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UNITED STATES

SECURITIESAND EXCHANGE COMMISSION
Washington, DC 20549

FORM 8-K

CURRENT REPORT
Pursuant to Section 13 or 15(d) of the Securities Exchange Act of 1934

Date of Report (Date of earliest event reportediiel25, 2008.

NIKE, INC.

(Exact Name of Registrant as Specified in Charter)

Oregon 1- 10635 93- 0584541
(State of (Commi ssi on (1. R S. Enpl oyer
I ncor poration) File Nunber) Identification No.)

One Bowerman Drive
Beaverton, Oregon 97005-6453

(Address of Principal Executive Offices)
(503) 671-6453
(Registrant's telephone number, including area)ode

NO CHANGE
(Former name or former address, if changed sirstadgport)

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

[ ] Written communications pursuant to Rule 425 emithe Securities Act

(17 CFR 230.425)
[ ] Soliciting material pursuant to Rule 14a-12 an&xchange Act (17 CFR 240.14a-12)
[ ] Pre-commencement communications pursuant te Rat-2(b) under the Exchange Act (17CFR 240.149)-2(

[ ] Pre-commencement communications pursuant te R8e-4(c) under the Exchange Act (17 CFR 240.18p-4

Item 2.02 Results of Operations and Financial Condition

On June 25, 2008, NIKE, Inc. held a public teleghoall to discuss its financial results for thedisquarter ended May 31, 2008. The
transcript of the conference call is furnished hdtte as Exhibit 99.

(d) Exhibits.



Item 9.01 Financial Statementsand Exhibits

The following exhibit is furnished with this Formkg

99. Transcript of earnings release conferenceocallune 25, 2008.
SIGNATURES

Pursuant to the requirements of the Securities &xgé Act of 1934, the registrant has duly causisdréport to be signed on its behalf by the
undersigned hereunto duly authorized.

NIKE, Inc.
(Registrant)

Date: June 30, 2008
/s/ Donald W Blair

By: Donald W Blair
Chi ef Financial Oficer



EXHIBIT 99
Q4 2008 NIK E Earnings Conference Call

Operator: Good afternoon everyone and welcome k&N fiscal 2008 fourth quarter and year-end caefee call. For those who need to
reference today's press release, you will find waw.NIKEBiz.com. Leading today's call will be Pata Catlett, Vice President, Investor
Relations.

Before | turn the call over to Ms. Catlett, let neenind you that participants of this call will makewardlooking statements based on curt
expectations, and those statements are subjeettttircrisks and uncertainties that could causasheesults to differ materially. These risks
and uncertainties are detailed in the reports filétl the SEC, including Forms 8-K, 10-K and 10-Q.

Some forward-looking statements concern futuresmrthat are not necessarily indicative of chamyéstal revenues for the subsequent
periods due to the mix of futures and at-once ard@rchange rate fluctuations, order cancellatgmtsdiscounts, which may vary
significantly from quarter to quarter. In additiohis important to remember a significant portmfNIKE, Inc.'s business, including
equipment, most of our NIKE Retail, NIKE Golf, Carge, Cole Haan, Hurley and Umbro are not includddese futures numbers.

Finally, participants may discuss non-GAAP finahameasures. A presentation of the comparable GA&Bsures and quantitative
reconciliations can also be found at NIKE's webditds call might also include a discussion of nalir financial and statistical informatio
which is also publicly available on that site, wwWAKEBIz.com.

Now | would like to turn the call over to Pam C#tl&/ice President, Investor Relatiol

Pamela Catlett: Thank you and good afternoon everydhank you for joining us today to discuss NKKfScal 2008 fourth quarter and year-
end results. As the operator indicated, particpanttoday's call may discuss non-GAAP financiahsuees. A comparative presentation of
reconciliations between GAAP and non-GAAP repoiterhs can be found in our press release, whichissagd about an hour ago, as well
on NIKEBiz.com.

Additionally in the course of today's call you ntagar us refer to total "wholesale equivalent sdieshon-NIKE brand businesses that have
licensed sales. Wholesale equivalent sales indbotte our reported wholesale revenue and a rougast of sales by our licensees based on
the royalties they pay us on their net sales.ihtisnded only to provide context as to the ovaraitent market footprint where we own that
rights to the brand, and should not be relied wgoa financial measure of actual results.

Joining us on today's call will be NIKE, Inc. CERark Parker, followed by Charlie Denson, Presid#rthe NIKE brand, and finally you'll
hear from our Chief Financial Officer, Don Blainllowing each of their prepared remarks we willrthake your questions. Now it is my
pleasure to introduce Mark Parker.

Mark Parker: Welcome everybody to our year-end ¥dlien | stepped in the CEO role 2.5 years agoetdership team reaffirmed a simple
concept that | knew was true from my 25 plus yedesxperience here at NIKE. And that is that NIkEaigrowth company. That drives both
the long-term financial goals we outlined over seyears ago and the 23:11 goal we set for ourselvest a year ago. And that commitment
continues to guide our decision-making today.

Fiscal year 2008 shows the power of our model. mpknto the new fiscal year, we are equally contexiito reaching our goals. But first, a
quick recap of our results.

As reported, net revenue for the quarter was up 16&&us Q4 '07, marking 27 consecutive quarteygaf-over-year revenue growth. For the
year we added $2.3 billion of incremental revertotal $18.6 billion, up 14% ye-over-year.

Our gross margins in fiscal '08 improved 110 bpsisits despite a rising cost environment. Repagtetal futures are up 11%, the 30th
consecutive quarter that futures have increased. RS grew 14% for the quarter and 28% for the.year

We continue to deliver growth in revenues and fspfust as we continue to make disciplined aratatyic investments in key long-term
growth drivers for the Company. Demand creatioggarts marketing at events like the European Chamspip and the Beijing Olympics are
critical investments, as is building the infrasture required to support controlled retail space.

We feel very good about our new retail conceptd,\ae're dialing in the resources and capabilitsggiired to build and scale profitable, new
store concepts.

