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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): September 23, 201
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 (Zip Code)
Registrant’s telephone number, including area code: (503)67:-6453
NO CHANGE

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

Check the appropriate box below if the Form 8-lflis intended to simultaneously satisfy the §liobligation of the registrant under any of
the following provisions:

Written communications pursuant to Rule 425 unberSecurities Act (17 CFR 230.4z
Soliciting material pursuant to Rule -12 under the Exchange Act (17 CFR 240-12)
Pre-commencement communications pursuant to Rul-2(b) under the Exchange Act (17 CFR 240-2(b))

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 September 23, 2010, NIKE, Inc. held a publieghbne call to discuss its financial results ferfiscal quarter ended August 31,
2010. The transcript of the conference call imighied herewith as Exhibit 99.1.

Iltem 9.01 Financial Statements and Exhibits

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

99.1 Transcript of earnings release acamiee call on September 23, 2010.
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FY 2011 Q1 Earnings Release Conference Call Transpt
September 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 NIKE'sdist011 first-quarter conference call. For thos@whed to reference today's
press release you will find it at www.Nikebiz.com.

Leading today's call is Kelley Hall, Senior DireGtinvestor Relations. Before | turn the call ot@Ms. Hall, let me remind you that
participants on this call will make forward-lookistatements based on current expectations and steteenents are subject to certain risks
and uncertainties that could cause actual resuligffer materially. These risks and uncertainties detailed in the reports filed with the SEC
including Forms 8-K, 10-K and 10-Q.

Some forward-looking statements concern futurersrthat are not necessarily indicative of chamgéstal revenues for subsequent periods
due to mix of futures and at-once orders, exchaagefluctuations, order cancellations and discowrttich may vary significantly from
quarter to quarter. In addition, it is importantémember a significant portion of NIKE, Inc.'s m&ss, including equipment, NIKE Golf,
Cole Haan, Converse, Hurley and Umbro are not deduin these futures numbers.

Finally, participants may discuss non-GAAP finahcheasures. The presentation of comparable GAAdSures and quantitative
reconciliations are found at NIKE's website. Thafl might also include discussion of nonpublic fia&l and statistical information which is
also publicly available on that site www.Nikebizmtol would now like to turn the call over to Kelléfall, Senior Director, Investor Relatiol

Kelley Hall, Sr. Director, Investor Relations: Thanks, operator. Hello, everyone, and thank yeyoiaing us today to discuss NIKE's fiscal
2011 first-quarter results. As the operator indidaparticipants on today's call may discuss noBAnancial measures. You will find the
appropriate reconciliation in our press releasectviias issued about an hour ago, and at our webbkebiz.com. Joining us on today's call
will be NIKE, Inc. CEO, Mark Parker followed by Gti@a Denson, President of the NIKE Brand, and finafou will hear from our Chief
Financial Officer Don Blair, who will give you an-depth review of our financial results. Followitigeir prepared remarks we will take your
guestions. We would like to allow was many of yowask questions as possible in our allotted tirneys would appreciate you limiting your
initial questions to two. In the event you haveitiddal questions that are not covered by othdesqe feel free to re-queue and we would do
our best to come back to you. Thanks for your coatfn on this.

I will now turn the call over to NIKE, Inc.'s Pident and CEO, Mark Parker.

Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks Kelly and hello everybody. In June | tallddut the momentum
that we saw back in the back half of fiscal 20X® @1 shows how we are expanding on that momerR@avenue, gross margin and profit
are all up, global futures are up 13%, our biggesease in over a decade; and our portfolio ofiati brands Converse, Hurley, Cole Haan,
NIKE Golf and Umbro, continues to gain strong motnen

As a result, we delivered exceptional earningsspare of $1.14 to our investors. Our first-quargsults are a great start to the year and
demonstrate the tremendous growth potential ofNtiE, Inc. portfolio. Equally important is what'®bind the numbers, and | point to three
reasons for outstanding performance -- flexibildglance and alignment.

Flexibility is about the power of our portfolioupomix of brands and category offense. We're ablaull multiple levers across many
dimensions of our business. For example, we cdrudighe Running category to leverage successfuldesigns like the LunarGlide and
Dynamic Stability. We can create momentum in ActBports by combining three great brands acrossptautports and a single consumer
experience. And in an environment where certaiagm@ies or geographies might be slower to recawardiverse global portfolio allows us
to create new growth in other key markets.

This flexibility is strategic and powerful and goe to NIKE, Inc. Balance is all about leveragingdvation to create new opportunities. We
fixate on superior performance product and therthaginnovation to drive the style side of theibass, something you can see clearly in



success of our Apparel business. We invest in dteeconsumer retail and use that innovation teatke our presence with our own retail
partners.

We take everything we know about the physical doflsports and we apply that knowledge to the makof digital technology to create
new experiences. We do these things to create-sraitlong-term opportunities that generate tojpt tawsttom-line growth.

Finally, alignment, which is all about optimiziegr resources to maximize return. When we're faligned across design, production,
marketing and distribution, the result is experemnthat only NIKE can create, like our Write theéufa World Cup campaign, the U.S. Open
of Surfing and the World Basketball Festival. Altee of those events happened in Q1. We see thegawer of alignment throughout the
Company in design, our supply chain, in retailHR and operations and in marketing and sales. Algmt amplifies our resources to create
unique and compelling successes for our consunmerstaareholders.

So the balance, flexibility and alignment that trifuted to Q1 continue to position us for growtblgally and locally. But it is not just about
NIKE, it's also about driving innovation and poiahinto the market place. We work with a diversé of retailers each with specific streng
and opportunities and we're uniquely able to amplibse strengths in a way that creates a condlis@unthentic and provocative presence for
our brands, categories and products.

