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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): December 21, 201
’1' = -
NIKE, Inc.
(Exact name of registrant as specified in cha
OREGON 1-10635 93-0584541
(State or other jurisdiction (Commission (IRS Employer
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ONE BOWERMAN DRIVE

BEAVERTON, OR 97006453
(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 sirstadport.)

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

Written communications pursuant to Rule 425 underSecurities Act (17 CFR 230.4:
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 December 21, 2010, NIKE, Inc. held a publicpgblEne call to discuss its financial results forfikeal quarter ended November 30,
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 aamiee call on December 21, 2010.
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FY 2011 Q2 Earnings Release Conference Call Transpt
December 21, 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'sdi011 second quarter conference call. For tiwdgeneed to reference
today's press release, you will find it at www.Nikecom.

Leading today's call is Kelley Hall, Senior Diregtmvestor 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 #atements are subject to certain risks
and uncertainties that could cause actual resuliiffer materially. These risks and uncertainties detailed in reports filed with the SEC,
including Forms 8-K, 10-K and 10-Q. Some forwardkimg statements concern future orders that are@odssarily indicative of changes in
total Revenues for subsequent periods due to mivtofes and at-once orders, exchange rate fliohgtorder cancellations and discounts
which may vary significantly from quarter to quarte

In addition, it is important to remember a sigrafit portion of the NIKE, Inc.'s business, includeguipment, NIKE Golf, Cole Haan,
Converse, Hurley and Umbro are not included indtfature numbers.

Finally, participants may discuss non-GAAP finahameasures, including references to total wholesglévalent sales of NIKE, Inc.
businesses that have licensed sales. Wholesalea¢enti sales include both reported revenue anthasitins of sales by licensees based o
royalties paid. References to total wholesale exjait sales are only intended to provide contexh@®verall correct market footprint of the
brands owned by NIKE, Inc. and not should not biedeupon as a financial measure of actual results.

Participants may also make references to otherutmigpfinancial and statistical information on n@#®AP financial measures. Discussion:
nonpublic financial and statistical information gomésentations of comparable GAAP measures anditatawe reconciliations can be found
at NIKE's website, www.nikebiz.com.

Now I'd like to turn the call over to Kelley Haienior Director of Investor Relations. Thank yois.Mall. You may begir

Kelley Hall, Senior Director, Investor Relations: Thank you, operator. Hello, everyone, and thankfgoyoining us today to discuss NIKI
fiscal 2011 second quarter results. As the operathcated, participants on today's call may disausn-GAAP financial measures. You will
find the appropriate reconciliations in our preslease, which was issued about an hour ago, ang atebsite, nikebiz.com.

Joining us on today's call will be NIKE, Inc.'s CE®@ark Parker, followed by Charlie Denson, Prestddrthe NIKE Brand; and finally, you
will hear from our Chief Financial Officer, Don Blawho will give you an in-depth review our finagatresults. Following their prepared
remarks, we will take your questions. We would ligeallow as many of you to ask questions as ptessgitour allotted time, so we would
appreciate you limiting your initial questions wat In the event you have additional questions &éinatnot covered by others, please feel free
to re-queue and we will do our best to come baglote Thanks for your cooperation on this.

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

Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks, Kelly, and happy holidays, everybody. Téslatrong results
demonstrate the power of our strategies and thiéirxopportunities we have across the entire NIKIE, portfolio. We grew almost every
area of our business across brands, categoriedjgigoand geographies. What fuels this growth idang-term strategy. It was not shéerm
in nature. We leverage the same competitive adgastthat have driven NIKE growth consistently tlgloout our history -- putting the
consumer first, fixating on innovative product dederaging the power of our portfolio.

Like any great athlete, we have strong fundamenidésare able to anticipate and react to oppostuanid we stay on the offense. That's what
leaders do, stay flexible and balanced, yet algpesmgive and aligned to create and leverage opptyrtand that's what we did in Q2. NIKE,
Inc. revenue was up 10%, NIKE Brand revenue ine@&86. Revenue for our Affiliates Brands grew 12%td as a result, we delivered
earnings-per-share of $0.94 to our investors. $hgt'24% over last year.

The flexibility and power of our portfolio continde build, and that's a crucial advantage for NIK#e can really fin-tune how we apply ot



resources for the greatest return, and we are dogtghat across the entire business. We cankattidh a single brand like Converse, which
just exceeded $1 billion in reported Revenue ferghst 12 months, or leverage multiple brandsvi&elo in our action sports busine

We can drive market growth with a single categbkg Basketball or Running, where revenue and gware up double digits. We can
expand in key developing markets like China or Rysshich continue to increase revenue, EBIT arndrés, and in developed markets like
North America, where innovative product, strongrdisiand great detail presentation are driving sulidnentum

Flexibility gives us options, and that keeps ugeted, aggressive and opportunistic. We are alsofeeused on balancing our resources
against our biggest opportunities. This is espcmwerful when we leverage innovation to drive\gth. We are creating more opportunity
with innovation than ever before. That's true im products and our categories, and it's true in f@wvun the business.

Both NIKE Brand Footwear and Apparel continue toederate. NIKE Brand Footwear fevenue and futuoeginue to grow at double-digit
rates, and that growth is not based on any sirggé ®r product; it's the result of our categorfense and its mix of innovation and key
franchises that we used to drive top-line RevefruBlIKE Apparel, we continue to see tremendous manoma in our performance products,
like Pro Combat. You saw this all season in collggeball, and you can expect to see it expandifsagmtly across multiple sports around
world in the months ahead. That success in perfocamapparel is behind the growing momentum we sexsa the entire apparel business.
We're delivering innovation to the competitive athl and we are taking that performance ethos satodbe style side of the business, and
that's key to being compelling and distinctivehie tharket.