We continue to operate with a strong capital stmgcand a relentless focus on leveraging resotiocer®ate returns for our shareholders. In
fiscal 2008 our return on invested capital increla2g0 basis points to 24.5%. We generated $1.5midlf free cash flow from operations,
enough to return $1.7 billion in cash to our shaléérs and reposition our affiliate portfolio farcelerated growth. You can expect us to
continue to apply a thoughtful cash deploymenteagnathat is sharply focused on delivering valuediar shareholder:



Our balance sheet is a tremendous asset, espenitilyes of economic uncertainty, and we havepdgence to invest in our plans for long-
term growth. In fiscal 2008 86% of our incrememtalenue growth came from the NIKE brand, a strosiopmance and indicator that the
NIKE brand continues to lead in bringing innovatpmduct and premium experiences to consun

Both Charlie and | will give you more on that im@ment, but | would like to begin with an overvieWa very important year for our affiliate
portfolio, which delivered 14% of NIKE's incremehtavenues. Our ongoing affiliates business, Casw/eNIKE Golf, Cole Haan, and Hurl
each delivered strong operating performances fy#ar. Converse, Hurley and Cole Haan each detivexcord revenue and PTI in fiscal
'08. In total our ongoing businesses posted oveza#nue growth of 16% and pretax income growtA0sf.

The big story continues to be Converse, which idwal through its centennial celebration. For tharyeported revenue increased 29%, and
PTl increased 18%. In fact, if you were to estimaoaverse's revenues on a total wholesale equivadesis, in fiscal 2008 sales exceeded $2
billion. With strong footholds in key emerging matk such as China, Russia and Brazil, clearly weCsmverse continuing to deliver strong
growth.

NIKE Golf also continues to deliver strong growth fiscal 2008 revenues increased 12%, and PTIlraohth26% as we widened our leac
the largest apparel brand in the industry.

After extensive strategic reviews of each of offitiafe businesses, we elected to divest of thet&tand Bauer businesses. Together these
businesses accounted for $237 million of revenuke®smillion of PTI in fiscal 2008. Despite somesess in building the scale and
profitability of both Starter and Bauer, we beligtaat NIKE resources would be better deployed agdiigher potential opportunities, like
Umbro.

As the newest member of the NIKE family of brardsjbro brings significant growth potential. Its lohgritage and authenticity gives it
tremendous consumer reach and relevance, bothvalaped markets like the UK and rapidly emergingkets like China, Russia and Bra:

Umbro is the second-largest -- I'm sorry, Umbrthis largest acquisition in our history. And weakihg all the right steps to optimize the
potential of the brand internally. That is buildisigong leadership teams, driving innovation it product creation process, and leveraging
synergies and resources across the portfolio.

In fiscal year 2009 we will continue to invest inilding Umbro's product and operational capabsitiehile we focus on strengthening and
repositioning the Umbro brand and business in tkenarket. This year we estimate that Umbro willdiletive by as much as $0.10 on an
EPS basis. Nevertheless, we're very excited abeuuture and growth of this great brand.

After the work we have done this year, | was vdeaped with how we have enhanced the positiompdn®rmance and the potential of our
portfolio of complementary brands. Of course, tHEBRbrand will always be our strongest asset inmantfolio, and it had a very good year
in fiscal 2008. Every business unit and region fiagal year revenue and PTI growth. This validatessproduct-first approach to delivering
innovation and relevance to consumers.

As reported, NIKE footwear was up 14% for the yaad continues to be the brand of choice for thddiobest athletes and consumers
worldwide.

NIKE apparel also had a solid year with 14% groadtour performance product resonated very well egtisumers. We feel very good ak
our U.S. performance apparel business, both teahaid team sports products, across all regionscéiinue to see opportunities to impr
our U.S. sportswear business, where we are foaus@devating our position in the marketplace antihuging the business for long-term
potential.

Reviewing 2008, | want to call out one other instirgy ratio, and that is approximately one-thirddKE, Inc. revenue came from the U.S.
NIKE brand business, and t-thirds came from our other regions and subsidiafiéis represents something much bigger thanhhkenges
in the U.S. market, which we are all very well agvaf and managing appropriately.

The real story is in the milestone performancesaue this year. China surpassed $1 billion in reee@ur CEMEA region of Central and
Eastern Europe surpassed $1 billion in revenue.tAeaddmericas region also surpassed $1 billioreirenue. These are all firsts for NIKE.
And | don't consider them destinations, they amgp$y thresholds that prove our ability to conneihveonsumers and create marketplace
opportunity anywhere in the world under a varidtgioccumstances. It is a real testament to the grgwpportunity NIKE has in emerging
markets, countries like Russia, Brazil, and of seuChina. China is our largest sourcing country@mdargest market outside the U.S.

We continue to see tremendous consumer energy dutbarNIKE brand. Our Olympic product is some af best work we have ever done.
Our rapidly expanding retail presence continuasige the bar for our consumer experiences. Andeeeremendous growth opportunities in
China for other NIKE, Inc. brands, such as Conveleedan and Umbro.

As the market leader, we're used to some fastvells and there are plenty of them in China. B @l you first hand, having seen the
emotional connection between the NIKE brand anchgaDhinese consumers, having witnessed the insigltt®nthusiasm of the NIKE
China team, having shared time with the Chines@lpeathletes, consumers and government offidMlIKE is the strongest, most relevant,
most respected and most sot-after sports brand in China. Our history is deep,amnfidence is strong, and our commitment is deteg



China is a high- quality, highly sustainable busg&r NIKE.

Now is not the time to be timid. It is true thaeey company can expect some economic road bumpg #ie way, but it is equally true tr
strong companies who are able to navigate througgettough times come out even stronger. We wilticae to challenge and energize the
industry and ourselves to create excitement imtagketplace. We know that doing business as uthatlis doing what we have done in the
past, just a little bit better, is not enough. We&ommitted to the principles that got us here.

We are also becoming more focused and aggressivamaging for growth. Where others retract, welead. Where some react, we create.
We are on the offense always. | can honestly satyltvouldn't trade our brand, our portfolio or deam with anybody in any industry.

Now here is Charlie to update you more on the Nbf&nd.