When we combine that with our own retail execuionstore and online, we create an integratedlifietrentiated market place that enables
NIKE, Inc. to grow on multiple fronts. Even in aoblal market that still has some potential for tlebae, we are seeing evidence that
growth is accelerating and our leadership posigdmelping to lift the entire industry.

That energy in the marketplace also illustrateagpetite for sports, innovative product and arégsir personal connection with our brands
that has never been stronger, which is why I'm noptenistic now than | have ever been. It all stamd continues with deep and meaningful
connections with athletes and consumers. That erevtine insights are, that's where the innovategirts and that's where our growth is. A
ultimately that is where we serve athletes, consarard shareholders.

Being flexible, balanced and aligned will alsoghes move through the continuing economic uncestaihead. Potential headwinds include
all the usual suspects -- raw materials, enerdpprland transportation costs and FX rates, allli€iwhave the potential to create pressure on
margins through the back half of this fiscal year.

To this point, | think we have proven our unigudity to manage through such circumstances. Wetthg scale and leverage to optimize
our input costs, we have the ability to dial upcdise parts of the portfolio as opportunity arises,have the capital to surgically and
aggressively invest in new growth, we have thentaleroughout the Company to execute with speedpaecision. And, just as important,
we're obsessed. We have the hunger to seek antbpélie new ideas and inspiration that allow usitmvate and ultimately surprise and
delight the athletes and consumers we are herrve.sThat's why we are not guided by the vagarfi¢lse macro economy. We're guided by
our own potential and that potential has never lgzeater.

Now here's Charlie to take you through this matais on the NIKE Brand.
Charlie Denson, President, NIKE Brand:Thanks, Mark, good afternoon everyone. Q1 was ih@degood quarter for the NIKE Brand. We

posted some strong numbers and we're in good posditake advantage of the momentum we've worleed to create. Let's go through
some of the first quarter highlights.

Reported revenue was up 6% to $4.5 billion. SG&#swp due to demand creation behind World Cup lamd\orld Basketball Festival and
our global futures are up 10% or 13% on a congtaltr basis, our highest in over a decade. Thig nud be the last time you hear that toc

We feel a great about where we are what we'venaplished, but I'm even more excited about whereNttikE Brand can go. For the past
year you've heard us talk about amplifying our watmn agenda and the power of sport through ayoaydens. In fact, nine months ago
our Q2 call, we laid out specific plans to pickshare and expand our leadership position acrodadiostry worldwide -- Fresh Air in the
Spring to drive Sportswear, industry-leading Fobtipaovations around World Cup, Running strengtiveh by LunarGlide and Dynamic
Stability and the evolution of Pro Combat Apparél.of these category-specific efforts are payirffjlog time, just like we said they would.

If we take a bit deeper dive into some of the exasthat Mark opened with, you can see how wehetecategory lens to drive innovation
across product, brand and at retail. In June weohiadbest World Cup effort ever. We broke new gobwith a revolutionary traction
technology and in high-performance Apparel witls ktitat were also our most sustainable ever. Andhengou were 100 rows up in Soccer
City Stadium or 10,000 miles away in your livingom, there was no mistaking the iconic orange pap®NIKE boots on the pitch.

Our Write the Future Football content was vieweaterthan 52 million times online and it was Andi@igsta in a NIKE boot who kicked the
winning goal for Spain in the final. I'm proud afth our brand and our commercial success at Waull ZD10. It was a championship
performance and we're looking forward to winningiagn Brazil in 2014.

After the World Cup, it was onto the U.S. Operboffing. More than 600,000 people stormed Huntindgeach to watch Fred Sampson and
Carissa Moore take the crowns. It was a massivebcation of surf, skate and BMX created by the éesdh Action Sports -- NIKE 6.0,

Hurley and Converse. Then we put together the Virstld Basketball Festival. It was a four-day citide celebration to honor the Global
Games and a tremendous showcase for NIKE Baskelbatlan and Converse. | was especially inspireiddagn Durant whose play and
leadership earned him the MVP of the World Chamglidps and established himself as an emerging forttee game going forward.



As much as we highlight connecting with consunagrsig events with millions of people, we're eguéticused on the individual athlete. J

a couple of weeks ago we launched our new NIKE 8 @pp. It helps train, inspire and connect runtethe rest of the world anytime and
anywhere. It's a very exciting example of how we cambine two high-performance businesses, Diipart and Running, to create a new
experience for consumers and a new growth markehéNIKE Brand.

While I'm on Running, real quick on the LunarGlelee. We sold more LunarGlide shoes in Q1 thadidi@any other performance shoe in
any other quarter in our history. It's also proviade a powerful crossover shoe between techpardbrmance and style, again, an
opportunity we started talking about a few years aigd a perfect example of how performance prodactdrive both sides of the business.

So World Cup, U.S. Open of Surf, World Basketlfatival, all featuring new products and storiesy mommunities, compelling
experiences with our brands and inside our stares all in the last 90 days.

So what is coming in the next 90 days? Well, wi laiinch the new LeBron 8 shoe in October, a lptaésh expression of one of our most
successful franchises and we're putting the finghduches on the highly anticipated Kobe 6, séddach on Christmas Day.

In College Football here in the states, 10 elithege teams are now playing in new Pro Combatoumig and we'll be running marathons in
Berlin, Chicago, Beijing, New York and San Franoisehere you'll see countless athletes running imacicushioning, Dynamic Stability,
Flywire technology and the Tempo Running Short, #ad is just a glimpse of the product and the trexperiences on the way.