Innovation also drives how we run the businesstaowd we invest to prepare for long-term successtafwbility is a great example. We are
very active in this space. Lean manufacturing, ogmirce innovation, renewable energy, closed-loapufacturing -- these are some of the
commitments we are making now for the future. Weeraat waiting. This is good for the planet andiitiportant to the success of our
business. In an increasingly resource-constrainattiwthe more proactive we are, the more nimbkk Enofitable we become.

So when | look at our innovation pipeline | se@tanhore than footwear and apparel. | see a reknflew of ideas and opportunities that s
our consumers, our business, our shareholderswamubtential, and I'm very proud of what we've dane very excited about what's on the
way.

Finally, we have put the consumer at the centewefything we do, and we align ourselves to thasamer. NIKE, Inc. is a company of
highly distinctive brands. For us to perform at bast, these distinctions need to be clear and etimgp wherever we interact with
consumers. When we opened our in-line ConversesstarBoston and New York this quarter, consumepgeenced a fully integrated mix
of products, brand and storytelling. That's whattexpect from us, whether it's in the NIKETowrLondon, a Cole Haan store in New York
or an Action Sports store in California. And weseeing that commitment to the consumer drive steatgs performance.

This focus on alignment drives two things -- growtlour own retail business and more consistemvation and inspiration into our retail
partner doors. I've said many times, when we becietter retailer, we become a better wholeshikink we are seeing that play out as we
continue to align new concepts and experiencedaamth them in the marketplace, and we're doingabss the entire business. Looking
ahead, we'll continue to do those things that entdalay's great resultslisten to the athlete, serve the consumer, stemplei and aggressive
pursue opportunities across the NIKE, Inc. portfoli's a powerful equation for profitable, sustdle growth and one that's not going to
change.

Nearterm, there are some continuing macroeconomiderges. As supply and demand find a new normdierrécovering economy, our
industry is going to experience margin pressuretdussing input costs. While the impact of thesstqressures has been delayed for us,
these factors have not diminished. We expect tdrsese external forces play out for the remaind¢hefiscal year.

However, the same competitive advantages thabfurelong-term growth gives us the leverage we nedtklp manage the impact of macro
forces over the coming quarters.

You've heard me speak of NIKE's “complete offens@i] Q2 is a great example of that offense in actistrong performance from our
brands and categories, great new product for coesjrmeaningful events around the world, excitiag metail experiences in-store and
online -- and that's the real power of NIKE flekitlyi balance and alignment.

Now here's Charlie to take you through the NIKErigk:
Charlie Denson, President, NIKE Brand:Thanks, Mark, good afternoon, everybody. | feehgyagbout where we are halfway through the

year. Q2 is another example of our ability to aligmovative products, brand strength and strongketptace management to deliver gr
financial results. But as always, the proof isha humbers.

Q2 reported revenue for the NIKE Brand grew 9%ymi0% on a constant dollar basis with higher reean every geography except Japan.
Constant Dollar futures are up 11% with growthlirsaven of our key categories, and our NIKE Diec€onsumer businesses grew double
digits, including strong comp store growth in outlet and in-line stores and the 15th consecutuatgr of double-digit sales growth online.

Our performance in Q2 is not just about the last¢lmonths, it's about the last three years andtéps we've taken to grow the market
worldwide, creating strong momentum around the é®ren in uncertain times. The strategic moveseveiade to ensure our strength and
leadership serve as catalysts to inspire athletggnd markets and redefine the consumer experancad the world.

A great example is in North America. | am ofteneskhow are we able to grow in this developed nt@rkée key is our category offense.
Each sport has its unique athletes, cultures anduroers. We are always looking for new ways to eatwith them on a deeper, me



meaningful level, and we are seeing results adresbusiness, including two of our biggest growgpartunities -- apparel and retail.

Our performance apparel, led by innovations lik&KEPro, continues to drive Revenue and opportuioitghe entire apparel business. NIKE
Pro is the standard for base layer comfort andtsgmecific injury protection. Our uniforms are castently the lightest, most sustainable and
most relevant to the sport, and there is a direshection between on-field performance and consymmeferences off the field.

We continue to leverage that connection, contritgutd great results like we see in the North Ansaribusiness, where Apparel Revenue and
Futures increased over 20%. And we're seeingritil, and our brand-new Brand Experience stonelsiastores operated by our strategic
retail partners around the world. That's where @lézdr innovation to the athlete, from competittortraining to what they want outside the
gym. There is still a lot of opportunity to improaed grow in this space, but we are making goodness.

One quick category example is Running, with its amigue athlete and consumer focus. Our momenturRuiming is incredible, and it's
something we're very proud of. Running is one ofliiggest and most important category of businessesvhere this brand began and it's a
big part of our heritage. One thing we like to dotbese calls is point out where we are puttingfoous and then update you on our progress.

Well, just over two years ago, when we startedatop up our new category offense, Running was otieecfreas we felt could benefit most.
As Mark often mentions, we've amplified our inndgatagenda. Our key technologies like Lunar, NIKEd-and Flywire continue to reflect
the insights we get from our athletes and consumers

We're also committed to renewing that passionHerNIKE Brand with the committed Running consunpertting a lot of that emphasis on
young runners and the new running boom that wéumleng around the world. So we set out to creatbentic and dramatic experiences
those running consumers. In Q2 alone, we execuigdtents in 28 countries with over 850,000 runremsall-time record for NIKE. And it
all comes together in stores like our Running-afdgtinations in Stanford, California and Coventdgarin London. And we have
transformed over 400 Running retail partner detitina year-to-date. It's a global strategy thatwilecontinue to execute with our direct-to-
consumer business, our brand retail partners gretesdly with the core specialty running shops get/e the serious runner.