Charlie Denson: Good afternoon everybody. Fiscat y@ showed that the NIKE Brand is more powesful more meaningful to consumers
than ever before. Our ability to innovate on theduct front, combined with the flexibility we haireleveraging key categories and
geographies, continues to help us navigate andetelalue, especially in uneven economic conditions

On the year the NIKE brand generated record revehoger $16 billion. We saw every region and preidewsiness achieve revenue
increases. Five of our six key growth categorieg ivenues increase, with basketball remaining fflat gaining market share in the U.S.
market.

Both global footwear and global apparel were up 1d&footwear hit $9.7 billion and apparel appreaktne $5 billion mark. We did all this
while keeping inventory levels clean and well-piasied as we go into fiscal year '09. | think theaebers are a really good indication of our
effectiveness in pursuing growth opportunities, getstill managing the brand. So let's take algsjn around the world.

First, let's talk about the U.S. We have been tbficcessfully manage through some of the broetidlenges impacting consumer spenc
and | have every confidence that we will continoigld so in the upcoming year. Looking at the Ui8nbers for fiscal '08, you will see that
this is not just a commitment, but it is a fact.

Revenue was up 4%. We hit a new overall recordsof Billion in revenue. And footwear had its bigggsar ever, hitting $4.3 billon in
revenue, with NIKE and the Jordan brand in the nremaime and number two market share positions aatbefathletic footwear.

Our performance apparel continues to connect walbhsumers and we are seeing solid growth. Thesspear apparel side is not where we
would like it to be, so we are focused on refittthg business by elevating our brand position digdiag it better with our category offering
And we will continue to innovate across the endipparel offering.

It is also important to take a larger view of th&SUmarket's role in the global economy. Look akietball in the U.S., where NIKE baskett
is number one and the Jordan brand is number tveoddi't see that as a limiting factor, we seedkat statement of our relevance to the
game.

Our job is to continue to grow the market, not justhe U.S., but also around the world. Therenigstimated 300 million basketball players
in China alone. That is equivalent to every manman and child in the U.S. Clearly a huge opporumitglobal basketball, which is a great
segue to our Asia-Pacific business where we regp@®86 growth to $2.9 billion in revenue.

China continues to outperform expectations andhbasbecome the largest market outside the U.S. iReven a constant dollar basis
increased 50% for the year. We said that revenuddmurpass $1 billion in China by the end of fls68. As you know, last quarter we
announced that we had already passed that milégaste trailing 12 months, more than a year hefaslio original expectation, and we're <
six weeks away from the Olympics.

Of course, we're very excited about Beijing. Weénbeen hard at work with thousands of athletes freany countries over the last four ye
creating the most innovative and highest perfornpiagfolio of NIKE products ever showcased in agénevent. In fact, NIKE has developed
products for all 28 sports at the Beijing games.

Independent of the games, we are even more foarsadlisciplined, long- term growth strategy foiirizh With NIKE basketball, soccer and
running leading the way, we have laid an excelfeandation to leverage NIKE innovation and our lotaitrength to really get after the long-
term potential of a market that is still in its lyastages of development.

Now on to our EMEA region where we had a strong y&a a constant dollar basis nearly every couinttie region saw growth in full ye
revenue. NIKE Football continues to energize theketsand drive results. We expanded the Total 80dhise and created the world's latest
football boot in the Mercurial Vapor SL. Manchedthrited won the Champions League. We signed thedir&lational team, and NIKE
teams have been extremely well in the European @lwarship. We had five of the eight teams in thertprdinals, with the amazing Turkish
team going out today, and Russia playing Spain tomoin the other semi.

If you follow soccer, you know how big the Europe@imampionships really are. They play every fourgdeetween World Cups, and dr.



more than 1 billion fans worldwide. Trust me, tisighe only thing European sports fans are talkibgut right now, and NIKE has had
another tremendous tournament on the pitch.

So innovative product and dramatic performancesbioed for a 19% revenue increase in the categarthiyear in the region. On a global
scale, NIKE Football continues to lead the markeid with our success at EC08, we're looking fot tirawth story to continue, as the club
season starts up in September.

Apparel performed well in Europe, especially in premium level and performance products in run@ing soccer team kits. Running
continues to expand as we're looking at a stroogease in futures for the region. Overall on a tamtscurrency basis, we saw solid
performances in key markets. The UK revenue ine@d%o, Germany was up 9, and our Central Europearpgf countries were up 25%
over 2007, and surpassing the $1 billion markieryear.

In our Americas region we took over ownership af Brazilian apparel business, rather than workhrgugh a licensee, and we are seeing
apparel revenue stabilize and grow as a resulM&k mentioned, revenues in the Americas passddlifin for the first time. A big step for
this region. The team is incredibly inspired bystliindmark and committed to reaching the secotidrbih half the time that it took to reach
the first.

All right, so let's finish up by talking retail. Weave been busy. Early on we told you that we woettbfine consumer experience at retail
through our category specific lens for the beradfthe brand and our retail partners. We're mordident than ever that there is a tremendous
growth in pursuing this strategy. Let's look aee fhighlights.

We opened a NIKEID Studio and totally redesignesiRunning Experience in NIKETown New York. Reshiése been good. Revenues
from the Running Experience, up 31% year-over-yAad we believe that this location will soon becoifi@mot already, the largest running
retail destination in the world.

We opened our first House of Hoops basketball statte Foot Locker, and have seen sales grow by déffe we opened it. We opened a
new Finish Line format dedicated to running andds, and are very encouraged by the initial regulthis new destination. We opened a
NIKEID Studio, and the new BootRoom in our NIKETowandon location. And | can say with complete cdafice that this is the mc
dramatic and inspiring football experience at tetaywhere in the world. And based on our succesaur Running Experience in
NIKETown New York, we're bringing it to NIKETown loalon, that will open the first part of Augu

Finally, we opened flagship stores in Beijing lAsgust, and our newest Shanghai store last mortlthwgives everyone a peek at the new
generation of combined retail experiences thateadativering to consumers and will be a big parwaf future retail expansion.