That leaves the final piece of the category oféeiptimizing the expansion of the marketplace.l®ée with the NIKE Retail in-store and
online and we drive innovation into the market plé@ help our retail partners present our brandsoan products.

Two new NIKE Stores in Santa Monica and Rooseivielid are great examples of where we see the mtalltion headed, a balance of
innovative product, strong brand and category pas$iom the best performance product you can dimgwhere to lifestyle Footwear and
Apparel you can wear any time. Our partner ret@iloepts have that same balance -- Foot Locker'sd¢iotiHoops, Finish Line's Running
Lab, the Dick's Field House concept -- have quidddgome meaningful and measurable formats thatneixbee overall market. And with
partners like JD Sports in the UK, Bell in Chinala@entauro in Brazil, we continue to deliver robpstential in key markets around the
world.

With one look at our futures, you can see thatateris high. This is a great position to be in,ibdbes come with its own challenges,
specifically with select technical Footwear andfpenance Apparel products. We're working closelthveill our manufacturing partners to
accelerate production and meet demand on thesby lsighght after products. But all things being dgu@ prefer a full market and we're
seeing that enthusiasm play out across categarigeographies.

In North America the category offense is buildgigbng momentum in product, brand experiences asipm distribution with particular
strength in our performance categories and in Aglp&utures for Holiday and Spring are up stronglde digits in nearly every category,
including Women's Training which is steadily gamishare with its Apparel business. And we expeciétos Training to see additional
success and revenue when we introduce a majorg@walogy and performance story around NIKE Frestwear in the Spring.

In Western Europe, we're pleased to see an aatialgreturn to growth as the region began to skigws of stabilizing. We saw dramatic
growth in Running, Football and Action Sports. e 1JK specifically we saw solid futures growth indetball, Football and Men's and
Women's Training. Central and Eastern Europe fedtaspecially impressive comebacks in Russia ankeywand strong Futures in all
categories. Still a lot of choppiness in that gepby, but nice to welcome them back to the postide of the growth equation.

In China, we extended market share gains drivestiong retail partner performance and strong dedigit Futures in nearly every categc
The big story there continues to be Basketballctvishows no signs of slowing down. Kobe is a liviagend in China and his signature
product continues to absolutely kill at retail. @dicontinues to be a market that offers a solidrxad of short- and longrm growth potentia

Japan continues to work through one of the tougimmnomies in decades. That said, our technicahRg product in Women's Apparel is
performing relatively well in that market. We'lltinue to do in Japan what we've done with eaatuobusinesses during the recessiomna-
lean, invest wisely, optimize, drive profitabiliand maintain brand strength.

And, finally the Emerging Markets, where everyetgdry and major territory saw positive growth andtiued strong Futures. Revenue in
our Brazil business alone is up 70% which spealtsag@ower of the NIKE Brand and it speaks judbaslly to the potential of our Emerging
Markets region which has consistently posted dedigé growth and revenue futures and EBIT.

So it was balance, alignment and flexibility tdativered our strong quarter. Our Footwear busimesslid around the world. Our Apparel
business is energized and just beginning to resaak of its true potential. Overall we've neverceted better on both the global and the
local level. Going forward we have a clear visionl @ wealth of opportunity and while we face someeutainty on the macro side, there's no
doubting our performance and our ability to exe@itegame plan and deliver results.

Now here's Don to take you through a bit morenefriumbers.

Don Blair, VP & Chief Financial Officer: Thank you Charlie. | agree there's a lot to likewhour first-quarter results. Revenues were up
10% in constant currency, reflecting growth in eatbur NIKE Brand sport categories, every geogyaplit Japan and each of our affiliate
businesses. And our NIKE Brand Direct-to-Consumesifiesses are on fire as our retail stores delivexeord revenues for the quarter and
Digital sales rose 22%




Futures scheduled for delivery over the next fn@nths grew 13% in constant dollars and 10% astegyoreflecting accelerating growth in
the second half of the Futures window. Gross mangis surprisingly strong as higher input costshétang us a bit later than we expected
and strong consumer demand for our products in @gadé accounts and in our own retail stores keniories lean, minimizing discounts
and closeouts.

In Q1 these positive factors more than outweigh¥deadwinds as well as higher sourcing and aiglfitecosts as we continued to work with
our factories to build capacity and meet consuneenahd.

As planned, we made significant first quarter stugents in demand creation and retail infrastrgcthat our costs remained well-controlled
and stock option expenses declined leaving ovE@&A lower than our expectations. The result wad41n Earnings per share up 10%
versus last year.

As pleased as we are by our first-quarter reswide even more excited about the long-term outfoo our business. The broad-based
growth we reported in Q1 and the rapid acceleratidiatures are strong indicators that our integglatategory offense is gaining powerful
traction in the marketplace. In recent quartervaveaid that while we are cautious about the maotimok we have great confidence in NI
and we do see still see some challenges ahead.dagts are headed higher as labor, oil and chigoome more expensive. We expect the
rapid acceleration of our business will continuénttrease sourcing and air freight costs in the-teran as we work to build capacity and n
surging demand. And we're facing prior tougherpy@ar revenue comparisons in the second halfefiical year.

Nevertheless, our first-quarter results and Fstgiee us even greater confidence in the effecéissrof our strategies and the strength of our
brands, our business and our team.

So now let's take a look at the first quarter ltssoy segment. Revenue for North America incred@%dn both a reported and constant
currency basis as direct to consumer sales inaleEs¥# and wholesale revenue increased 7%. Comp sabes at NIKE-owned retail stores
increased 13% for the quarter while online salessiased 22%. Both were driven by higher trafficvaysion and average transaction size.
Constant currency futures for North America areld@o reflecting double-digit growth in Running, Meand Women's Training, Football
and Action Sports.

