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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
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the following provisions:

O Written communications pursuant to Rule 425 untberSecurities Act (17 CFR 230.4z2
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))




Iltem 2.02 Results of Operations and Financial Contlbn

On June 27, 2013, NIKE, Inc. held a public telephoall to discuss its financial results for thedisquarter May 31, 2013. The transcript of
the conference call is furnished herewith as Exi98i1.

Item 9.01 Financial Statements and Exhibits

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

99.1 Transcript of earnings release conferenceocallune 27, 2013.
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FY 2013 Q4 Earnings Release Conference Call Transpt
June 27, 2013

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's figf3 fourth quarter conference call. For those méed to reference toda
press release you'll find it at http://investorsainc.com. Leading today's call is Kelley Hall, ¥iPresident, Treasury and Investor Relations.
Before | turn the call over to Ms. Hall, let me ti@chyou that participants on this call will makevi@rd-looking statements based on current
expectations and those statements are subjecttioncdsks and uncertainties that could causesdcasults to differ materially. These risks
and uncertainties are detailed in the reports fibétl the SEC including forms 8-K, 10-K, and 10-Q.

Some forward-looking statements concern future rrtfeat are not necessarily indicative of changdsetal revenues for subsequent periods
due to mix of futures and at-once orders, exchaagefluctuations, order cancellations, discounts$ ieturns which may vary significantly
from quarter-to-quarter. In addition, it is impartao remember a significant portion of NIKE, Isacontinuing operations including
equipment; NIKE Golf, Converse, and Hurley areinotuded in these futures numbers.

Finally, participants may discuss non-GAAP finahaomeasures, including references to wholesale edpiiv sales. References to total
wholesale equivalent sales are only intended taigeocontext as to the overall current market faatpf the brands owned by NIKE, Inc.
and should not be relied upon as a financial meastiactual results. Participants may also makereetes to other non-public financial and
statistical information and non-GAAP financial meses. Discussion of non-public financial and stat#s information and presentations of
comparable GAAP measures and quantitative recatioifis can be found at NIKE’s website, http://irnees.nikeinc.com.

Now | would like to turn the call over to Kelley HaVice President, Treasury and Investor Relatic

Kelley Hall, Vice President, Treasury and InvestoiRelations: Thank you operator.

Hello everyone and thank you for joining us todaliscuss NIKE's fourth quarter and fiscal year 2083 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 andgmjrand at our website: http://investors.nike&om.

Joining us on today's call will be NIKE, Inc. Pt and CEO Mark Parker, followed by Charlie Denderesident of the NIKE Brand, and
finally you will hear from our Chief Financial Oéfer, Don Blair, who will give you an in depth rewi®f our financial 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 yowéadditional questions that are not cow
by others, please feel free to re-queue and wedaitbur best to come back to you. Thanks for yaaperation on this.

I'll now turn the call over to NIKE, Inc. Presideahd CEO Mark Parker.

Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks, Kelley.

As you know, last week we announced strategic memagt changes for our organization, chief amongthéhe decision by Charlie Dens
to move on from his role with NIKE. Yes, he leasesne huge shoes to fill. Luckily, that’s the besis we're in filling shoes. More on th:
in a minute. First, some context on my leaderstdn going forward.

| won't go through all the names here, but manthefm are people you already know. Even more inapdrthey know NIKE and they know
each other. They bring tremendous passion, erardychemistry to our future. Some people will bevjgling leverage and continuity from
their existing positions, while others will be agsaog new roles.

These changes reflect our successes AND our biggasth opportunities. They represent 5 very dpeand ongoing commitments;



accelerate our innovation agenda; 2. elevate deSigiptimize our category and go-to-market striggl. integrate product creation and
merchandising to create greater continuity fronsigle all the way through to retail; and 5. sharpenfocus on supply chain and
manufacturing improvements.

We spend a lot of time developing our leadersHignta- that's something that never stops. It alas to adapt and evolve our competitive
offense...and that's what you can expect as this ta&tes NIKE into the future.

Now to Fiscal year 2013; which was an importantfeaNIKE and our industry. New innovations aegfinologies continue to acceler
the pace of change in the industry and our busindssre focused on leading those changes. In R¥a8created greater differentiation and
separation for NIKE — and that's key to expanding leadership position.

In FY13, NIKE, Inc. Revenues grew 8% to over $25Btook us 18 years to get to our first $2B imgeue. We added about that much in
just the last 12 month

Gross Margins were up slightly for the year in alldnging macro-economic environment. And EarnipgsShare grew 11%, to $2.69.

So, how'd we do it? We delivered a relentless flafvinnovation to consumers — across categoriest-gbnerated tremendous commercial
success...and we have a pipeline full and stagetthéofuture.

We leveraged and drew inspiration from the nevelirepenergy of sports around the worlthe Olympics, Euro Champs, the BCS and S
Bowl, March Madness and the NBA playoffs. Theseanong the moments that inspire NIKE to createdisplay our best work. And we
connect with the best athletes and teams to do it.

We also collaborated with key retail partners tpamd capacity in the marketplace. And our own DT6iiess is hitting on all cylinders —
inline stores, factory stores and online. Thosettwings together are driving the marketplace tramsétion we talk so much about. In short,
our brand, our products and our distribution haseen been stronger.

We also continue to get better and better at firhmecanagement and operational discipline, whidpsas leverage our portfolio to deliver
strong results for NIKE, Inc. in total. Our balamsheet is in great shape...and we're positionedptuce more growth — in developed and
developing markets - and deliver more value toedalders today and over the long run.

| talk a lot about the power of our portfolio andtarts with a focused group of powerful brandg ttave deep connections with consumers.

FY13 revenue for our continuing Other Business€orverse, NIKE Golf and Hurleygrew 9% to $2.5 billion, while EBIT grew at twicked
rate of revenue.