That is really the key thing to understand aboWEIWe're focused on the biggest growth opportasith categories, in geographies and at
retail. No single sport or market is going to whe tday going forward. That is the driving motivatioehind our growth strategy. We are
innovating on multiple fronts, creating a biggegmavibrant marketplace and delivering premium poisl and experiences to our consumers.
That is what we do best, and we're doing it allrdkie world.

We have spoken for two years about how excitingiampbrtant this Summer of Sport is to our brand andbusiness, and we're proving it
with great product, communication and commercialcexion. As Mark said, now is not the time to Imeidi. We will continue to invest in the
opportunities that come with being the leader endglobal community of sports.

And now | will turn it over to Don to give you someore details on the numbers.

Don Blair: We often begin our discussion of finaciesults with a reference to the lotegm financial model that we introduced in the set
quarter of fiscal 2001. We set out to create védueur shareholders by delivering high single digvenue growth, mid teens earnings per
share growth, and improving returns on investedtaa®ver the past seven years we have reportée dimpound revenue growth, 19%
compound EPS growth, and we have increased ounretuinvested capital from 14% to over 24%.

Although we know the math is important, we think ttey principles underlying our financial model axen more so. Let's talk about those
principles and how we see them reflected in our@8yresults and our fiscal '09 expectations.

Our overarching goal is to deliver sustainablefitable growth in a rapidly evolving global mark&tpe. To deliver sustainable profitable
growth we must invest for the future and deliveluedor our shareholders. To do so in a rapidlyléng global marketplace, we must take a
dynamic approach to our business, leveraging ali@bperational and financial elements of our glddusiness portfolio.

We have achieved consistent results, not by foligva rigid financial model, but by using those gliails to make good business decisior
the environment in which we operate.

We believe we made a number of good decisionsaafi2008, investing in our future and deliveriradue for our shareholders. We drove
strong results with the NIKE brand, growing theibess and gaining share in developed markets, Wwhilding infrastructure and delivering
results in emerging markets. We invested in graiviers, such as sports marketing, global brandtsyeategory c-to-market capabilities



and retail infrastructure.

We continued to fuel scalable growth businessek aadConverse, NIKE Golf, Cole Haan and Hurley. Ardtook bold steps to exit
businesses that could not deliver meaningful pabfé growth, and redeployed that human and finanajaital in a new business, Umbro, that
can. As we did those things we still delivered mtygrowth in revenues, earnings per share andftaghlt sure was an exciting year.

With that backdrop, | would like to focus on ousuéts for the year, and how we are tracking againsiong-term financial strategy. For the
year, NIKE, Inc. revenue grew 14% to over $18.6dsi| including about 5 points of growth from cumoy changes. Excluding curren
changes, revenues from our other businesses, wdfichsented 14% of total NIKE, Inc. revenues, gi&%, and revenues from the NIKE
brand grew 9%.

On a currency neutral basis, NIKE brand footweat apparel futures orders scheduled for deliversnfdmne through November 2008 also
grew 8%, with solid growth reported by all regioascept the U.S., which was flat.

Diluted earnings per share for the year grew 28%3t@4, including a onetime tax benefit reportethmfirst quarter, gains from the sale of
Starter and Bauer, and the impact of the acquisdgfdJmbro. As explained more fully in the recoratibn on our website at NIKEBiz.com,
diluted EPS, excluding noncomparable items, wotildhave grown 23% versus the prior year.

Gross margin for the year grew 110 basis pointstrasger selling currencies, strategic price iases, and sourcing cost initiatives such as
lean manufacturing, largely offset higher produzdts in Asia. Faster relative growth in high mangigions and improved gross margins in
the affiliate businesses, also drove the upside.

For the full year SG&A grew 18%, including 4 poiritsm currency changes. Full year demand creapemding grew 15% on a currency
neutral basis, driven primarily by investmentspords marketing, media and event spending arouan@#ijing Olympics and European
Championship and improved retail presentation.

Full year operating overhead grew 14% on a curremepral basis. Investments in retail infrastruetgrew at roughly twice the rate of
revenue from owned retail stores, accounting farlyeone-third of the growth in operating overhe@gerhead investments in the rapidly
growing affiliate and emerging market businesses altpaced revenue growth. While nonretail relategthead in both the U.S. and EMEA
showed leverage for the year.

Fiscal 2008 net interest income of $77 million 48 million higher than the prior year, as higherdls of invested cash were patrtially offset
by lower interest rates. Other expense for the year $8 million, as $61 million in gains from thedesof Starter and Bauer were more than
offset by foreign exchange hedge losses. Howekergdmbination of currency hedge losses and fal@tednslation of foreign currency
denominated profits from our international busiesssicreased the year-over-year pretax income Bg #iillion for the year.

Our effective tax rate for the year was 24.8%,maprovement of 7.4 points versus last year. This-gear-year improvement reflects greater
benefits from our rapidly growing businesses ow@ts$ite United States, as our tax rates for earrfings these operations are generally lower
than the U.S. statutory rates.

In addition, the full year effective tax rate wdfeated by the onetime benefit received in the fipgarter of fiscal 2008, as well as the tax
impact of the various non-recurring transactionimed on NIKEBiz.com. Excluding these items, th@malized tax rate for fiscal 2008
would have been about 28.7%.

As | indicated earlier, our objective is to useddlthe operational and financial levers of theibess to invest for the future and deliver value
for our shareholders. And that certainly includes strength of our balance sheet and cash flow.

For the year we generated $1.5 billion of free dash from operations, driven by operating profibgith, effective tax planning, and strong
working capital management. For the twelve montided May 2008, our return on invested capital iaseel 250 basis points to 24.5%. In
addition, we improved our cash conversion cycl®bgr three days, driven by strong management obets Receivable and Accounts
Payable. During the year we returned almost $1lidmito our shareholders in the form of divideradsl share repurchases.

In fiscal 2008 we also used our capital capacitgttengthen our existing businesses. On the rfetait we opened 53 net new factory stores
and 17 net new in-line doors, including two nevgflaip stores in Shanghai and Beijing. Investmengxisting retail stores such as the
Running Floor at New York NIKETown, the BootRoomNIKETown London, and conversion of Cole Haan staee also already beginni
to pay dividends.