In the first quarter Apparel led the way in No#tmerica as currency-neutral revenues increasedre@iéeting 18% growth in fulprice sale:
and a decline in closeouts. Futures for Apparakiased over 20% as all seven key categories trdmdhdr. This performance is a result of
the hard work that we have done to improve our pcbds well as the power of the integrated categéfignse which particularly benefits our
Apparel business.

In the first quarter currency-neutral Footweararaye in North America increased 5% driven by a éteiase in full-price sales partially
offset by a significant drop in off-price revenu@air Running business continues to perform extrgmwell driven by demand for products
such as Lunar and NIKE Free. Basketball, Foothalllden's Training also delivered strong growthtfar quarter.

Footwear Futures grew at a double-digit rate ctifig tremendous strength in our performance categjd-irst quarter EBIT North America
improved 9% driven by revenue growth and SG&A lager. In Western Europe Q1 revenue decreased 4Usvibies prior year but grew 6%
on a currency neutral basis. Every territory regitiigher revenue for the quarter and Running,&dloand Action Sports led the way from a
category perspective. On a currency neutral basiswear grew 10% driven by continued World Cup motam while Apparel grew 3%
reflecting 5% growth in full-price sales and sigedintly lower off-price revenues.

Currency neutral futures grew 6% with growth asrosarly every category and territory. Q1 EBIT\éestern Europe declined 3% as we
invested in World Cup marketing and currency headwiput pressure on gross margins and real dalitp

Central and Eastern Europe returned to growthliraQrevenue grew 3% on a reported basis and 9/carrencyaeutral basis. The const
currency growth was driven primarily by strong reedes in Russia and Turkey which both grew moasn 0% on the strength of the
Football, Sportswear and Running categories. Tlsnbas in CEE continues to accelerate as conatarincy Futures grew 14%. Q1 EBIT
for CEE declined 18%, also reflecting the impactwfrency headwinds on margins and World Cup mangeénitiatives.

In Greater China first-quarter revenue grew 11etuiding one point of benefit from currency changésowth was fueled by expanding
points of distribution and renewed brand momentasulting from strong product offerings and excitbrgnd events, including grassroots
tours by Kobe Bryant and Kevin Durant. Footwear Apgarel each reported higher revenue for the quariven by doubleligit increases i
Running, Basketball, Sportswear and Action Sp&@tsstant currency Futures grew 23% with doubletdjgiwth in nearly every category.
Q1 EBIT for Greater China increased 10% as revegnoeth and higher gross margins more than offsgeased investments and demand
creation.

In Japan, first-quarter revenue declined 12% meparted basis and 18% in constant dollars, réfigciff-price sales over 50% below last
year's levels. EBIT declined 23% as lower reveraneshigher SG&A were partially offset by strongesss margins. While macro conditio

in Japan remain weak, we're very confident wekantpthe steps that will generate growth over tile're also focused on closely managing
our product flow, cost structure and balance skt result, gross margin is up, inventory is d@0f6 and we continue to deliver healthy
profitability and cash flow relative to the market.

In Q1 our Emerging Markets geography continueddiover impressive results. Revenue increased dbacting 24% growth on a constant
dollar basis. Excluding currency effects, mostiteries and category grew double digits with Braai Football leading the way. Across the
Emerging Markets geography, Football revenues naad to grow at a healthy dou-digit rate as a result of strong product, marketing



retail execution around the World Cup. Revenud3raril, the largest market in the geography, grearly 70% in Q1 driven by Football and
Sportswear. This strong performance is the direslt of the investments we're making to strengthemposition in this vital market as we
look ahead to the 2014 World Cup and the 2016 Olgsap

EBIT for the Emerging Markets increased 17% asmere growth was partially offset by increased detmaeation. First-quarter revenue for
our Other Businesses increased 15% on a reporgési drad 16% on a currency-neutral basis, reflectimgble-digit growth at Converse,
Hurley and Umbro and high-single-digit growth ait€blaan and NIKE Golf. EBIT for the O Businessesvg25% reflecting revenue growth
and strong gross margin expansion for most of ¢mepanies.

Our Q1 results and five-month Futures clearlydatk our business is rapidly building momentum withsumers and retailers driven by our
integrated category offense. While we do see saughr water ahead in the near-term, we believe thieategies will drive sustainable,
profitable growth over the long-term. On a curreneytral basis we expect FY11 revenue growth atdhend of our high-single-digit target
range. Consistent with the difference in Futures ewpect reported revenue growth to be lower dweetker foreign currencies versus last
year. For Q2, we expect revenue growth slightlypeleported futures growth reflecting the timingooflers within the Futures windo

In Q1 gross margin exceeded our expectationgesudt of the delayed impact of higher input castsvell as the positive effect of strong
demand and tight inventories. Over the balancb@f/ear we still expect increasing pressure fromhEXdwinds, rising input costs and hig
freight costs. As a result, we now expect full-yBail1 gross margin about 50 basis points below F¥itB relatively flat margins in Q2 and
more challenging comparisons in the second haifiaso pressures increase and we begin to anniydrggrer margins in the prior year.

At this point, we're expecting FY11 demand creatmgrow at a mid-single digit rate. We're plamn@2 demand creation to grow at a low-
single-digit rate with spending below prior yeathe second half as we compare against the heaegtiments in World Cup marketing in Q4
last year. That said we're very encouraged byuheess of our strategies across the brand portolibare considering opportunities to invest
incrementally to drive profitable growth.