That's our strategy -- innovative product, strorgnids and compelling experiences in the marketpfaoe Running Footwear and Apparel
products are performing extremely well. Revenugpiglouble digits and Futures are up and accelgrdtian tell an equally dramatic story
around the Basketball business, or even footbait.category focus and execution is how we build arcklerate momentum in a developed
market like North America, and we're doing thatasrthe business and around the world. Again, @lkn progress, but we certainly like
the path we are on.

| usually take a quick spin around the world toieavour global results, but today | just want tdl cat our Emerging Markets business. Don
will give you the play-by-play on the others intjasfew minutes. The Emerging Markets geograplaydé/erse group and it's becoming more
important with each quarter. Markets like Brazileiito and Korea are playing a bigger role in thEE&browth story. We have strong teams
on the ground, and they're connecting with consanveno have a huge appetite for sport and spesdtiife. That's right in our wheelhouse.
It's a model that continues to help the Emergingkdiz geography grow even faster than the overd#&BENbusiness, and it's showing up in
results with constant-dollar Revenue up 19% andbedigit Futures growth. I'm sure we'll be talkimgich more about this in the coming
years.

As we wrap things up around the NIKE Brand, I'lhsha few things that we are focused on to increasenomentum as we go forward. I'm
very excited about our partnership with the NFls. tihe of the biggest and most meaningful sportketiag investments in our history and
I'm confident we'll bring the most innovative perfance product to the game at the highest levalesiting you will hear a lot more about as
we get closer to that 2012 season.

On the digital side we've seen great momentum emirer the last couple of years, and | truly baliexe are seeing just the tip of the iceberg
of what we can achieve.

Cyber Monday was our biggest ever, and we contiadmiild meaningful connections with our Runningaifiing and Football apps, which
give our consumers a way to connect with their fawaport in a way that only NIKE can provide. lkdfor us to continue to bring unique
products and experiences to our consumers as \wealge the potential of NIKEStore.com.

Finally, | see tremendous potential in Women'sTinginWe are excited by the renewed interest wonase lin core fitness and its natural
connection to the authentic performance of the NB¢&nd, and we have more great performance praguning, led by our NIKE Free
technology. The Women's product will be one ofrtrggor highlights of the Free campaign this spring.

Going forward, lots of opportunities -- having eosig brand and innovative products means a highl lefvdemand. We will continue to
leverage our size and scale to optimize our invégg@nd manage the marketplace. So, as Mark itediceve do expect to see some
downward pressure from input costs as we move girdlie back half of the year and will continuedwiew all the elements of gross mar¢
to maximize opportunities for improvement. You expect, given the strong demand for our brandspaoducts, for us to continue to air
freight select products as we work with our mantufdng partners to expand capacity.

While we won't be able to completely offset the &ojpof macro cost pressures in the near term, usglithe considerable margin levers wi
control to mitigate a sizable portion of them.

Finally, something | don't often talk about, andtth our people, not just the management tearrhburitire worldwide NIKE, Inc. team. Our
business is complex, and we run it with an efficieand a flexibility that is unmatched in our intlys That's a huge competitive advantage
for us, especially in times like these, so | jusinted to recognize everyone around the world foh sun amazing jot



Have a great set of holidays, everybody. And whtit,there's Don to take you through a bit moreherrésults.

Don Blair, VP & Chief Financial Officer: On our call today we want to leave you with threg knessages first, that our business stratec
are resonating with consumers, laying a founddtofong-term, sustainable revenue growth. Sectat,over the next few quarters we
expect to face Gross Margin headwinds along wighrést of our industry but believe those headwimitisease over the next 12 to 18 months
and that we are in the best position to offsetrteffects. And third, that we will continue to stiacused on driving growth and delivering
strong returns to our shareholders.

Let me take each of these in turn. The first kegsage is about sustainable growth. Our secondeguarults illustrate that our business
strategies are resonating with consumers acrosisrand portfolio and in both developing and devetbmarkets. Consumer sentiment is
improving, but not all brands will benefit. Todagensumer is seeking value, broadly defined. Thdgoking for brands that connect to their
lives, deliver innovative products and create cadiingepresentations wherever they shop. Consunrerpiaking the winners, and our results
demonstrate they are picking NIKE. We believe thatywe drive our strategies around the world wedeiiver growth for years to come.

The second key message -- we will face strong Gvtasgin headwinds for the next few quarters. Thlsimation of rapidly recovering
demand and reductions in supply have driven higbsts for input, such as labor and cotton, as agHigher transportation costs as
companies work to meet demand. In addition, untceita in the currency markets have strengthenedititiar versus the Euro and the pot
Even so, the strength of our brands and businesieingive us greater ability to offset these headwjrand we do expect them to moderate as
supply and demand come into balance and as ecoriondamentals again drive the currency markets.

The third key message -- we will continue to stagued on driving profitable growth. We're confitlienour strategies, and we're going to
invest in them to drive revenue. And as we havdHerast decade, we will maintain our financiaaifline to deliver growth in profits and
cash flow, creating value for our shareholders.

So with that context, let's review our resultstfoe quarter. NIKE, Inc. Revenues increased 109Qfand were 11% higher on a currency-
neutral basis. For the NIKE Brand, Revenue grew Ifd&onstant currency with increases in every aategxcept Sportswear and every
geography except Japan. Futures orders grew 11%.