Within our supply chain we're nearing completioroaf new state-of-the- art U.S. footwear distribntcenter in Memphis, and are preparing
to begin construction of a new distribution certesupport the explosive growth of our businesglima.

The most significant use of our capital resourcas the repositioning of our affiliate portfolio. Bg the year we divested the Bauer and
Starter businesses, generating about $249 milfiorebproceeds, and acquired Umbro for an investrme$576 million. Despite some
success in building the scale and profitabilityBafuer and Starter in recent years, we believeNH&E's human and financial capital would



far better deployed against Umbro's tremendous tirpatential.

Most importantly, the synergy between NIKE Footlzaltl Umbro positions us as a Company to best sieevglobal football consumer.
Umbro is a significant acquisition and we're takihg right steps to optimize the potential of bdtnbro and the NIKE brand in the sport of
football.

In fiscal 2009 we estimate that Umbro will be diketby about $0.10 a share as we invest in builtingoro's product and operational
capabilities and repositioning the UK market. Téaitl, we are very excited about the combined piatiesftthe NIKE and Umbro brands for
our football business in the UK and worldwide. Aaré confident that this transaction will delivardncial benefits to the Company in fairly
short order.

With that recap of our 2008 fiscal year performamheeme now give you some additional perspectiveasults across our operating units,
starting with the U.S. In fiscal 2008 our U.S. myperformed well under challenging conditionsfudisyear revenue grew 4% to $6.4 billion,
and pretax income grew 2% to $1.4 billion. Salelsath of our top 10 wholesale accounts grew, wheleenues at NIKE owned retail stores
grew 14%. Comp store sales in NIKE in-line locasigmew 3% and our investment in e-commerce deli/grewth of over 30% for the year.

For the year U.S. footwear revenues grew 6%, driyethe strong performance of sportswear and Bdandan, more than offsetting lower
sales of NIKE brand basketball.

As the market became more challenging, retailedscamsumers moved to quality, and NIKE and Jorddnagl market share. Overall, NIKE
and Jordan unit sales grew at a low single digé, naith the remainder of the sales growth drivgrathigher price per pair.

While our footwear business continued to perfortmearely well, results were more mixed for U.S. aphavhich grew 2% for the year. As
Charlie noted earlier, our performance productdioentinue to perform very well, but were partiafyset by weaker results from sportswear.

In our European region, which includes Europe Middle East and Africa, full year revenues grew 19%ith 11 points of growth from
favorable currency. On a currency neutral basiatlpevery country in the region posted higher safend footwear, apparel and equipment
each delivered year-on-year growth.

The emerging market countries of Central Europeldidéi East and Africa were up nearly 25% for therydaven by strong results in Russia,
Turkey and South Africa. For fiscal 2008 pretaxoime for Europe grew 22% to $1.3 billion, reflectogmgpss margin improvement, operating
overhead leverage and stronger European currencies.

The Asia-Pacific region reported revenue growtRes# for fiscal 2008, including 6 points of growtlth favorable currency. On a currency
neutral basis, every product type reported higbeemues for the year, and half the countries irrely@n reported double-digit sales growth.
Revenues for NIKE China grew more than 50% to @det billion, fueled by continued new store opesiagd our investments around the
Beijing Olympics. In Japan currency neutral revenige the full year grew at a low single digit raés growth accelerated to about 6% in the
fourth quarter.

For the fiscal year pretax income for the regioenmgB6% to $693 million, as revenue growth, highisg margins and overhead leverage
more than offset investments in demand creationGhida infrastructure. In the Americas region, dis2008 revenues grew 21%, pushing the
region over the $1 billion revenue mark for thetftime. Currency changes accounted for about mpoif revenue growth. On a currency
neutral basis growth was balanced across all ptdiohés and countries. For the year pretax inconeev@4% to $239 million, driven by

higher revenues, improved gross margins and ovdrleearage, more than offsetting investments inafedrcreation and infrastructure.

Revenues from the businesses reported as otherld%win fiscal 2008 bringing full year reported eewves to $2.6 billion. Excluding gains
the sale of Starter and Bauer, which were repaxiéiin the corporate segment, fiscal 2008 pretaoine for the other businesses grew 12%
to $336 million.

Converse continued to deliver outstanding revemaepaofitability as strong demand around the wadirove reported revenues up 29% to
$729 million, and wholesale equivalent sales ta @&billion worldwide. NIKE Golf also carded a®hyg year, as reported revenues grew
12% to $725 million. Revenues at Cole Haan incr@é&86 to $496 million, while sales at Hurley advath@d% to $171 million.

As Mark indicated earlier, for fiscal 2008, BaueddStarter together accounted for $237 millionesfenue and $6 million of pretax income
reported in the other business line. As noted eaidjains on the sale of these businesses wergedgas other income in the corporate
segment.

In March 2008 we completed the acquisition of Umlbtor our fiscal fourth quarter results for theetbegment included Umbro revenues of
$54 million, and a pretax loss of $21 million. Fizcal 2009 we anticipate that Umbro will replaceighly three-quarters of the revenue
contributed by Bauer and Starter, although as neselier, we expect Umbro will be dilutive to NIKEc. earnings in the near term.

Now that fiscal 2008 is in the books, it is timetétk about a new year. Although our financial feamork for fiscal 2009 will be broad|
consistent with the past, the y-over-year growth comparisons, particularly in the fggarter, will be adversely affected by the onetga@s



included in our fiscal 2008 results, as well asittodusion of a full year of results for Umbro. Rbie full year we anticipate these items will
reduce our earnings growth by about $0.36 per share

For the year we expect revenue to fall within @rgéted high single digit growth range, with modegirovement in gross margins driven by
the expansion of owned retail and a shift in mixdaod our higher margin regions.

We expect demand creation expense will grow somefaister than revenue due to first-half marketimgestments behind the Beijing
Olympics and the European Championship, as well@eased sports marketing costs, including Umtsptnsorship of the English FA.
Operating overhead should grow roughly in line wikienue, as our investments in owned retail antbidroffset leverage in core wholesale
functions.