At Converse, FY13 was paced by strong growth inikésrnational markets, with revenues up doublétslig the recently converted markets
of China and the U.K. Franchise product like Chtlielglor delivered record sales again. And the bsastilong position in style and music
continues to connect with young consumers arouadavibrld. This helped Converse deliver $1.4B irorégd revenue for the year.

NIKE Golf also delivered a strong year, with reveawp 9% to nearly $800 million, powered by thent&uof innovative products, like ti
Covert clubs, Lunar Control in footwear, and thevfi8V13 shoe.

And revenues at Hurley grew 5%, well outpacingabtion sports industry. In FY13 we also diveste@ole Haan and Umbro. It was the
right decision, enabling us to focus our capital anr leadership talent on our highest potentiaigi opportunities.

Of course the most powerful part of our portfobalie NIKE Brand, where revenues grew 9% to a te$@BB for the year. The two big
market stories continue to be China and North Aczeri

So China first; where we continue to drive ourtsig to reposition this market for sustainable fipable growth. As we've said, the reset
requires discipline and patience. The race in €fra marathon, not a sprint, and we're set ughi@tong run.

We own the premium brand position, and we partrithr the most inspiring athletes. We're the leadgverformance innovation. And
we’re making progress reducing inventory levelsetdil and taking steps to increase the produgtivitretail space.

Our path forward in China is clear; create a pudrket fueled by innovative product, compelling gmdductive retail, and strong brand
connections with consumers. That is the core ofaacess around the world and it's setting usouphfe next wave of growth in China.

In North America, revenue in FY13 exceeded $10driles we added $1.5 billion of new revenue in i@gsgraphy alone. That growth was
broad based - across all product types, in our @gadé and DTC business, and across nearly allguNKKE Brand categories. And it was
extraordinarily profitable growth, as EBIT for tgeography grew 25% to $2.5 billion.

Our performance in North America shows the real goef our category offense. And our strategy obiative product, strong brand
connections, and premium distribution is equallywpdul and relevant around the world.

We have many global competitive advantages, buirtbgt important one is innovation. It inspires od & distinguishes us as a company.

Innovation drives everything at NIKE; it gives uswtechnologies and materials, helps us creatécigmoducts and services that people v



AND game-changers they can’t even imagine. Innowvagiets us closer to athletes and consumers atitesh the traditional methods of
manufacturing and distribution and bridges the piatsand digital worlds of sport. Innovation maktédKE more competitive, sustainable and
profitable.

| believe there is more opportunity in the worldianore capability inside NIKE than ever before.af®why we’re accelerating our
innovation agenda. | call it “innovation squarede can deliver more new ideas and solutions fakstar ever before and we’re leveraging
those across our sport categories, geographiebrands.

Amazing things in the market from NIKE right nowdaeven more in the pipeline. So, as we look to4&Y¥du can expect us to train more
compete harder than anybody else. We're athletest'Swhat we do. We're set to grow, to exploréineeand leverage our leadership
position. We have scale, power and passion, are wet shy about using them to support the attdetkthat means every athlete to push
ourselves and our partners to connect more deefityoansumers to grow this company and deliver nvatae to shareholders.

Finally, on a more personal note, it's importanirte to thank two very special people — Charlie Darend Gary DeStefano — who have
decided to retire after more than 30 years with BlIKary played a key role in leading our Sales micggion around the world, led teams in
Asia Pacific and the U.S., and for six years aslée of our geography teams he’s helped grow andand business around the world.
Gary’'s impact on NIKE over the past 30 years hanlsgnificant and | thank him for all he’s done.

| have worked closely with Charlie during most & B4 years with NIKE, almost daily over the laBtylears. You get to know somebody
pretty well doing that. What | know about Charkethat he is a brilliant and affable man, easyepect and easy to like, obsessed with sports
and the athlete and he has incredible passioméoBtand. That's a great combination. Even moreomamt, Charlie showed the next
generation what it takes — and what it meats be a NIKE leader. And we go into the future strer and more focused thanks in large pe

the example Charlie set over the last three dec&@tewlie is more than a colleague. He’s a frienthentor, and will always be part of the
NIKE family.

Well, thanks everybody. And now, for the last tinteere’s Charlie to take you through the NIKE Brand

Charlie Denson, President, NIKE Brand:Thanks, Mark. That was nice. That was greatlyeqpted

Ok well, Q4 marked a strong finish to a record yfeathe NIKE Brand. A lot of it has to do with tip@wer of our Category Offense. But th
are multiple dimensions in addition to categorye’# able to push and pull levers across the besiaad around the world to capture
growth. Today | want to focus on two of the mostverful levers in our portfolio — geographies amy kategories.

In the end, it's all about choices, focusing on ltlggest, most promising opportunities for the NIREand. And our choices helped deliver a
very good FY13.

On a constant dollar basis; NIKE Brand revenue uwga8% for the quarter and 11% for the year. Farafi013 we grew in every geography
except Greater China and across all of our keygoaites. NIKE Brand DTC revenue increased 24% fenytbar, with online sales up over
30%.

And Global Futures grew 8%.

The MVP for the quarter and the year has to beiNamerica. FY13 was our first $10B year for NorttmArica, $10.4B to be exact. That
brings incremental revenue over the last threesyea$3.7B. North America EBIT grew 25%, revenuevg8% and inventory grew only
13%. At NIKE when profits grow faster than reveraual revenue grows faster than inventory we catl tie Financial Triple Crown.

And for fiscal 2013 most key categories grew abalde-digit rate, as did footwear, apparel and gapaint. Clearly we upped our game in
product, distribution and, how we connect with agnsrs.

North America DTC delivered a record year for fagtstores, inline stores and online. Revenue irse@20% to over $2.5 billion, wi
double-digit comps in both our inline and factopncepts, and e-commerce up over 30%. And our wifkour wholesale partners
expanded the potential of the market and increpsdfitability.

So, a banner year for North America. Our biggast, most penetrated market. It's the best exanfplhat is possible, and, illustrates the
potential we have around the world. That saidfake nothing for granted in North America or anyrkes. That's why we’re continually
committed to innovative product, strong brand catioes, and premium distribution to continue toateeshort and long term growth for the
NIKE Brand.