Second-quarter gross margin was 80 basis pointsriieain the prior year. The positive drivers waetdgher mix of full-priced sales, lower
discounts on closeouts and the impact of our priochst reduction initiatives as well as faster gitoand higher-margins in our Direct to
Consumer businesses. These upsides more than ghagleiigher costs for air and ocean freight. Tlveds of gross margin were those we
expected, although the negative effects of FX dghédr input and transport costs were less than whatad anticipated.

Diluted earnings per share grew 24% to $0.94, ctflg Revenue growth, higher Gross Margins, SG&#etage and a slightly lower share
count. For the first half of FY 2011 we've delive@i®452 million in free cash flow from operationglamised our trailing 12-month ROIC 430
basis points to 21.2%. We're proud of the work eelane to maximize capital productivity, particifasur focus on accounts receivable and
inventory. As of November 30, accounts receivabdeenB% higher than last year, well below the seapratter revenue growth. And after
consecutive quarters of decline, inventory at Naven80 increased 8%, well below the 11% growthutuFes we reported today.

Now let's take a look at the secrquarter results by segment. Revenue for North Agaéncreased 13% on a currency-neutral basis,
reflecting double-digit growth in Wholesale Equizal Revenues. All categories except Sportswear gezsus the prior year, led by double-
digit growth in Running, Basketball and Men's andridén's Training. Currency-neutral Futures incred$#d, the highest growth in over 10
years, driven by douk-digit increases in all categories.

North America Direct to Consumer sales increaséd fiat the quarter as comp sales in N-owned stores increased 13% and online sales
increased 26%, both driven by higher traffic andrage transaction. Apparel continues to deliveeptional growth in North America with
currency-neutral Revenues up 22%. Part of that tréswdue to the development of new category catsogjth retailers such as Foot Locker,
Finish Line and Dick's, which have increased apparace and consumer demand. Futures for Appanedased 24% with double-digit
growth in almost every category.

For the second quarter, currency-neutral Revenuedotwear increased 10%, driven by acceleratedaddrfor our Lunar and NIKE Free
Running products and new Basketball products. FeatWutures grew 15% with balanced growth acroesyesategory.

Second-quarter EBIT for North America grew 24%ydn by Revenue growth and SG&A leverage. In Wedkemope Q2 Revenue fell 7%
but grew 2% on a currency-neutral basis as mostages reported higher Revenue for the quartentBall and Running were the key
category growth drivers. On a currency-neutral fydsbotwear grew 6% and Apparel was flat. Curremeytral Futures are up 3% as we
anniversary strong prior-year orders for the Welgp.

Q2 EBIT for Western Europe declined 19%, primadlie to currency headwinds, which lowered Revenuéspressure on gross margins
reduced the dollar value of euro-denominated @o8G&A also rose as we continued to make invedtsriarour Direct to Consumer
business and anniversary low levels of spendir@24dast year.

Central and Eastern Europe's positive momentumiraged in Q2 as Revenue grew 7%, up 12% on a curreaatral basis. Revenues in
Russia increased 40% and both Turkey and Centralp€lgrew double digits. All categories reporteghler Revenues with Football and
Running the key drivers. Currency-neutral Futucesgrl1% even with tough comparisons to the World. Q2 EBIT for Central and Eastern
Europe declined 10%, due largely to the negativaichof currency on gross margin and profit tratitata



In Greater China, second-quarter Revenue grew 2@%ding 2 percentage points of currency benefiav@h was fueled by expanding
points of distribution and strong performance anthiiting, Basketball and Men's Training, which atiremsed more than 20%. Currency-
neutral Futures grew 14% with double-digit growtincss most key categories. Q2 EBIT for Greater €mgreased to 39%, driven by
Revenue growth, higher gross margins and SG&A byer

As Charlie mentioned, our Emerging Markets geogyapintinued to deliver impressive results in theosel quarter. Revenue increased 2
reflecting 19% growth on a currency-neutral baSisery category and every territory, except Austraind New Zealand, posted higher
Revenues with Brazil, Argentina, Mexico and Korezidg the largest share of the growth. Futureswgt&% as all categories grew except
Football, reflecting comparisons to the World CERIT for the Emerging Markets increased 13% as Regagrowth was partially offset by
higher SG&A and lower gross margins.

In Japan, second-quarter Revenue declined 14%¢acRirency-neutral decrease, while EBIT fell 20%6light of ongoing macroeconomic
weakness and a highly promotional retail environtnee continue to focus on strengthening our bramdl protecting profitability by closely
managing our product flow, cost structure and badasheet. Although gross margin is up and both S@&d inventory are down, we believe
it will take time before we see a significant impement in growth and profitability.

Second-quarter Revenue for our other businessesaised 13% on a reported and currency-neutral, vafliscting double-digit growth at
Cole Haan, Converse, Hurley and Umbro. NIKE Gotwgiat a single-digit pace. EBIT for the other basises grew 69%, driven by Revenue
growth, higher gross margins and SG&A leverage.

With the first half in the books, we are well paxited to deliver our goals for the full year, whithive not changed. On a currency-neutral
basis we expect Revenue for Q3 in the fiscal yegrow at the top end of our high single-digit rawgth reported Revenue growth slightly
lower due to weaker foreign currencies. We antteigaoss margins for the second half of the figealr will be below record levels in the
second half of FY 2010 as the downward pressura fnput costs has been delayed but not eliminated.

As we purchase product for calendar 2011, we a@imgéhe effects of higher input costs, such atoaind labor. Given the scope and
complexity of our product lines and supplier basmnges to input costs do not flow directly and edrately into our product costs, makin
difficult for us to call the peak. And while we am®rking hard with our suppliers to increase cayagve also expect higher-than-normal
levels of air freight, at least through the firsiffof FY 2012, to meet strong demand.