For the year, we expect operating overhead to gitoavmid-single-digit rate, reflecting increasedastment in our Direct-to-Consumer
businesses balanced by increased efficiency irco operating functions. We expect Q2 operatirgrtozad to grow at a low double-digit
rate as a result of the timing of stock option egeethis year and comparisons to relatively loneesges in last year's second quarter. We
anticipate that other income for each of the laste¢ quarters of the fiscal year will be broadlpsistent with Q4 of last year as the stronger
dollar creates gains on our foreign currency hedges

And, finally, we now expect our effective tax réde FY11 to be at about 26% as a greater propoxfoour profitability is earned in the US
where we face a higher tax rate than abroad. Welepleased with our first-quarter results, anevashave said, even more excited about
what they tell us about our future. We're now retmdiake your questions.

QUESTION AND ANSWER SECTION

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

<Q — Chi Lee>: Good afternoon, guys, congratulations. Don, astijole on the input costs -- you mentioned sevéreds that there were
delays in those increases. Could you just elabamatxactly what those delays are?

<A - Don Blair>: Sure. As we've talked about before as we negaqtiates with our factories several seasons outsaras a result when
commodity costs move we usually see that impaet fttio our products over a number of differentvepa number of seasons. And we
expected those cost increases to hit us more aawhe first quarter than they actually did. Wil expect to see those increases in cost to
some extent flow into our cost structure over & of the year. But we did have actually a legsiicant impact in the first quarter than we
originally expected.

<Q - Chi Lee>: And, Don, was that just a function of the comntypdbst environment primarily, not just necessacityning through as
much in the contracts that you originally thought?

<A — Don Blair>: It really has to do with the timing of product flaamd when products are shipped and when they'duped in the factory.
So it's really not an estimate of what the macroeotic environment is going to do, it's really jtis¢ pace at which it flows through our
numbers.

<Q - Chi Lee>: Great, and then just my second question. FoNthéh American futures being up 14%, can you jalit about; are there
any differences that you're seeing between sortigeofhannels in your retail landscape, perhapsrtiepat stores versus athletic specialty?
Are you seeing any differential in growth rateswmstn those channels?

<A — Charlie Denson>:l would say, it's all very, very positive. As wékiad about, the performance product has accelertadaster pace
than the Sportswear area. So the sports speclaiynels and the athletic sporting goods channelalbdoing extremely well. When you lo
at some of the value chain and department stoesatieose are still up, and if they're more depehoe Sportswear may not be accelerating
quite as fast.

<A — Mark Parker>: I'll just add, this growth that we're seeingaalty reflective of the strength of the categortes, channels that we do
business in, in terms of the market place and #eeatl portfolio. So this is some of the most bakehand complete growth that we have ¢



in quite a while.
<Q - Chi Lee>: Thank you very much and good luck.
Operator : Chris Svezia, Susquehanna Financial Group.

<Q - Chris Svezia>: Good afternoon, everyone, and nice job on thetqud guess, one question, if you could just neaglaborate on
inventories in terms of how we should be lookinghatt. You guys have done a nice job there. Anydins as we progress forward?
Obviously business accelerating, futures accetegaioes that start to | guess increase as wedintbve forward here?

<A - Charlie Denson>: | think, again, I'm going to go back a little biftwhat Mark just said. | think with the balancelieased across the
portfolio and our ability to continue to manage sgply chain top to bottom, whether it's the ireeies at retail or the inventories at
wholesale, we've continued to keep a pretty tight on things as this period of instability or wdnar the macros are looking like, and we
continue to do that. That being said, obvioushthwie futures numbers what they are, we feel gend about the levels that they are at and
our ability to manage the inventories over the rafxirt and long-term.

<Q - Chris Svezia>: Okay. | guess, Don, the second question for ¥ust want go to the back to the gross margin tfidyorocess. Initiall
when you gave your fiscal year guidance, you taldeout possibly a 100-basis-point decline in groasgin and it now seems like down
maybe 50 at most here. Given how inventories asitipped, and | know there's headwinds in the ssrhere on the product cost side, can
you maybe just put in buckets where your biggestems and maybe where the opportunities coulchgiatly be, whether th
outperformance is just on the direct consumer lassiperforming better? Or do you face more difficamparisons there and that maybe
gives you some concern or some reservation? I'tririging to see the puts and takes on that margin.

<A - Don Blair>: Well, we always have goals that we set for ourseimg¢erms of improving margins. Over the long hasie've said, we
believe that we can continue to expand our marghfeshave quite a few initiatives in place and oundpict teams and category groups aimed
at reducing product costs, at improving the efficigof our supply chain. We have talked about thg we approach pricing on a very
surgical basis, so we're always looking for oppuities in that space.

So on the wholesale side of the business, wernomtio work in that direction. Direct-tmiensumer, as | said, was a very pleasant upsitte
first quarter. The business there is quite strorjthat has a very high margin compared to the egade business. And we also have been
improving margins in our Direct-to-Consumer operasi through better operations and better merchiagdis

So we always set ourselves pretty aggressive goaiying to expand margins over time. As Chawierenced earlier, the quality of our
inventory and the fact that we're so tight in therket place means we're going to sell at top maragid low discounts.

Having said that, that is really what is embedited lot of our results in the first quarter andr&@egoing to continue to drive those. Over the
balance of the year | think the main story thdtimk is going to lead us to a little bit less faable on the gross margin front is just that macro
inflation that we think will start to flow through the next three quarters.