We anticipate that interest income will fall inda 2009, reflecting the decline in short-term iat rates. Other income should also decline
since fiscal 2008 included gains on the sale ofStagter and Bauer businesses.

At this point we estimate that our fiscal 2009 efifee tax rate will be about 28.5%, essentiallyire with our fiscal 2008 rate adjusted for
onetime items. As noted above, this will creatéaiicant growth headwind in the first quarterfisfcal 2009 as we anniversary the onetime
tax benefit in the first quarter of fiscal 2008.

In summary, we're very pleased with the fiscal 2688ilts we delivered for our shareholders andntestments we made in our business.
And we're committed to continuing to do both agamfiscal 2009 and beyond.

Pamela Catlett: With that, we would like to takesfiions.
Operator: (OPERATOR INSTRUCTIONS). Bob Drbul, LemrBrothers.

Bob Drbul: The questions that | have are on the 8d&e around this quarter and | guess just looKmrgvard. | don't know if anyone could
address just the magnitude of the increase velnsusxpectation going into the fourth quarter imtiof the basis point increase or the dollar
number in terms of really what you experiencegolii can maybe elaborate on the breakdown of ticat@se a little bit more.

| guess looking forward into the first quartergmext year, can you just also maybe elaboratiie hit more in terms of you gave overhes
and demand creation, but just | guess the leviH®BG&A spend is a bit surprising. | am wondeiiingou could maybe address that a little
bit more in depth.

Don Blair: First of all, | think when you look ate fourth quarter of '08, the demand creation speamisomething that we certainly
anticipated from the very beginning of the yead are were talking about that at the very beginmifithe year. And | think Charlie actually
said on the last conference call that we felt yegdiod about the innovation platforms in Beijingy@bpics and where we stood with our
football business. So we actually made some counsalecisions to have some of our demand creatitheifourth quarter, largely by moving
some money out of earlier quarters.

We certainly had lots of visibility into the impaat some of the big events. We did make some couasdlecisions to move money from
earlier quarters into the fourth quarter on the aedncreation front. You also need to recognizewhtht the acquisition of Umbro, we picked
up some demand creation as part of their P&L, abhihs been part of the growth.

As far as the operating overhead numbers, that rumla little easier to look at on a full yearisaShere is always a lot of things that tens
move around from quarter to quarter. But as weesthlkbout, the real driver of what has been goingpaperating overhead is that we have
invested pretty heavily in retail, in excess of gaee of growth in revenue. And we believe that ggeat investment. As Charlie said, it is
driving great excitement in the marketplace, andaveeseeing terrific results. We just haven't yetght up through our infrastructure on the
retail side.

We are also putting a lot more money into our eingrgnarkets. Balancing that, if you look at oure@rholesale spending, we actually have
leveraged, particularly in the more developed miarkke EMEA and the U.S. Bottom line, fourth quartthere was a little more in there on
the demand creation side than we would have plaah#te very beginning of the year, but this wasanbig shock or a big surprise.

As far as the first quarter of next year, | thinkalve given you pretty good guidance on how thhkéty to flow. Particularly on the demand
creation front, you are going to see some frondlilogof spending again as we finish out the Beifdlgmpics and the European
Championship campaigns.

Bob Drbul: Just one more question would be on tif& Business could you just maybe give us an ugdhteight around, with the futures
number being flat and do you think we are nearttobofor the U.S. business? And when you look atdider book versus your expectations
over the next several months, can you just maybeuds that a little bit as well?

Charlie Denson: This is Charlie. | think the U.8simess right now, we feel actually very good abipwtith the exception of one thing, and
that is the sportswear apparel piece. When yok tlout where our futures are, our footwear futaresstill in good shape, our performai



apparel futures are in good shape. Where we haretbe biggest hit is around some of our sports\aesza.

And we have taken a conscious decision when we dbdke overall apparel portfolio around the wovleky much in the same way that we
have looked at the business in general over thiesyteat we're going to take a hard look at thac@iof the business in the U.S. And we are
going to --we have made some decisions to make a conscifiustefreset that business. More premium produetter brand position, takil

a look at distribution and differentiation. And that is really where the issue stands in that buSiness. The rest of the business is in pretty
good shape.

Operator: John Shanley, Susquehanna Financial.

John Shanley: Charlie, | wonder if you could giweadittle bit more insight in terms of the CEMEégion, futures seem to be trending in the
wrong direction. They were up 14% at the end et fijuarter, 13% at the end of second, 9 at theoetidrd. And just concluded fourth
quarter, they are up only 4%. Is there -- is tread likely to continue? And can you tell us whetiés across the board in terms of both
Western and Eastern Europe, or is there some regitre CEMEA region that is causing more diffigulor the brand and for the continent

a whole?

Charlie Denson: When you look at the overall fusunembers they have trended down a little bit. €ii€no mistake about that. In reference
to both the Eastern region and the Western regfi@niEast continues to be a solid growth platformufy and we feel great about both the
brand position and the continued successes overette- certainly, the near term, the next yeardar and a half there. As those economies
continue to emerge, we continue to build out oandrfootprint in those Central European countries.

When you get into the Western Europe, it is alitiit of a mixed bag. We had a pretty decent ye#neé UK. This last year we had to reset
that marketplace, and we made some decisions decofipears ago that have benefited us therenkteome of the major retailers there are
continuing to work through and reset their positidfe have seen a great new JJB format in the nakoet and we have seen some of the
other players, Sports Direct and JD continue tosdmn themselves. And so we feel good about that.

One of the best performing countries right nowusiis Germany. And we feel great about the progrestsve're making there, which has
always been a market in which we are under-peretiat France been a challenge for us, and ceytaighing the French National team is a
major investment into that country and into thasibass that we look forward to enjoying over thegler term as we take that over in the back
side of 2010.

We still believe Europe is a great growth marketue. Certainly it is long term. We're just -- veefooking at a little bit of weakness on the
futures numbers. | would say that football -- excowe, footwear is still a little bit stronger thapparel. And certainly the most important
sport, football was our largest growth categorytfar year.