To mitigate the impact of these headwinds, we @alitinue to leverage our strength and scale. Tleans continuing to work with our
suppliers to increase capacity and reduced pramhgts. It means continuing to manage the marketggdkeeping inventories tight,
minimizing closeouts and maximizing margins, inéhgdmargins in our Direct to Consumer operationsd & means continuing to work
across our Footwear and Apparel product lineseatifly opportunities for surgical price increasesaomarket-by-market basis.

Specifically, we continue to expect full-year FY120Gross Margin to be at least 50 basis pointsv& 2010 with positive results in the
first half more than offset by second-half headwind/e expect Q4 to be more significantly affecteahtQ3 as cost pressures intensify and
comparisons to the prior year become more chalhgndle expect demand creation to grow at a midisidigit rate for the year with Q3
growth in the high-single digits and Q4 spendintplethe prior year as we anniversary heavy investsiin the World Cup. We expect
operating overhead to grow at a mid-single-digi¢ far the year, reflecting increased investmerunDirect to Consumer businesses
balanced by increased efficiency in our core ofrggdtinctions.

For Q3, operating overhead should grow at a higblsidigit rate as the result of our Direct to Qamer investments and the timing of stock
option expense this year. We anticipate that atieme for each of the last two quarters of thésdi year will be broadly consistent with Q4
of FY 2010 as the stronger dollar creates gaingusrforeign currency hedges.

Finally, we now expect our effective tax rate fof £011 to be roughly in line with the year-to-dedte.
With that, we are now ready to take your questions.

QUESTION AND ANSWER SECTION

Operator : (Operator Instructions). Kate McShane, Citigrou

<Q - Kate McShane>: | was wondering if you could quantify a littlet bhore inflationary pressures you are expectingtiersecond half.
How much are you offsetting labor cost increasessame of the supply chain efficiencies you've b&erking on? And how much are you
offsetting overall higher costs through any possiletengineering on some of your styles or anyrdtimel of negotiations to do with your
factory?

<A - Don Blair>: Well, | think where I'd like to keep the conversati Kate, is where we expect the overall numbdretoThere are a
tremendous number of moving parts in gross mardiasve've said, we've had continued success dricisgs down. You are very familiar
with lean manufacturing initiatives, and we conérto make progress in Footwear and Apparel thedtesaa savings. We've had tremendous
benefits coming from shrinking our number of styileg\pparel and making the productivity of thatdimuch more effective. And we have
been and we will continue to look at surgical piitereases.

So those are all benefits that we expect to coattouealize over the balance of the year. Whatlevthink is that, as we look forward, we're
going to see input costs increase, notably cottahor we talked about. Those are things that wersgeasing for a short period of time, ¢



it the next three or four quarters at this staged #hen, as those ease, we think that those langHenefits of cost reduction initiatives are
going to flow through to margin.

<Q - Kate McShane>: And then my second question, completely unrel&detie first, is can you update us on China and gtrategy for
entering or continuing to penetrate into the loter-cities? And can you quantify how much of ybusiness is in fact in the tier three and
four cities at this point in time?

<A - Charlie Denson>:Well, we are continuing to move out into the braagksography, into the tier three and four citiedoh't have the
numbers, the breakdowns between the cities hergbdae can follow up. But | would expect us to con¢ to see growth coming out of that
expansion. As we reported here, the China numloernzie to be very strong. Our inventories contéhtebe in pretty good shape there, and
we've seen a great appetite from that consumesssame of the key categories, like Basketballiifadband Running.

So we are still pretty bullish on the China longvieand short-term we will continue to expand disttion out into the broader geographies.
<A - Don Blair>: And, Kate, just to be clear, we are not expectinge going down market in those cities. Our stygtis
<A - Charlie Denson>:Yes, that's correct.

<A - Don Blair>: consistent across the board. We are a premiuntdbead we are going to continue to sell at prthasyou would find
around the rest of the world.

And let me add, Converse is another lever thatdeemattractive for us to pull in the China markegives us a little more range in terms of
pricing position in the marketplace as Converdgeisoming a bigger factor for NIKE, Inc. in ChinaveslI.

<Q - Kate McShane>: Okay, that's really helpful, happy holidays.
Operator : Bob Drbul, Barclays Capital.

<Q — Bob Drbul>: | guess the first question is a little bit more®@hina, overall. And numbers still very strongt there's definitely some
concern around if there's a slowdown. So | was wang if you might be able to talk a little bit neoon market share in terms of where you
think you are and sort of -- or gains. And is themumber on points of distribution that you cositdire with us at this point in time?

<A — Charlie Denson>: Well, let me take the -- the market share piagajn, the numbers are always, from a share stamtgdpdittle harder
to acquire in China, as you would expect, than raagdme of the other more developed or mature magkatound the world. We do a lot of
brand strength monitoring as well, which is --actf we see it as almost as -- well, as, actupilyhably more important than the actual share
numbers.

Both those numbers are very healthy right now. @fained the number-one position in the country,lamduld expect to see us maybe grow
a little bit over the last couple of quarters. Véa't seen the latest numbers recently, but agadrieel very good about both the brand and the
business in China and its ability to continue tpand and grow.

What was -- you had a second part of the question?
<Q - Bob Drbul>: Just like a number on points of distribution.