Now lef's talk about China. Mark mentioned discipline gradience. Those are crucial to our growth patihgéorward. Our job is to build
strong consumer connections and to increase meakeicity to fuel long term growth. Delivering inradive product, creating differentiation
in the marketplace, and improving profitability gmebductivity at retail, are the keys to our loegnt success in the China marketplace.

Specifically on retail productivity, we're workingith our partners to improve supply chain efficignaccelerate product flow and elevate
store merchandising. That improves the experiéorceonsumers, increases store productivity, andddo profitable growth for the retailer
and for NIKE.

We see the success of this work in our NIKE DTCes@nd those partner doors that have been refiittdnore focused assortments and
product stories. We're also seeing very stronggrarénce in our new category doors. We opened mirRiunning store and Basketball store
in FY13, with strong initial results. Overall, corgpowth at our own inline and factory stores isdgpible-digits. We also have initi



executions with our retail partners open as welll we’re seeing some promising initial results.

These are all signs our strategy is working. Sdlwehtinue to go deeper with the consumer, expgaudperformance leadership position, and
elevate and expand the retail experience for thewmer and our partners.

At the middle of all this is the strength of theki¥ Brand. And as the brand leader in this markefrevable to bring an energy and presence
nobody else can match. You're going to see thanabes summer, when LeBron, Kobe and Kevin DufantNIKE, as well as Carmelo,
Chris Paul, Blake Griffin and Russell Westbrookressenting Brand Jordan head back to China. If amytban match the excitement of a
game 7, it's the reaction these guys get from theng Chinese athletes.

We have the roadmap to growth — the progress weage to date confirms that. And we’re committethlong-term solutions and
potential in this amazing market.

OK, real quick. Western Europe — delivering soraedjresults especially in the North. We're expagdiar #1 footwear position in the
region, led by Running. And we're gaining shar&aotball across the continent. Inventories areoiodgshape, with European units
essentially flat to prior year.

In our Emerging Markets geography, revenue is Wb b6 the year and knocking on the door of $4B wreneie. We see this geography
continuing to supply a strong growth story. Onéhef biggest contributing factors will be the enecgyning out of Brazil with World Cup,
followed by the Rio Olympics.

Let's move to the category side. Since I'm handingMVP awards, | have to give one to Running. ther2nd year in a row both Running
footwear and Apparel grew in every single geograpind that momentum continues as we head into FYith, Futures growing at a double-
digit rate.

Running is a tremendous success story for NIKEstieen for more than 40 years. We lead in Runnitiginnovative product — like NIKE
Air, Lunar, FlyKnit, Free and Dri FIT fabricationsll game-changers, and examples of our commitiioetiite athlete.

We build Running on strong brand connections —tlileeNIKE Women’s Half Marathon in Washington, Dwhich sold out in a matter of
hours, and thru NIKE+, which now has over 18M merabAnd we build Running on premium distributiom;dugh our own stores, online
and partnerships like the Track Club with Finishé,iand key Running specialty distribution.

Our commitment to serving the runner generated t8#stant dollar growth in FY13, exceeding $4 hillia annual revenue. We delivere:
14 consecutive quarters of double-digit growth edokbased growth for men and women.

And Running is a big part of the momentum we’reatirgy in the Women's business, which was very gtiorQ4. We have a hybrid strategy
in Women'’s that combines Running, Training and 8peear — it's a crossategory version of our Amplify Sport strategy. fendous upsic
here, especially in Sportswear.

And then there’s Basketball, I'd say a co-MVP. #rer category of worldwide leadership, March Madnése NBA, the Olympics, LeBron,
KD, Kobe; in leagues or on the playground. Wherélre game is played with passion, NIKE and Braomdidn are there.

A quick example from Q4. We released the LeBron XRvshoe for LeBron’s 4th MVP in 5 years — youngsater to ever win it four times.
And by the way, rounding out the top 5 MVP votetgest were Kevin Durant, Carmelo Anthony, Chris Rand Kobe Bryant a NIKE/Jordan
sweep. As Mars Blackmon once said, It's gotta leestioes.

Brand Jordan is selling 3X more today than whenad$ playing. That's the power of the brand at wéikd we’re seeing even more upside
as we continue to leverage our Amplify Sport mddehcrease revenue across both footwear and dratend the world. This is truly
becoming a global brand, as FY13 revenues incregtsedouble-digit pace in all of our NIKE Brandbgeaphies. NIKE Basketball plus
Jordan finished the year up 22% on currency nebasis.

Last category, Global Football. We're the besttbal brand in the world. Bar none. In boots, cleghnology, upper design, lightweight
uniforms or protection from the ground up, we're thnovation leader in the world’s biggest game.

And we get our insights from the best players @aalris in the world. Fifteen years ago we launchedvércurial boot, and it changed the
game for ever— lighter, more versatile, more béalutWe changed the game again in FY13 with th& Mercurial and the amazing
Hypervenom. We had NIKE teams in five different ntiies working on this boot. Neymar laced it up andred three goals in three games.
That's what happens when the best wear the best.

But the real story isn’t what we did in FY13 it'hat's coming for World Cup it's absolutely increldibAnd that's all I'll say about that for
now.

Q4 and fiscal 2013 showed a lot of what NIKE isatalp of but not all of it. Not by a long shot.

Mark talks about doubling down on our innovatior@ada — what he calls “innovation squared.” That pribve even more valuable as we
head into FY14 and beyond. We're looking at the f&fitOlympics, the Super Bowl, and the World Cuiazil. It's moments like those on
the world stage — and the countless moments aftathin every town and city in betweethat brings out our best. It is what fuels our pat
and our potentia



And finally, a couple of thoughts on this retirerh#hing. People have asked why | would retire -duse | can. It's a good time to focus on a
different path forward for me and my family a ne timing is great for this type of transition. TBeand is stronger than it's ever been,
financially and strategically. The company is iroddands with Mark and the new leadership — inbigdalented and focused and really
aligned with where NIKE is headed. And we’ve dorgoad job building our bench for the long term. 8lbjs good here.