John Shanley: Just turning to the U.S. for a minut8&. futures is obviously flat, but a big concetave is the profitability in the U.S. market
is down 10% quarter-over-quarter. Is that due gopfomotional environment and the overall athlegiail marketplace, or is it somewhat
isolated in terms of certain channels being mdificdlt to gain traction on for the NIKE brand thaerhaps other channels?

Don Blair: That doesn't have anything to do witbrpotional activity in the marketplace. Our margivere actually reasonably good in the
U.S., and so it is really the timing of spending. you know, we had a training launch in the fouytlarter. And we certainly, as you look at
how the dollar has phased in, it is really timirfigerpenses. We are not seeing erosion of margitigit).S. In fact, as you know, we have
taken some pretty targeted price increases. Waaeesistance to that coming from the consumer. Sideve feel really good about the
profitability in the U.S. business at this poiritid really just a timing issue.

John Shanley: Okay. Last question, Don, what ipthe for the number of outlet stores that the Camnypis envisioning for fiscal '09? Can
you share that with us

Don Blair; | wouldn't want to get into that levdlgranularity at this point. We are continuing tald outlet stores. We have a game plan in
terms of percentage of our outlet capacity or dosenut capacity that we want to go through our owthet stores, 70, 80% by market. And
we think that is appropriate from a brand and pabflity standpoint. But | wouldn't get into any reagranularity than that.

John Shanley: Is it a fair assessment for us toetfod an increase in the outlet stores, just basethe track record over the last couple of
years”

Don Blair: | think it has to do with the growth tife business. We're not in the business to seflymtathrough outlet stores and make that the
business model. What we are doing here is puttimgclmseouts through our own stores, and we thiakis the right profit equation.

Operator: James Duffy, Thomas Weisel Partners.

James Duffy: Don, looking out to '09 you mentiotieel dilutive contribution of Umbro. You have to arersary the tax benefit in the first
quarter. Inclusive of these factors, do you guyseexto be able to deliver to your mid teens egsgrowth objective, that long-term plan, or
are we in somewhat of an unique year hi



Don Blair: First of all, you know | don't give thkgvel of guidance, so | don't really intend tarstboing that right now. But what | did
articulate, both in my prepared remarks, and Iklifiyou go and you look on our website and lookh&t non-recurring items, our framework
for how we manage the investment in the busineddativering for the shareholders is pretty comsist

We do have a lot of unusual activity, and that isywve are giving you as much transparency as wsilglgsan on the website. | wouldn't say
anything beyond what | would say in a normal yesnehYou just need to make sure, and we're tnarut as much of that out there for
people, all of the noise that is going to be ingiistem based on '08 non- recurring items.

James Duffy: Very helpful.

Mark Parker: | will just say -- this is Mark that we have tremendous confidence in our findamecdel going forward, and we feel like we
again well-positioned to hit our 23:11 target thattalked to you about, about a year ago.

James Duffy: Very good. Then maybe this is bestatéd to Charlie. With regards to aligning the micidievelopment processes for footwear
and apparel, where are you in that? And what dosgauas the keys to jump starting the sportswdardfithe apparel business?

Charlie Denson: Actually it has been a major pathe efforts internally to get these lined up lsattwe can actually come to market in a
category fashion. We are able to do that now, butausly the product creation cycles hadn't matalgdlhe teams have made great prog
on that.

| think the other thing that, with regards to tipedswear thing, we still believe that is one of biggest single growth opportunities, as you
look out over the future landscape. And | think imgksure that we get these aligned with this categffense is something that we are
working hard at doing. And that will enable us tore to market with a very much differentiated paihtview, and something that really only
the NIKE brand can do.

But in the meantime, footwear continues to lead #ffort. And we will continue to lean on that faeiar team for doing that, while we get the
apparel piece fixed.

Operator: (OPERATOR INSTRUCTIONS). Kate McShandigtoup.

Kate McShane: We have heard that footwear manufastin general are taking prices up on their gp2009 lines about 10%. | know you
mentioned that NIKE was taking some selective pgcbut can we expect to see this across the béard ™ so, what are the expectations
these higher prices sticking if the environmenttoares to be difficult into spring '097?

Don Blair: | think the way we have approached thadbe past, and we are going to continue to @) thwe look at this on a model by
model basis, market by market. And we're makingetjadgments on the basis of what we believe thewner and retail impact of those
price changes is going to be.

We have not seen resistance to the price increesésve taken in the U.S. We have done some sadagtirk in Europe. And so what |
would say to you is we are very encouraged by thg we have approached this in the past, and thelheagconomic equations work, and we
don't see that necessarily changing going forward.

Mark Parker: We will continue to see a surgicalrapph, not an across the board approach to thatnt to add too, that we are also working
the other side of the equation here, again witHeéaa manufacturing, material consolidation efféotéry to keep our margins in line in this
environment. We're very bullish on what we haveeddiie mentioned 110 basis point improvement thés pear, and we're very confident
that we continue to see that positive trend cowrtihilrough this next year.

Kate McShane: That's great. Thank you. | did hearmentioned that Japan was up low single digitschvl think is the first time, correct r
if I'm wrong, that we have heard of a positive gifodvend in that region. What finally got that messs to start trending positively? And do
you think a low single digit growth rate is sustdife?

Don Blair; First of all, let me clarify the numberghe number for the year was low single digit. Mé®e actually been posting positive
numbers on a quarterly basis in Japan for some #meé actually in the fourth quarter our revenuesewp 6%. The year was up low single,
but fourth quarter was up 6%. We have actually ggeitive numbers in Japan, just not to the fuleleof potential we think is in that
marketplace. But let me handoff the rest of thestjoa to Charlie.

Charlie Denson: Japan as a marketplace is stiltlwaitewe believe has a great amount of long-temmmtir. But it has been a slow burn, so to
speak, with respect to the last year, year andfaWa feel very good about the work that we hagael both from a brand standpoint and
from managing the marketplace. We continue to sgedvement and better positioning, both from praducetail as well as growth at retail.