<A - Charlie Denson>:We are -- we haven't -- we've gotten away fromisigahat. We continue to see expansion both indstdane shops,
shop-in-shops, whether it's through the departrstemé channel. You've been to China and you've searthat marketplace continues to
grow really exponentially in the different channefslistribution. But we still look at it as a mddeand presentation all the way along the --
throughout the distribution networks, even into tiesv cities. And we are starting to put a few meaetory Stores down in China as well to
continue to maintain marketplace integrity and dramegrity on the inventory levels.

<Q - Bob Drbul>: My second question is | was just wondering iflzogy there had a prediction on the football ganoeeson January 10
and how many push-ups the Oregon Duck mascot sheutdepared to do.

<A — Charlie Denson>:Well, we are highly one-sided. I'll say that muohit.

Operator : Michelle Tan, Goldman Sachs

<Q - Michelle Tan>: My question was on inventory relative to demdrttiink you mentioned that you still expect to fa@ight quite a bit c
product. But on the surface it looks like your intary growth has largely caught up with what yog'eeing in terms of order growth. So
where is the disconnect? Is there a timing shifttatNs it that you're still chasing from an invemtperspective?

<A — Charlie Denson>: Well, one of the things is, if you go back to saof the introductory language that we've hearchaay times, and
we don't necessarily listen to it anymore, theaidtst of parts of the business that are not onréstuncluding Direct to Consumer. And our
Direct to Consumer business has been growing pragtgly. We also have a lot of at-once busineasgtalso growing very fast. So the
combination of those two you wouldn't see in théuFes number.



The other issue is just which products you ardriglkbout. We've had colossal demand for a lohefriew product innovations, particularly
in the Running space and some of our Apparel stekeeping up with demand for this leading-edgelpct is really part of what is
generating that air freight.

<Q - Michelle Tan>: Sorry if | missed it earlier, but have you guyseg the trend in Futures through the window, firalf versus second?
<A — Charlie Denson>:lt's really not much difference between the framd ¢he back half.
Operator : Chris Svezia, Susquehanna Financial Group.

<Q - Chris Svezia>: | just wanted to go back to the Futures numbeofe quick moment, | guess two points to this iaesWhen you

guys reported your first quarter, you just madeabgervation that the back end of the Futures windas stronger than the beginning of the -
- the forward piece of the Futures window. I'm juisickof curious. As you seen overall the mild sedia¢falloff, constant currency, was thi
anything unusual in terms of that happened astletey progressed, or it's just typical businedsiims of flow, cancellations, etc. that
happened as the quarter unfolded?

<A - Don Blair>: I'm sorry; you are talking about the last quartéhwhe Futures we just reported?

<Q - Chris Svezia>: No, the last quarter, Don. Just -- | think whew guys reported, you just made some observatetrthie back end
around the holiday was stronger, and the --.

<A — Don Blair>: Oh, | see what you -- | see, | see. So holiday stiasger than fall. And so that's what we werelya@ére referring to in
the Futures, the last Futures window. This Futwieslow is largely going to be the very tail endhafiday and spring, and then the very
beginning of summer. And one of the things you'setg bear in mind is that spring and summer paldity are affected by the World Cup
comparison.

<Q - Chris Svezia>: Okay, all right, that's helpful. And | guess nther question just has to do with, when you guysktabout the
Basketball business, you've seen a nice rebouNeith America. I'm just wondering -- | think you dessome comment, maybe you can
clarify in terms of what you're seeing on the bagkll think you mentioned the double-digit growthtiie backlog trends. Just maybe talk
about what's happening on the Basketball end dbtisesness and sustainability there, how broad-basedetc.

<A — Charlie Denson>:The Basketball business continues to actually ggamentum. | think a couple of the things that yewseen recentl
the new Kobe shoe came out. We have the emerdiny tef Kevin Durant, who is actually becoming gder and more effective, | guess,
driver of the Basketball business. And then obJigusebron and the Jordan Brand. So we are exeibenlit that.

The Apparel business in the Basketball area is s&ong, and a lot of that is being driven by tH&E Pro position that we've taken in
Basketball. These are all North America data poifite other thing that we continue to see is a, vy strong appetite for both the sport
and the product line in China. And we are startingee an increasing interest coming out of WestachCentral Europe, which has been a
little bit of a nice surprise as we've continuedée Basketball become more and more of a gloloal. sp

<Q - Chris Svezia>: Okay, that's good to hear. Best of luck arourdhblidays, and take care, thank you.

Operator: Michael Binetti, UBS.

<Q - Michael Binetti>: Congrats on a nice quarter. Just following up oearier question, where are the ASPs in the batfkon the Future
really versus the front half that you guys reporfddase?

<A — Don Blair>: | actually don't have that detail in front of medamouldn't provide that level of granularity, eithethink it's not

necessarily something that you should look at tlsmsall windows and believe there's something realy significant in it. Generally, on the
Footwear side, we are seeing the ASPs about evlisatoint, but continued strong sell through dechand for the premium end of the price
range as well.

<Q - Michael Binetti>: And | asked mostly because there's obviously aflquestions about which brands have the abilityake price with
all the inflation everybody is talking about. Buappreciate the color.

So | was a little bit surprised to see the ong@apg between the Futures in the prior quarter aadRétvenues in Western Europe. We've
definitely heard better things about Lunar andRree kind of catching on over there and taking Affyou look ahead to your revenue
guidance for the rest of the year, should we bkifgpat Europe excluding FX as a low single-digitgth vehicle, or am | wrong to be
thinking about it that way?

<A - Charlie Denson>:No, | think you are in the right space. | think axfahe other things just to remember, that theriRunnumber isn't
quite as significant in Western Europe as a peritetatal. And we are seeing it increasing, batatsmaller piece of the business when you
think about comparing it to something like North Arica.