It's also important for me to thank all of you thetve been with us over the years for your inteardtinsights as we’ve grown this great
company. 52 consecutive calls, almost as good@®iMaggio, that’s a long time to listen to mektal

Finally, | want to thank Don, Kelley and the entinganization for their leadership and commitmerd¢livering our long term goal of
shareholder value.

And to Mark, a great partner, a great leader agekat friend, and certainly to Phil, for makingit possible. It5 been a great ride and a tor
fun! Now here’s Don.

Don Blair, VP & Chief Financial Officer: Thanks, Charlie.

You know I've followed Charlie on these conferemedis for well over a decade, and worked with hamriearly 14 years. As CFO of NIKE,

| could not have had a better partner. Charliecustdnds how all of the dimensions and aspectsrbusiness fit together and he knows how
to work the levers. And while he claims he’s notexpert on financial management, he has the mstritant skill of all: he knows how to
create value for our shareholders, and has dogeaafter year. That's a great legacy, but prigbabt the most important one. | think
Charlie’s greatest legacy will be the people he'gsadoped and inspired over the years. | count thasgong them.

Charlie, thank you for 14 years of partnership tredgreat team you'll be leaving behind. At NIKEg Wave a list of 11 guiding principles we
call our ‘Maxims.” The Maxims define our approdotthe business as we strive to reach NIKE'’s fateptial. | think there are three
Maxims that characterize our FY13 performance, sgrahk to our ability to create shareholder valte time future.

The first is, “NIKE is a Company.” More specificall'NIKE is a GROWTH Company”, made up of a broastfolio of businesses. The
diversity and flexibility of the NIKE, Inc. portfa helps us manage risk and allows us to leveragetoengths at scale, driving the kind of
growth in revenues, earnings and cash flow we’reoancing today.

The second Maxim states, “We are on the Offensgaps$.” This Maxim describes how we drive to craatefuture, rather than simply
respond to it. We know that succeeding today isntiugh; we need to continue to raise our game iéme to succeed in the future.

That means we must invest in deeper consumer cbiangcproduct and manufacturing innovation, arehgpum retail experiences, as well as
the operational capabilities to support them. eiGhe last three years, we’significantly ramped up our investments in thesas. As Mar
often says, we believe our opportunities are unédhibut we realize our resources are not. Thexefee’ll continue to make disciplined
investments — human and financial - in the higpesential growth opportunities, while continuousljiting and redeploying resources from
the less attractive ones. That's how we're ablietest in the future while delivering profitableogvth in the near-term.

Today’s final Maxim is a personal favorite of miritlaster the Fundamentals.” NIKE is a global compdning business in an increasing
complex and volatile environment, yet we're corgsilty able to deliver results at the highest levihat's because our strategies are focused
and effective; our leadership teams are deep guabde; and our financial strength is unmatchedhénindustry.

Three Maxims, taken together, highlight the focng discipline that enabled us to deliver the fouytlarter and full year resultdlishare witt
you now.

For our Continuing Operations; Full year Revenue\tKE Inc. reached $25.3B, up 8% as reported gndi% on a currency-neutral
basis. Fourth quarter revenue increased 7% opaatesl basis and 9% currency neutral.

On both a reported and currency-neutral basis, NB&hd Futures Orders advanced 8%, led by douliegtiowth in North America,
Emerging Markets and Central & Eastern Europe.

Fourth quarter Diluted EPS increased 27% to 76fghrg full year EPS to $2.69, up 11% versus therprear. The Q4 increase was driven
by revenue growth, gross margin expansion and laeerand creation compared to higher event drivendipg last year. We also benefited
from a lower tax rate and share count in this ye@?.

Gross Margin for the fourth quarter increased 1d€idpoints and was up slightly for the full ye@ur Q4 results reflect the benefits of
higher selling prices and easing material costligtly offset by the ongoing impact of labor casflation, higher discounts (particularly in
China), and FX headwinds primarily due to weakefettping market currencies. In addition, aboub@8is points of the Q4 improvement
reflected unusual costs in last year's Q4 for digR&D and a one-time customs assessment.

Gross margin for the quarter was better than wdeglilargely due to a shift in supply chain invesitadrom Q4 to Q1 FY14 as well as
stronger performance from our Other Businesses.

Q4 Demand Creation spend was 13% below last y&artth quarter, which included heavy investmentthim Euro Champs, Olympics and
NFL launch.



Operating Overhead grew 19% for the quarter dwexpansion of our DTC business, as well as contifoegstments to support innovation
and growth initiatives, particularly digital.

The Q4 Effective Tax Rate was 22.8%, better thamxpected due largely to a reduction in tax reserekated to foreign operations. Our-
year tax rate was 24.7%, roughly in line with thiopyear.

Year-end Inventory grew 7%, below the rate of Fesugrowth. Inventory on our books is in good shayerall, with the percentage of
closeout inventory at historically low levels.

Our Balance Sheet continues to be very strong, $68 of cash and short term investments on the $ablear-end. FY13 ROIC reached
23.8% and we delivered $2.4B of Free Cash Flowh bmnificant increases versus FY12 and drivemiggrovements in working capital
productivity.

During the quarter, we raised a billion dollarddng term debt at very low interest rates, givisghe flexibility to finance our investments in
the business while continuing to increase cashnetio shareholders.

Now lef's take a look at our performance by segment,istavtith North America.

As Mark and Charlie both indicated, North Ameriedivered an extraordinary year, as Revenues reagkb@dB, up 18% versus FY12. Q4
Revenues increased 12%, driven by strong growtbsaa@very category, led by Basketball, Men’s TrajnSportswear and Running. For the
guarter, Footwear revenue increased 8%, while Ag@ard Equipment each grew over 20%. Direct toS0arer revenues grew 16% in Q4,
as comp store sales increased 11%, marking theetmth consecutive quarter of double-digit compuginofor NIKE-owned stores in North
America.

