn time we are not ready to commit to it.

<Q — Sam Poser>: Just real quick on the SG&A -- on the demandtareayou've spent 25% more this Q4 than you dygar ago. Can we
expect to see that kind of growth on a Q1-over-@didy or will it not be quite as much?

<A - Charlie Denson>: You know, Sam, | wouldn't want to get into thedabbuilding. | mean, one of the things we talkbdw a lot is

that when we see something working, we need tarbble, and we did that in the fourth quarter. We hagreat campaign around Write the
Future. We had tremendous product on the pitchfaleerrific about it, and we invested in it. Atite results are coming in. So | wouldn't
want to get into that level of detail, but you ursland the framework for how we think about it.

<Q — Sam Poser>: And then the last question | had was about sowre specificity on your repurchase thoughts in 2011

<A - Charlie Denson>: We will be buying our stock. And you know, | thias we said at the Analyst Meeting in New York;, plan at this
point is that we believe we can continue to inceezash returns to shareholders, and that meareases in dividends and increases in share
repurchases.

<Q - Sam Poser>: Thank you very much. Good luck. Thanks.

<A — Kelley Hall>: Thanks, everybody. We will talk to you next qeart

Operator : Ladies and gentlemen, this does conclude tedalgconference. You may disconnect your lingkiattime. Thank you for your
participation.