<A — Mark Parker>: | think just once again to bear in mind, World Gsigoing to be fairly significant when you lookthe Futures for
Western Europe. It's also very significant, bywey, for Central and Eastern Europe and the Emengliarkets.



Operator:  Jim Duffy, Stifel Nicolaus.

<Q - Jim Duffy>: A couple questions on manufacturing and cost pressCan you talk about manufacturing capacitytaedime frame for
catching up with demand levels? Is that mostlybatassue, or do you need more capital investmedfactory capacity from your partners?

<A — Mark Parker>: It actually requires more production that requicepital investment, and that's something that autnprs are scaling

to do. The consolidation work that we did aboutaryago has really give us a much stronger platforgrow from, and those partners now
are really working to scale up the business. Havg lib takes us to work our way through it is departcbn demand, and the demand has beer
so strong that we are continuing to work on capacit

<Q - Jim Duffy>: | see, that makes sense. So labor hasn't beeimg fgttor, then?
<A — Mark Parker>: No.

<Q - Jim Duffy>: And then, Don, last question, you mentioned expiectdor input cost pressures to ease over 12 tm@8ths. Can you ta
about that in a little bit more detail? What are tlost components, in particular, that you expeatdderate? | guess air freight, for one?

<A - Don Blair>: Yes, and to be honest with you, one of the thifrgsiot holding myself out here to be a commodiéiggert. But when we
look at some of the key input costs for us, esplgaiatton, | think that this past year has beemtasult of a number of factors. | talked about
the fact that when the recession hit and demandiaas, a lot of supply came off-line. And then wehad floods in Pakistan and we've had
a real explosion in demand. So the combinatioma$e¢ things meant we had a shortage. And | thialeth also speculation going on in that
market.

So | think that as supply and demand come backhatance, we expect to see a break. I'm not swmuld advise you to be speculating in
commodities markets on that advice, but that wag@ur point of view at this point.

Operator: Robbie Ohmes, Bank of America.

<Q — Robbie Ohmes>: Two quick questions -- in North America, if yaok at the Footwear business -- and | think, Da, mmentioned
ASPs flattened out. Can you guys comment at atherrelative momentum by distribution channel? égguspecifically I'd be curious about
the family channel and if you are seeing maybeckyg in your growth there versus the premium chinmehere you are already strong.

And then the second question was going to be ontSpear. Could you just remind us what the straiedgr the Sportswear business and,
you know, why it's down, and then maybe contraat with the performance apparel busine

<A - Charlie Denson>:Let me talk about channels first. We don't reallythink a lot of the time a lot of the industiyoks at the channels.
We don't consider it the primary lens from which leek at the marketplace and help the marketplabat being said, we feel very good
about our position in all the channels here in Néunerica. | think the ability to segment and piositthe product line appropriately for each
and every one of the different distribution chasr®s been one of our strengths over a long pefitiche.

And today, as you see the premium product perfagmiall in some of the specialty channels and tlamtbbeing as strong as it is, you're
going to see the same type of performance comihgfahe family footwear channel of distributiondagise of the alignment that we have in
product and product type. So | don't have any efsiecifics in front of me, but | would give you@verall perspective in that regard.

And the second piece is on the Sportswear pieck| #rink it's one think we have been focused dot around here over the last year is re
positioning our Sportswear business within eacthefdifferent categories. We reference it, the ithedwe can approach a consumer on the
field of play, in the gym as they train, and themart of their lifestyle is certainly an opportiynive believe is a huge competitive advantage
for us.

We have continued to develop iconic styles. Thetiogsr jacket, | think the pants -- the Bottoms Baat we've developed in the women's
business is really starting to establish itselgragles like that, the Legend T, iconic pieces tike Tempo shorts in Running and the
Basketball Short, are all solid foundational pietted we put in place around some of our Sportswasiness that we expect to continue to
see, to both expand and use as an efficient agaifidtand style management and productivity.

<A — Mark Parker>: | want to add, too, that just the quality of theo8pwear business for NIKE is much improved. Thebe'en a lot of
work done on trying to edit the product line dowrdamplify the focus on the key styles, some ofchi€harlie mentioned. So we are seeing
some great results in terms of productivity folestyand editing down the product line by 30% or epactually.

<A — Charlie Denson>:That's an Apparel number that Mark's sharing, leywthy, on the SKU management piece.
<Q - Robbie Ohmes>: Is there a time where you're going to annivergaoge adjustments and we start to see Sportswegaogtive again?

<A - Charlie Denson>: Again, I'm not getting out and a crystal balltttae shined up. But we feel very, very good alibet position where
we are, both in Footwear and Apparel. | think dried to keep in mind right now -- our performanessibess is on fire. It's not, obviously, all
used on the field of play. | think some of the RimgnFootwear that you see out there, both the Landrthe Dynamic Fit product, as well as
the Free product, is taking away some of the nusmfsem our sports style business, which we are hapgrade back and forth as consumer
preferences move back and forth. | think that'safrtbe big advantages of the NIKE Brand, that &e capture the consumer as they do r
back and forth, whether it's a retro style or a newovative technology, like the Dynamic Fit ananar product that's out there tod



So we feel pretty good as far as where that busiisesnd how it swings back and forth.

<A — Mark Parker>: Yes, we are pulling back, too, on some of thealeon some of the key franchise items, particplarFootwear to
make sure that we don't over-saturate the markstrime of those key styles. But | think you're gdimgee some of that business really
starting to pick up again in the later part of thésr into early 2012. But over the long term, we\gery, very bullish on Sportswear, both in
Footwear and in Apparel.