Q4 EBIT for North America grew 29%, due to robustenue growth, gross margin expansion and SG&Ardmyee

In Western Europe, Q4 Revenues were essentiatlpffila currency-neutral basis, in comparison tongfrsales in advance of the Euro
Champs and Olympics last year. Lower revenuetaly &nd Iberia, both down over 20% for the quanere offset by doubldigit growth ir
our AGS territory — that's Austria, Germany and &etland - and nearly 40% growth in Direct to Cansurevenues. On a category basis,
Running grew doubleligits and our Basketball business more than daub@rowth in those two categories offset loweesah our other ke
categories.

On a reported basis, Q4 Revenues for Western Edtegmed 1%, while EBIT increased 2% driven byhgiggross margin.

Central & Eastern Europe continued to deliver sirmasults in Q4. Revenues increased 11% on araymeeutral basis, led by strong growth
in Turkey and Russia. The geography reported @odigit revenue growth for every category excemirgwear and Action Sports, which
declined.

On a reported basis, Q4 revenues for CEE grew QVESIT increased 18%, primarily driven by lower dard creation spending in
comparison to last year’s event-driven investmdnt&reater China, currency-neutral Revenue deglir¥ in Q4, as double-digit growth in
performance Running and Basketball was offset lnjirks in other categories, primarily Sportswear.

On a reported basis, Q4 Revenue in Greater Chisdlatawhile EBIT decreased 2%. As we've discussegrevious calls, we're
repositioning our business in China for sustaingtefitable growth. And the most critical stepr@turning this market to healthy growth is
creating a more compelling, productive and profaaketail marketplace. As Charlie noted, we &®irsg some encouraging signs. For our
largest retail partners, overall comp store salegeowing and inventories are declining.

Nevertheless, we still have a lot of work to dos We do that work, our reported results for Chirma't always follow a smooth trajectory a
it's difficult to predict how quickly we’ll returrio sustained growth. While China Futures ordergte next six months are in line with last
year, we expect revenues for the first half offteeal year will be below last year as we contibtmenanage the amount of product we ¢
into the market. At this point, we believe oureaue in China will stabilize around prior year lsvia the second half of this fiscal year.

In Japan, Q4 Revenues increased 4% on a currentsahbasis as every key category except Sportsa@ction Sports grew. On a
reported basis, Q4 revenue for Japan decreasedréflécting the impact of the weaker Yen. EBIT ldesd 2%, as the drop in Revenue was
partially offset by lower SG&A.

Our Emerging Markets geography delivered anothmarkable year in FY13, as revenues reached $37B6% on a currency-neutral
basis. Q4 Revenues also grew 16% on a currendyahéasis, driven by strong growth in Brazil, Ang@a and Mexico. Among the key
categories, Running, Football, Women'’s Training Action Sports powered the growth.

On a reported basis, Q4 revenue for the Emergindgéiagrew 10% and EBIT increased 30% due to stremgnue growth, gross margin
expansion and lower year-on-year demand creatiendipg.

Fourth quarter revenues for our Other Businessaeased 11% on a currency-neutral basis, drivesolple-digit growth in NIKE Golf and
Hurley, and 9% growth in Converse. On a reportsld) Revenue grew 10% while EBIT increased 21%edrby higher revenues and gross
margins in each business.

Let me now turn to our expectations for FY14. Wpext revenue for the first quarter of FY14 to grata mic to higk-single digit rate. Fu



year revenue growth should be near the upper endrdiigh singl-digit target range, with somewhat stronger growtthie second half of ti
fiscal year as we build towards the World Cup ia8l

Regarding the outlook for Gross Margin, we're erraged by the progress we've made increasing ouageeselling price per unit by
strengthening the premium segment of our FootwedrApparel businesses and by taking selective mareases around the world. We've
also ramped up our investment in manufacturingwations that will increase the efficiency of exigtiproduction methods and over time
create more revolutionary improvements in our sogrbase.

That said, we expect Q1 Gross Margin will be esabyfflat with the prior year as continued labarst inflation and unfavorable FX
comparisons offset the benefits of easing raw rnateosts and higher selling prices.

For the fiscal year, we expect Gross Margin expmamef approximately 25 basis points, with sequéiri@rovement through the year as
higher selling prices, lower discounts and easiKdiBadwinds should more than offset the impactbbt cost inflation.

For Q1 FY14, we expect SG&A to grow at a low sindigit rate as we anniversary prior year investraémtsupport of the Euro Champs,
Olympics and NFL launch. For the balance of tharyee expect SG&A to grow at a low-teens ratedohequarter, as we continue to invest
in our brands, DTC and innovation. The result widug low double-digit growth for the full year,ghitly above the rate of revenue growth.

For FY14 we expect the Effective Tax Rate will lb®at 25%.

Finally, we expect FY14 EPS to grow at a low doutilgit rate, essentially in line with the EPS grbwte reported for FY13. However, we
expect first quarter EPS growth well above this @ demand creation spending declines in compatdsthe heavy investments in last ysar’
Q1.

Our FY13 results reflect the power of the NIKE,.Iportfolio to deliver consistent growth in revespearnings and cash returns to
shareholders, while investing for long-term growte’re confident we have the assets, capabil#fesleadership to continue to do so for
FY14 and beyond.

We're now ready to take your questions.




QUESTION AND ANSWER SECTION
Operator : (Operator Instructions). Robert S. Drbul, Bayd Capital
<Q - Robert Drbul>: Charlie, first of all, congratulations and bestwfk, and thanks for everything over the last 1arge
<A — Charlie Denson>:Thank you. Appreciate it.

<Q - Robert Drbul>: The -- so | guess the first question | have for,y@harlie, just as this is your last call is cam give us any -- like
Trevor taking over as President of the NIKE Braautly advice that you've given Trevor that you'd shveith us and what he should be most
concerned about as he takes over at this poinsindreer?