<Q - Chris Svezia>: Okay. Is it fair to say that things like freiglstyrrency and labor in that order are the presgairs because you're
flying in goods? And how much does cotton havenapaict to your thought process?

<A - Don Blair>: It's freight, currency, labor. There's -- oil oviene we think is a factor, although oil has bedatreely benign. And then
cotton is a relatively smaller factor than, sapolaor freight, but it is out there. We've builotfe assumptions into our expectations at this
point.

<Q - Chris Svezia>: All right, thank you very much, guys, apprecitte

Operator : Kate McShane, Citigroup.

<Q - Kate McShane>: Hi, good afternoon. | was just wondering if yawtd tell us how the Futures trended throughouftigre period, if
they got better over time and how much of the neacepts like NIKE Fieldhouse, other NIKE shop-iregh and the opening of retail is
figuring into your futures number for this quarter?

<A - Don Blair>:  Well, with respect to the first question, thelret are a little stronger in the second half efwindow.

<Q - Kate McShane>: Okay, more towards holiday?

<A - Don Blair>: Right. And your second question was with regarcktail fixturing and shop-in-shop programs?

<Q - Kate McShane>: Yes, and how much it's contributing to Futures.

<A — Charlie Denson>: | think we continue to work with a lot of our kestailers around the world transitioning. | refezed a couple of
them in my prepared remarks. Those programs argygwi literally around the world with regards taibated space, whether it's on a
category basis or across an entire brand similauhi@t you're seeing with Dicks. And it's certaipbrt of the strategy, as we move to more of

a dedicated category focused in the marketplageeliss aligned with the way we're organized in@wmpany here, and it's certainly what's
driving it is our connection with the consumer.



<Q - Kate McShane>: Okay, great. If | could ask one more questionuaboyou mentioned the NIKE Free product, the new tetdmg bu
I think you had said in your prepared comments ithaas coming out in the Spring, and | had beeteurthe impression there was new NIKE
Free product coming out in the Fall. Has this cleah@r is this incremental to what's happenindgvenFall?

<A - Don Blair>: I'm sorry. What | mentioned, what | was referrtngvas the spring will be a major campaign arobiKE Free. But, to
your point, some of the new Free product, you sékk pr-Christmas during the holiday time frame.

<Q — Kate McShane>; Okay, thank you.

<A — Mark Parker>: And that technology, by the way, is continualpking so you will see refinement to Free techgglin the second
half of the year, and then certainly as we moveohdy

Operator : Michelle Tan, Goldman Sachs.

<Q — Michelle Tan>: | was wondering if you could help us, beyond thecro inflation pressures that you are experiendiatp us think
about how much of the freight pressure is comingifthe need to airship some of these goods that been in high demand, and whether
could see that piece of it, or should see thatepadat, shrink throughout the balance of the year?

<A - Don Blair>: Well, we're actually seeing both factors right ndvchelle. The freight rates are up fairly signéittly year-on-year for
both air and ocean, and we are doing more airtiteig than what we have seen in the past. Andhkihgiven the strength of the futures book
that we're seeing right now, | think it's goingo® -- most of this year, we're going to see someelexated levels of airfreight.

<Q - Michelle Tan>: Okay, great, thanks. Just a follow-up on the SG8de. The benefit of stock-based compensationyitnatalled out
to the overhead this quarter, is there lumpines$iat or is it something we should see continueuph the balance of the year?

<A — Don Blair>: There is less lumpiness now than there was beSarevhere it was before was very much loaded ifiteequarter. It is
now much smoother across the quarter. So what ylbgee from a year-on-year standpoint is a benefibe first quarter, and then higher
expense year on year in the second, third, foldutll. then as we go into fiscal '12, it will smootlit.o

Operator: Bob Drbul, Barclays Capital.

<Q - Bob Drbul>: Mark, | guess when you look at the Global Futumemsbers, the up 13%, the best in a decade | fonkguys might hav
said once or twice, when you look at the swoosletbascovery, where do you think we are today verdisre you can go now?

<A — Mark Parker>: | still maintain that we're on a steady improvemé&nt quick to say, as | mentioned before, thatelsestill some
instability in certain parts of the economy arodinel world. So we're not declaring a return to &fhkalthy economy by any stretch of the
imagination. So we're looking at a continued hegatdtovery. I'm still content of a slow, steadytstaf recovery. | don't see dramatic shifts in
that course at this stage, and we're planning dougly. We're making sure that we have the flekiptio -- and the cash and the position to
really deal with any further disruptions in the momic scene around the world.

But | feel like we're in a really good positionu8'm not going to change my position on the wfteecovery.

<Q - Bob Drbul>: | guess on another sort of bigger picture quastiould be, when you look at sort of the succegbh@de numbers and the
Men's business, can you maybe elaborate a littlmbie on the plans around the Women's businessahdf what has you most excited
about the Women's business today?

<A — Charlie Denson>:This is Charlie. | think that list is actually dfag to expand regularly, | think. Right now, Itlkiyouve seen some
the new executions in store with Apparel, Womerppael, specifically around the bottoms bar andbttaebars that we've put into some of
the new retail formats. That is it performing ertedy well and we're very excited and optimistic atthe Apparel side of the equation in
Women's. And as | referenced a little bit earlied &think we talked about it, some of the new Rgemducts are coming into the market in
holiday and will be highlighted in a major campaaound the Free technology, which to Mark's eaga@nt continues to evolve for Spring,
and that will bring a lot more attention to the Wants business again.

So we feel pretty good about the Women's busiresh, short term regarding the things that | jatked about, and even more excited about
it on a longer-term basis. As we stated back in Newk in the Spring. we believe that it's one o thig opportunities for the brand.