Operator : Chi Lee, Morgan Stanley.

<Q - Chi Lee>: You guys have talked about surgical price inazsass still being a lever. But to clarify, have ymys already taken price
increases for the back half window? And just giwdrere we are in the year, do you still have flditipto implement price increases at this
point?

<A — Don Blair>: The pricing on the back half is pretty much latke We may have a little bit of flexibility in swe of the Emerging
Markets business, and we may have a little bitefilbility on some of the at-once business. Buttf@ most part, most of that product | guess
we would have a small amount maybe on the May-Futgres time period, where -- but most of thatjgresented by the summer product
line, which has already been locked in.

We do look at pricing continuously, and where weehimcreased demand or price value elasticity, axetalways been very aggressive
surgically taking advantage of those factors inrtfegketplace. But it is a market-to-market typeaion. What may be working in the US
right now doesn't necessarily work in China or Wasbr Eastern Europe. So it's an ongoing proaeasst We feel, actually, very, very good
about our ability to be both flexible and aggressithen we can, and we will continue to do so.

<Q - Chi Lee>: In the current quarter it seems like the opegativerhead came in a little bit above where yousgwgve been guiding it, in
terms of growth. Can you just talk about what drthat incremental growth? And, presumably it's sehs of a timing shift, given that the
full-year operating overhead guidance is still lgaimaintained constant?

<A — Mark Parker>: That's right. First of all, on a year-owasur bases there are some timing issues, and watkezl about stock options
the prior calls. We also had a fairly significaninmber of sales meetings during this particular gawhich just was a different timing than
last year.

So if you look at last year's phasing, Q2 was tieeekt, one of the lowest quarters we've had. Arsdytisar | think is more normalized.

<Q — Chi Lee>: If | can squeeze in one last one, can you judateus on where you stand on vendor consolidatiterms of how much
you have accomplished this year and really wheteeygpect to end up for the full yea

<A — Charlie Denson>: Yes. No; | think our consolidation is pretty mumbmplete. | think we were trying to be -- we triedexecute that
strategy relatively quickly. Right now, we are adty looking at capacity expansion with our currpattners and how fast we can continue to
ramp up against the demand that we are seeingwdaltin't expect to see a whole lot more consabdat

<A - Kelley Hall>: Operator, we have time for one more question .
Operator : Omar Saad, Credit Suisse.

<Q - Omar Saad>: | actually wanted to follow on Chi's questioritdd bit on the pricing side. Can you talk abooire of the work that
you've done on demand elasticity, especially intiear, given your clear market leadership positido® sensitive is consumer demanc
pricing when it comes to athletic footwear? Doegity significantly globally?

And do you guys think about yourself? We are iregunation right now where the supply and the denisuwtdviously out of balance, more
demand than supply. Do you guys consider yoursethe supply side? And if so -- and your supplaesseeing a natural lift in their pricing
and their cost structure. Shouldn't that flow tlylouif NIKE is indeed also part of the supply chain

<A — Charlie Denson>: Yes. No; | think we would expect to see someeincreases across the board. | think -- | guessobthe

competitive advantages that we do hold is our pbetiand our ability to manage that across botldpod types, geographies and categories.
But there is a lot of sensitivity to style-by-stylearket-by-market situations. And like | said, both very confident and very proud of our
ability to manage that continuously. | think wetl@ne a great job of that over the years. | thinkhaee a good process in place that allows us
to take advantage of the opportunities when thést.eand we'll continue to do so, as we said. Weo&ing at a very strong demand curve,
some capacity issues, and the ability to take igeprover time. But again, it will be on a surgibakis and you won't see a broad-based
application of price increases around the world.

<A — Mark Parker>: The good news is, we have a very strong brangnarthe world and high demand, as you mentionedgsdme of the
key iconic styles, whether it's some of the framelstyles that exist or the new technology likedruor Pro and products like that. So there's
definitely some opportunities out there, and we bl looking, taking advantage of those over thd six to 12 months.

<Q - Omar Saad>: Thanks, that's helpful. And then, last questiathere might not be one single answer to this.rBgionally, some of the
disconnects between the Futures numbers that yoreporting and how some of the sales are flowingugh in the following couple of
quarters-- Central and Eastern Europe, it seems like the Eatimok a little bit stronger than what the f-through has been versus Emerg



Markets, where you guys are just crushing it. AntlFes numbers are great, but the actual Revenmbens you have been reporting are ¢
stronger.

<A - Don Blair>: Yes. This is just the conversation we were haeadier. There are quite a few elements of ouredRae equation that are
not part of the Futures model. And sales to ourledale accounts, Footwear and Apparel Futuresstérthe primary method by which we
sell. But we are increasingly doing, on the margioptwear and Apparel at-once. We've got a veridhagrowing Direct to Consumer
business, so that varies by geography. Thereraregiissues specific to geographies. For examplthé emerging world you have a lot of
protectionism. Sometimes it takes a while to getuggh customs.

So the issue, | think, of trying to match up Fusuim one quarter against revenue for one quartbat is not necessarily a productive
exercise. In the long-term, Futures are a greatator of business momentum and trajectory.

<Q — Omar Saad>: So it's not necessarily Futures are a bettecatdri in one region versus another region; it'senomer the long-term, it's
a good indicator for kind of across the --

<A — Mark Parker>; | think using it more directionally is a betteawto think about the Futures numbers.
<A — Kelley Hall>: Thank you, everyone. We'll talk to you next ydaye.

Operator : Ladies and gentlemen, this does conclude tedalgconference. Thank you for your participatdéou may disconnect your
lines at this time and have a wonderful day.