<A — Charlie Denson>:Well, no. | think -- | mean, hey, Trevor and theienteam, | think they're in great shape. | meamrybody knows
Trevor. He's been around here a long time andmegeat shape. He's well positioned to take thierband keep going. | think there's no
specific areas of advice that | can give him thdaon't think he already knows. He's pretty welliposed and got a great experience, and t
well-recognized person, certainly, around herelahahk externally as well. So | think | look forwéto helping him make the transition, and
we'll be in good shape.

<Q - Robert Drbul>: Okay. Great. And | guess as a bigger picture, atwhlt know if this would be for Mark or for Dongliess can you ju
talk about the sort of the outlook -- or the maitrat has impacted the outlook over the last 90 dayast 60 days in the business and as you
look at sort of the expectations on the earninds ef it going forward, what have been the big@stors to sort of alter the view a little bit
here?

<A — Don Blair>: Yes, I'm glad you asked the question, Bob, becaus@erspective on the business really hasn't athnyye are absolutely
as confident in the business as we were 90 daysfamgbin fact, when we look at our constant curgeaperating profits, they've actually g¢
up a little bit in terms of our expectations. Butauple of things have happened: number one iEXhenvironment's changed a bit, and that's
been a little bit of a drag on the numbers; seggneé finished FY'13 with a few more shares thanhad expected 90 days ago; and finall
you look at our tax lines, our FY'14 perspective hat changed but FY'13 came in a little betten tivhat we had expected, as we tal

about in the prepared remarks. So from an operatangpoint, we're just as confident as we've la@eihvery confident going into FY'14.
There's just been a few things that have pullechoowvth rate down a touch.

<A — Mark Parker>: | would jump in and add that our ability to sortwedrk the operational and financial levers to mtieeadjustments that
we need to in light of some of the more macroecaonarmallenges, | mean, that's never been betterstWéeel like we have room for
improvement in areas, but we've never had thetalbdikind of surgically manage from an operatioaadl financial standpoint as we do toc
Very proud of that. And | think it's served us welhrticularly over the last couple of years.

Operator: Robert Ohmes, Bank of America Merrill Lynch
<Q — Robert Ohmes >Charlie, congratulations as well and good luck withat you do next.
<A — Charlie Denson>: | appreciate it.

<Q - Robert Ohmes >Two questions. The first question is the doublatdiigrth American futures orders you guys put ugety, another
great number. Can you just give us some color aait whannels might be driving that more than othsre/ell as the average selling price
component to that? And then if there's any chaig#e categories driving that? And then the seapnestion is just -- Brazil, some of the
unrest that's gone there -- gone on there, ifwvas just curious if you guys had any color or thdugn that.

<A — Charlie Denson>: Yes -- no, | think from a -- when we talk abontlavhen we look at North America in both the resaltd the
futures order going forward, they are -- they'ilk gtetty broad-based. Running continues to gtilw at double digits. Basketball is
accelerating, and you saw the Q4 Basketball reshiky were extremely strong. And certainly, theANBayoff run didn't slow that down at
all. And so we're very excited about that going inéxt year. We talked about women's. We're peattjted about the women's piece. And
then we're moving into our second year with the Nieke in North America. So it's really a broad-liggertfolio of progress, | guess. And
when you look at the way that the business is beiade up, from a channel standpoint, we're doiagribss all the channels. It's not one
specific channel that's really stands out, goaxt better than the others and I think that, thab&g to the North America management team
and the points of differentiation that we've bebledo create in the marketplace.

<A — Mark Parker>: We talk a lot about complete offense, and that me&noss the product platforms, technologies, caitegy geos in
wholesale and direct retail. And the U.S., or Ndktherica, is a tremendous example of really opegadéi complete offense. And the exciting
thing is as we see that kind of success from ti& &hd kind of turn on all cylinders there, we geeopportunity to really take a lot of that
and apply that to other parts of the world. Solagang that complete offense and those successessdbe other geographies is really our
plan. Very excited. And the other point is jusard it relates to the organizational shift, Elliditlt coming onboard to lead the geographies.
He is incredibly experienced. He's done a fantaskidn North America, tremendous experience irhbeholesale and retail, great energy,
of passion and again, part of what | think is gdimgpe a leadership team that has some trementiensistry. So Elliott and his team, to
Charlie's point, deserve a lot of credit.



<Q - Robert Ohmes >:And just on the ASPs in Brazil?

<A — Don Blair>: Yes, so on the ASPs, Robbie, we usually don'trgetthat level of granularity by geography but asrall the futures, as
we talked about, we were up 5 points on units apdiits on ASP. And that trend line is pretty ceteit. So we don't usually get into that
level of granularity on a geography basis buttal geos are seeing similar trends.

<A — Mark Parker>: And your question on Brazil, | mean, obviously,réie a lot going on in Brazil with the ramp-up t@kd Cup and the
Olympics. We know about the unrest -- and we'rechiag that situation very closely. To date, thebe/sn no material impact on our
operations or our business in Brazil. And we reniagnedibly excited about the World Cup coming ug all the opportunities around that
and then following that, the Olympics. This isvesve said, our time to shine as a brand. And we Isame pretty amazing things coming.
Charlie alluded to that in the world of footbalb #&e're excited about the opportunity in Brazilt Be'll stay close to it.

Operator: Kate McShane, Citigroup Inc.
<Q - Kate McShane >:Charlie, | would like to also add my congratulaga@and best wishes.
<A — Charlie Denson>:Thanks, Kate. | appreciate it.

<Q - Kate McShane >:My question is around the supply chain. It was gte&ear your comments about the innovation instiygply chain
and how it could possibly impact gross margins iyesr. And | know it's still early days with Flykrand other efficiencies that you're findi
in the supply chain, but | wondered if you couldiafe us on how this is ramping up as a productiscifgine.