Operator: Michael Binetti, UBS.

<Q - Michael Binetti>: Congrats on a nice quarter. So just one quicktipreand then | wanted to ask a quick follow-updati don't mind.
Just some quick back of the napkin math suggestssilhalf the EBIT growth in the quarter was frdma Other Businesses line, and | was
just wondering if you could maybe give us a littiemore detail on what some the big drivers irt thasiness were, and maybe as you tl
about it through the year. And if | could ask aduiollow-up.

<A — Mark Parker>: Other Businesses, the other brands in the portfeioy strong performance this quarter pretty mactoss the board.
We see both top-line performance, particularly v@dnverse, Hurley, Umbro, Cole Haan. We're see@méndous top-line growth there as
well, great brand strength building, again | thieé by Converse. So we're very happy with the gtteof the portfolio.



As | said earlier, too, we're really learning hmactually integrate and leverage the brands riane ever before, and that was evidencec
past 90 days with some of the events we talkedtakbere we combined efforts, Umbro and NIKE at\ttierld Cup; Hurley, Converse and
NIKE at the Action Sports event in Huntington Beaahd then, of course, the Basketball Brands NIKEdan, Converse at the Wo
Basketball Festival.

And then, behind the scenes, we're really levagagur competencies and functional excellencedbyrdrive operating efficiencies in those
businesses as well. Again, | think it's a comboratf brand strength, strong product, in some caese repositioning of the brand like Cole
Haan for example, where we're contemporizing ba¢hproduct and the brand presentation. So we &glgood about the individual brand
efforts, and then, again, how we're working collegy to really integrate the portfolio and leveeaiat.

<A — Don Blair>: | think too, Michael, just to clarify, one thing yshould bear in mind here is that the foreign erge headwind that we've
been talking about really hit the NIKE Brand digpoaionately. | think when you look at the mathg tHorth American business, for example,
in the NIKE Brand is up very strongly, as are tmadeging Market profitability numbers. And what ybave to bear in mind is, a lot of FX
drag in the international NIKE businesses, moshefaffiliate businesses are US-based. The othee iis World Cup. There's a tremendous
investment in the first quarter around World Cugttyou didn't see as much of that on the affil&atke. So, | think if you look at this over the
course of the year, you're going to see a littlertmre balanced growth. But, having said that, askvhdicated, the affiliates are doing
phenomenally well.

<Q - Michael Binetti>: If | could ask a quick follow-up on China, it lookke there's been an increasing divergence betweeRutures
number -- if you exclude currencies -- Futures nendnd the revenues. So I'm just kind of curioy®if could help us get maybe an updated
idea of how much of the China business is donautjitrahe Futures window. Should we be looking at-tHen sorry -- the 23% futures there,
excluding currency? And should we be thinking, neathere's -+ guess I'm just trying to think about how we stibtilink about revenues ir
the next quarter since it came in a little bit bethat 16 you guys had last quarter. Thanks.

<A — Charlie Denson>: | would have to go back and look at the numbditsi@ bit, but | wouldn't expect to see -- | woukxpect to see the
Futures number continue to be the leading indicditeictionally for the China business. So as fahasdivergence that you speak of, | would
have to go back and look at it quarter-by-quaBet.we shouldn't see any dramatic changes in thetha that formula is working.

<A — Mark Parker>: Yes, and | would echo that point, that our retaginess in China is still relatively small, ardl lo think, as Charlie
said, you would expect to see futures to be a redde indicator directionally.

<Q - Michael Binetti>: Any idea on what percent business that is donaigirdhe Futures window?

<A — Mark Parker>: You mean, through the program, the Futures pro@ra
<Q — Michael Binetti>: Yes.

<A — Mark Parker>: We would have to follow-up on, Mike; | don't hazeaumber handy.

Operator : Jim Duffy, Stifel Nicolaus & Company.

<Q - Jim Duffy>: Thanks, hello, everyone, and great quarteriquaatly nice to see the strength on the Appad sif the business. Can
you provide any perspective on the profitabilitpgress you're seeing in Apparel, and how long hktthe runway is on tha

<A - Don Blair>: | would say, Jim, that the profitability on theparel side is, broadly speaking, not too diffefemtn Footwear. The
performance product in Apparel is what's reallyidig the growth. We've also really seen the Spargsvbusiness move up the price scale. So
we're making great progress there. Of course atsteféw comments | made about Apparel in my prepegmarks, we're seeing great
performance on the full-price Apparel and a lotéowloseout. So, a combination of all of thosedhjrwe're seeing great progress on the
profitability side on Apparel.

<A — Charlie Denson>: | would just add one more piece to Don's pointl kthink it goes back to what we've talked abmedr the past
yeatr, is really repositioning the Apparel businiesa more premium way. | think that does give u®pportunity, both on the performar
side of the business and in a premium brand posittogo after some potential margin expansion/Agogharel.

<A — Mark Parker>: Two other quick factors that you should be awdris, Apparel is another example of the categdfgrse really
starting to click into gear here. Really seeing tieaults in better product, just managing the mess better, reducing our style count and r
focusing on style productivity. So really some badements that really are running a successfubfgibusiness, we're really starting to see
the category offense really help turbocharge alt #ffort.

<Q - Jim Duffy>: Great, and then a second question regardingalaade of the futures across the futures windowy@ohave capacity
challenges? Do you think that retailers to any mixéee pulling forward orders to ensure availapitif key products? Is that something that's
influencing the futures orders?