<A — Mark Parker>: Are you talking Flyknit specifically?
<Q - Kate McShane >:Yes.

<A — Mark Parker>: Yes. Well, first of all, we continue to be increlitbullish on Flyknit for a number of reasons that've talked about
before, performance-wise, sustainability, margapgortunities going forward as we scale that tetdgyowithin Running, of course, but then
across the other categories. So we are in the midsfairly major effort to scale Flyknit acrosther models. Over this next 12 months, you
will see some very exciting new versions of Flykahd | would say just from a product standpoing'ne just scratching the surface in terms
of the potential that it offers from a performarseel an aesthetic standpoint, let alone the manufagtcapabilities that | think it brings us.
That -- the manufacturing payoff, | think, will cemas we get this to even greater scale. And weheon our way in terms of our plan to
leverage, like | said, Flyknit across categories emen across price points as well. So you'll seeesvery exciting executions actually stan
as early as August, this August, you'll see Flykraiially meet NIKE Free. And that's a great coratim. I'm tempted to say more but | ce

<Q - Kate McShane >:0kay, great. And if | could just follow up on thgtestion again with regards to the supply chainsaomde of the
labor costs that you're seeing, obviously, labartieen a big pressure over the last couple of yaadsl know you've guided for it. But is
there anything different that you're seeing or draghing gotten more accelerated in certain gedgeapvhere you are manufacturing
currently?

<A — Don Blair>: Well, as far as acceleration, yes. We've definiselgn some fairly significant increases in wagesrat a couple of
countries. | think the one in Indonesia certainisvpretty well publicized, and we haven't seergtioath in quite that level in other places
they've all been headed up. | think as Mark takidedut a little bit with respect to Flyknit, | thirke longerterm solution to addressing a lot
these labor cost issues is really engineeringaherlout of the product, and that really is witthteologies and innovations like Flyknit and
there are number of others that we have in thdipgéhat are aimed at the same thing. It will takene time. And that's why one of the
reasons we spoke to this on the prepared rematkatisve are very carefully looking at all the athlevers of gross margin, including price,
well as just how we manage our mix. One of the fisnwe've seen in the last year or so is a reahgth in the premium end of our business,
which is the place where we have the most difféaéioh and the most opportunity for price. So Iaegn, innovation we think is one of the
ways to get at this labor cost pressure. On theteea, we're also, obviously, looking at price atithe other levers in gross margin.

Operator: Omar Saad, I1SI Group Inc.
<Q — Omar Saad>:Charlie, let me add my congratulations as well.aBoareer, and to Trevor as well if he's listerimg
<A — Charlie Denson >: Thanks, Omar.

<Q — Omar Saad>:Can | ask you guys about e-commerce real quickipWkthere's a lot of great brands out there thee lzakind of a pretty
high penetration in terms of the mix of the bus@esvenues generated online. | know you guys baea more focused on the digital side,
creating ecosystems, communities as well as themaomal side of the business. And how do you tlab&ut --or how should we think abo
how and when the online platform can be ready tmilye a big contributor to the P&L as part of thedverall?

<A — Mark Parker>: Well, | -- DTC and specifically online as a part@fC is a huge priority at NIKE, and we are invegtin that platform
fairly aggressively, | would say. We see the opyaityy there as continuing on. We're investing inbifey for example, and seeing some great
results there. Obviously, customization continuwebd actually a very strong subset of our .comrtass, and we see lots of innovation
opportunities there that are quite compelling. 8egrall, DTC and again, specifically, the e-comneatanension of DTC is a huge and
growing percentage of our overall business. | thirgkre just at the very front end. | mean, if yoak at DTC as a percentage of some of the
big verticals out there, it's quite significant. 8e see ourselves, and along with our retail pestimeterms of wholesale .com, is that there are
some very significant opportunities for us and weery, very focused and bullis



<A — Don Blair>: And the thing I'd add to that, Omar, is that thekuhat you referenced earlier that we do aroueddilgital experience for
consumers and all of the digital connections weshaith consumers on the brand side we think isrib#iplier of the e-commerce side.
Certainly, there's a lot of things we can do targba our e-commerce platforms but the connectiontgof all of that traffic that's going
through our brand sites and all of the connectisasiave with consumers through things like NIKE#, think have a multiplier effect in e-
commerce that most pure-play e-commerce playert roatch.

<A — Mark Parker>: We have, as we talked about our digital strategydivided into Digital Sport, which is really theoplucts and service
like the FuelBand, for example; e-commerce; and t@mmunications. And communications is a lot &f slacial aspect. And we, as Don
said, we see those all intersecting, and that'semire real opportunity for NIKE lies, is the irgection of all those pieces of digital in the
future.

<Q - Omar Saad>:Got you. And then Donald, | have a real quick onesgion on gross margin as they kind of continugct®lerate a little
bit here. What's that algorithm going to look likben you're kind of highest margin market, Chirtanrgs to a more of a growth business and
that mix shift kind of goes from a drag to a bet¥efi

<A — Don Blair>: That sounded like a statement, Omar, not a queskiwat will certainly be helpful to put China bagk that sustainable
growth path, and we absolutely are confident the&ltewgoing to get China there.

Operator: Christopher Svezia, Susquehanna Financial Group, LL

<Q - Christopher Svezia >:Charlie, all the best to you in the future in termfisvhatever you choose to do, but all the begbtwand
congrats on the team.

<A — Charlie Denson>:Thanks, Chris. | appreciate it.

<Q - Christopher Svezia >:Sure. My question is just a followp on China for a second. Don, you gave some pgeibgl color about how v
think about revenues first half, second half. Amgughts about how we think about the margin prafil€hina? You didn't do so bad here in
this current quarter against some easy comparifons,guess just how do we think about that firalf, second half and where maybe the
inflection point could really start to happen?

<A — Don Blair>: Well, | don't want to get into that level of graatity again, but what | can do is talk to you #dibit about some of the
dynamics there. | mean, certainly, one of the thitihgit was mentioned on the last question waghestigh margins we have in China. And
one of the things that we believe is really exgtabout the work we're doing right now with ourarepartners is the opportunity still in the
economics and productivity of the retail storethet we can turn inventory faster. We think we elavate the presentation for consumers,
we think that ultimately is better from a profithtyi standpoint for us and for the retailers. Se,ya@ur margins have held up relatively well in
the last quarter and | think there's a lot of thitigat we still think we can do going forward torrage that business for a high level of
profitability. But | don't --1 don't want to get into the weeds of trying to ggigvhere margins are going to be for any one gudnst one thin
to keep underlining here is our goal is to get thatket on to a sustainable profitable path. Wesrdident we can do it. We know how this
works. It's just a question of working through thescution and being patient and disciplined, asydeely else mentioned today.

<Q - Christopher Svezia >:0Okay. And then just -- lastly, just on the grosggiaoutiook for you. I'd like to think that you gsiare being
somewhat conservative in terms of how you're timglabout it. You've done better than you've expkirtehe past 2 quarters or so. So |
guess what maybe could be the opportunity wherelygyys could outperform your thought process imgeof gross margin? And maybe
what's the biggest headwind? | mean, | think eveeymight have anticipated you could have dondila bit better on the gross margin pro
for this year just given the pricing increasesju&b maybe a little more color about where mayleedpportunities could be.

<A — Don Blair>: Well, one thing to bear in mind and I've mentiottaid in the prepared remarks, there's a lot ofenway headwind in these
numbers for, particularly, the first quarter. Sodeehedge, which means that for major currenciesare largely protected for a period of ti
but we don't hedge 100% and there's a lot of caiesrthat we don't hedge, particularly developiraghkat currencies. So a more favorable
environment would certainly help. From a busingasdpoint, there is clearly a positive impact taamging inventories and keeping the
market within that pull mode. And one of the thirigat, obviously, we've been doing, as you sawiregntory numbers today, is keeping 1
inventory in check. And so the upside in this bassimodel, as you know, are keep the inventogés, tinake sure the brand is hot, sell-
through maximum at full price, and that's whereupside comes from. So we have a lot of movingsgarhere, | think as Mark said, we're
better and better at this as each quarter goe&ray/l hope you're right. | hope there's opportuitityhe gross margin number.

Operator: Lindsay Drucker-Mann, Goldman Sachs Group Inc.

<Q - Lindsay Drucker Mann >: | just wanted to follow up on North America sal&@sere was a bit of a divergence in your footweasug
apparel sales. And | was curious if you could adittla bit more color to that and talk about whatlyour futures number also reflected a
similar trend.

<A — Don Blair>: Lindsay, I'm looking at the futures numbers hereld-bn. Actually, they're fairly close. Futuresuwaity accelerated a little
bit in apparel more than footwear, but they'retgreven. Obviously, with the number at 12, we'ik @bt great momentum in the marketpl:
in footwear. And as we talked about over the lasipte of calls, we're really focused on improving apparel position. We think it's one of
our biggest opportunities, and | think we're staytio see some that momentum and work pay offla bit, especially in North American

geography



<A — Mark Parker>: Yes, | think this comment | made about completemsg, is really a major factor in our success thisrlast year or
really, few years. It's definitely holding truexae move into -- or will as we move into FY14. Sydfu look at footwear and apparel and you
look across the categories, and frankly, up andnditve price points, | think we look actually qustteong in North America from a complete
picture standpoint. So we continue to be bullisht@nopportunities in North America as we move iRil4.

<Q - Lindsay Drucker Mann >: Great. And then just when you talk about doubliog/d on innovation, are you talking about doubling
down on your investment, that we should expect ngrelter frequency of products with innovation agged with them or much deeper
innovation associated with them? And may be jult frame what the practical implications of thaitetment are.

<A — Mark Parker>: Yes, well, first of all, as | said, there's neveeh more opportunity to innovate than there isyodad with that come:
it's not just more, it's better. So we need to agiinst that incredible list of opportunities andke sure that we're investing in the things that
we think we can leverage for the greatest succeiget growth, improve performance, sustainabildycetera. And really, we have a very
disciplined process by which we edit against alk#hopportunities. So yes, we have some fundirtigtbgut aside to look at getting behind
some of these more compelling innovation opporiesitl won't speak to specifically what those aretbe intent is to really rally behind
those opportunities that are going to give us tieatgst potential to grow the business and franklleverage across categories, price points
and even the brands within the portfolio. So | agredibly excited, but at the same time, | knowdfseipline that needs to go with managing
innovation to achieve the greatest impact.

<A — Don Blair>: And | would point out, as you mentioned earlieryrig prepared remarks, | talked a little bit abdn significant
investments we've been making, over the last 3sygaticularly. And our guidance for FY14 does eomplate that as well. So as Mark said,
we've been investing in places like digital andduet innovation and manufacturing innovation anaspand we would continue to do that.
But that is embedded in our guidance that we gawefgr FY14.

<Q - Lindsay Drucker Mann >: Great. And then just one last one. You talked abimeihigher share count being a headwind to sorgeede
of your EPS growth for next year and | can thinlagfretty easy solution to that considering alldash you guys are sitting on. So maybe
can you talk about what you plan to do with youtr@yillion in - - your balance sheet?

<A — Don Blair>: Well, we do anticipate continuing to increase aaghrns to shareholders, and | think you're welh@anof our record on
dividend. And certainly, buying our own stock isrgpto be a component of that as well. And we doeexto be strong buyers of our own
stock. We try to do that as efficiently as we camj obviously, your ability to see into the futiselways a little murky. But we are very
enthusiastic about returning cash to shareholdevgedl as investing in the business. And that affgrwe felt was well timed to give us the
flexibility going forward to continue to do both.

<A — Kelley Hall>: Well, thank you, everyone. Appreciate you beinghwis today. Thanks to Charlie one more time foifine call with us,
and we'll talk to you all again on Q1 earnings.call