<A — Mark Parker>: Well, | think there may be a little bit of thaut it is sustaining itself. So we're seeing ittfyreonsistently all the way
through the windows. So the fact of the matteif i,is happening then it's an ongoing practicatthas been going on. That being said, | don't
think it's a material amount in regard to the keyducts that we're talking about. Because if weugragainst any capacity constraints we



allocating the products. The retailers are familigh the program and it ensures both quality andime delivery by doing that. So, | don't
think it's going to be a material effect on the dow overall.

<Q - Jim Duffy>: Okay, certainly a high-class problem to have, aletnexceeding supply.
<A —Don Blair>: Yes itis, we like that.

<Q - Jim Duffy>: Congratulations on the quarter.

Operator : Omar Saad, Credit Suisse.

<Q - Omar Saad>: | actually have two questions. | wanted to follap on Jim's last question about demand exceedipghs Typically,
that price becomes a tool in those situations wherelemand is stronger than the supply. How dotlyimk about using price as a tool, given
the environment and you have having to airfreighff ®ver and chase capacity.

<A — Mark Parker>: | think something that we talk about a lot is gree-value relationship in the marketplace anctiooiing to operate
both on a premium brand position, but just as Weihg very acutely aware of what that price-vakiationship with the consumer is. So as
we've continued to talk all along, we're alwayskiag at surgical and strategic areas where we raag some elasticity in pricing, and we
will continue to do so throughout this time peri@dit | don't think we want to get too aggressivéhiis area right now with all of the
uncertainty that there is out there in the marlestpl So it's something that we look at every quadeve take the lines to market and assess
the overall price-value relationship and compaxeitih the demand and try and make those decisicosrdingly.

<Q - Omar Saad>: Okay, that's helpful, and then a follow-up on $@&A side. The SG&A control in the quarter actyddloked quite
excellent, especially given that it was a World Quiarter. And then | even heard you talk abowgoitnds like SG&A, kind of demand
creation and the overhead side growing in the nmdls digits when your sales guidance was aboweth a little bit of leverage happening
this year. Is this a function of the fact that tharay be aren't as many major sporting eventyéasto spur demand creation, or is this an
ancillary benefit of kind of the reorganization anal categories that maybe allows you to lever SG&A?

<A — Don Blair>: Well, | think it is a little bit of both, to yoypoint. Obviously without the big events during trear, it does give us the
ability to take a breath, step back and evaluaterevive are from a brand standpoint. But overaliirik it's going to be a little bit of both.

<Q - Omar Saad>: Okay, and just as a reminder, the next majoromajent is the London Olympics?
<A — Mark Parker>: 2012.

<A — Don Blair>: | think the one thing | would also keep in mittigh, Omar, is there is a linkage here betweearaunts we invest in
the brand and driving the top line, at the rislst@aiting the obvious. And, the thing that | thinkriest important to focus on here is what we're
investing in is working. The category offense regsithat we get the product right, that we contrezbrand and that we are distributing in a
premium way to that category lens. That reallyliskang through. We have made that investment, eavgbiing to continue to make those
investments, they are paying off. They're genegatie top-line growth and the profitability.

<A — Mark Parker>: It's also a question of how the categories anking with the geographies, which is really thenpiple behind the
restructuring that we did a couple of years agowSoe seeing a much tighter relationship, | thivétween the categories and geographies,
and a much more surgical focus on really gettirfyrimbthe opportunities that are going to give wshibst return. So | think that's a big part of
that picture.

<Q - Omar Saad>: Thanks for that, great execution guys.
<A — Kelley Hall>: Operator, we have time for one more question .
Operator : Robbie Ohmes, Bank of America.

<Q - Robbie Ohmes>: Thanks, just very quick follow-ups. The first ongst the China backlog up 23% constant curreany,sense you
can give us on how much of that is a same-stoes sahcceleration of the existing base, or arergeaccelerating your licensed stores over
there?

The other question was just on your comps, yo £€8mp that you guys talked about on the call. tfofather people out there saw, | think
even some your customers, saw same-store saldsm@eén the -- in that time frame, that sortwhd, July, August time frame. So can you
give us a sense whether your flagships did terrifigyour outlets comped great, or US comps veEsuspe, etc., would be really helpful, |
think, to all of us. Thanks.

<A - Charlie Denson>: | think the China piece; we had not accelerateaccelerated our store expansion. We continngoee into the
second-, third-, fourth-, fifth-tier markets atedatively conservative rate as we talked abouhénlast couple of calls. That being said, | think
you're seeing the business acceleration on a-for-store basis as we see ourselves taking more sisavegll as the market starting to pick

a little bit more on the growth side. So, | thitlats what you're looking at. And | mentioned htha little in the prepared remarks, the
categories that are really driving that are BaskétRunning and NIKE Sportswear in China. Those¢hcategories continue to see a very
strong growth curve.



<A — Mark Parker>:  And, with respect to retail, Robbie, both theletstores and the in-line stores weréhey comped up strongly, both
them did.

<Q — Robbie Ohmes>: And the US versus Europe?

<A — Mark Parker>: US definitely, both comped up. And, just quicldpking at Europe, Europe were both -- the in-kteres were about
flat and the outlets comped up a bit. So Americdh bvere up double digits in Europe, both aboutylih the outlets doing a little better.

<A — Charlie Denson>: Yes, a big part of the in-line number was affddig London -- we actually had some problems indamwith the
floor, one of the floors. So that might have aféecthe in-line stores in Europe a little bit.

<Q - Robbie Ohmes>: Got it. Thank you very much for that.

<A — Kelley Hall>: Thank you, everyone, and we'll talk to you néxtet

Operator : This concludes today's teleconference. You disgonnect your lines at this time. Thank you fourparticipation.