One of the other things we are excited about ikif@pat Japan as far as our own retail footprimtdAne of our biggest retail successes has
been the retail store that we have downed in Oselkere we have seen some great progress as wéllisging to be a very viable
marketplace for us certainly long term, and we wi@Kkpect to see it continue to grc



Kate McShane: | know the market has been beinderigdd by some price competition from some of yammpetitors. Is the margin
differential between Japan and the rest of youmass still higher as it was, or has that margima¢ign changed a little bit because of cha
in the marketplace?

Don Blair: Japan is a very profitable market for luhink -- our fundamental belief is you havebiaild the market from the bottom-up. You
don't build long-term, sustainable, profitable gtiowy discounting. And so what we have done iot-tg get the product right, the
distribution right, and it has been very profitafile us along the way.

Mark Parker: | think Japan is a great example efdfitegory focus really showing some -- gettingesaraiction. We were focused on running,
for example, and football, and some of those cpogts, so the product has gotten sharper. | thiskconsumers are voting in a positive way.
And as Charlie said, we are working in a much nutigeiplined way | think with the retailers to try better manage the marketplace. It is a
good response to, frankly, what | would call theibs

Operator: Robert Samuels, JPMorgan.

Robert Samuels: Just a quick question. You contiogain market share here in the U.S. My quessiphow much bigger do you think this
business can be and how much additional share adhyak you can gain?

Charlie Denson: Until we get to 100, we won't stiing. | think for the U.S. marketplace | beliethat it still has growth opportunity. When
you look at what we have talked about a lot beftitis,idea around going after both sides of theai@nd the access to the sports s
sportswear lifestyle consumer, which we have alwesda very large presence with, but it continoesxpand. And we continue to feel very
confident about our ability to continue to exparithvit.

So I'm still a very bullish -- perspective on theSUmarket over the long haul. And sports is atitenterpiece of the youth culture of America,
and | think it will continue to be in both the neard long-term future.

Then you continue to see some of the emerging pevitss The action sports footprint is somethingeveery excited about, and we have

some great growth and early successes in. If yiolt thout our success that we currently are engpirirthe sportswear/footwear side of the
business, and you translate that in to apparsfaits to add up into some very significant dolkmd opportunities. So I'm still a very bullish
long-term perspective on the U.S. marketplace.

Mark Parker: And we're very bullish again on outegary offense. We think that is going to actugliye us more traction in the U.S. market,
and put us in a position, | think, eventually talhe make a more significant impact in growing tharket in the U.S., not just gaining share.
And that is critical for us. We actually are quitallish about the opportunity here, despite somgh@feconomic challenges.

Robert Samuels: Thanks. Then just quickly on Chivith respect to the Olympics, would you expecsee any sort of slow down or let down
post the Olympics over there?

Charlie Denson: We have talked about this sevemas One of the things that we have really constjothought about as we have done our
Beijing preparation is really making sure that waydocused post Olympics calendar. I'm very exkébout some of the things that we have
coming in to -- both from a product and a commuticastandpoint, as well as continued added digtidn in China post Olympics. So we
don't plan on backing off at all. As we have sailien everybody else leaves Beijing to go home #fielOlympics, we're staying.

Pamela Catlett: Well, it is time for one more gigst
Operator: Omar Saad, Credit Suisse.

Omar Saad: A quick follow-up on the last questiartlte U.S. market and how it fits into the grankdesoe, if you will, for the global brand
growth. Do you look at -} think clearly to the extent there is growth ofpaity in the U.S., but it seems to me there amtain markets whic
have what | guess | would call much easier tailwjrahd where the markets are much more immatuévwelo the U.S. Do think about
resource allocation along those lines, that yagdieg to spend less to support the U.S. businedsraybe over-invest in some of the growth
markets. And if so, is that something that we stidlink about going forward as we look at the padtility line of the U.S. versus some of
more emerging, newer markets?

Charlie Denson: The U.S. continues to be one ohwest profitable entities, so | wouldn't discoum profitability of the U.S. business. We
don't see it having to be compromised -- that aagacontinuing to grow and expand it and competieinvit.

That being said, we are over-investing in soméefdther areas as well. When you think about whgbing on in China, Central Europe and
even some of the South American countries, we coatto be very aggressive in our positioning, aim a brand and a business standpoint.
So | don't see a drastic change from the workindgehthat we are presently working off of today.

Don Blair; | think, | would add to that is the U.®gion actually does a lot of this prioritizatittemselves. As | mentioned earlier, we saw
pretty good leverage on the core wholesale funstinrihe U.S. region because they are shiftinguess to some of the growth opportunit



that Charlie talked about, whether it be actionrspor retail development, sportswear. So the teé&on is making a lot of those resource
allocation decisions under the covers, if you v8ih we're going to continue to invest in growth are're going to continue to leverage the
things that we do everyday.

Mark Parker: We have seen some average selling pricease in the U.S., which is a good thing abslipa Performance is -- the response to
the performance product is quite strong. But | widag the first one to say that we are being, asrapgany, a lot more disciplined about wh
we invest versus the return.

We have a saying here that not all one percentsrasted equal. A 1% increase in the U.S. is anbigber. But that said, we're being very
conscious about where we spend versus the retsrDoh said, we're being much more surgical withan.S. region. And we think we can
optimize what growth potential there is throught #yaproach.

Omar Saad: A quick last question. You talk a laiwtlthe currency benefit, and given the weak dafiar lot of your other markets, can you
talk about the currency impact on the cost strggtand if part of the SG&A increase is coming fraweaker dollar as you spend in other
countries?

Don Blair; That is definitely true. As | talked altan my prepared remarks, | think the number wasrtentage points of our SG&A growth,
yes, came from currency chang

Certainly as we build infrastructure outside thetelh States in places like China, that translates more dollars when you translate it back
with an appreciating currency. But one thing atsbéar in mind is the revenues that are coming back those markets are more valuable as
well. Increasingly in markets like China we actydlhve -- we're getting pretty close to having tre hedge, given the size of the growth in
our Chinese business.

Omar Saad: Great. Thank you.
Pamela Catlett: Thanks everyone for joining us. Aaedwill look forward to speaking to you soon.

Operator: Thank you. Ladies and gentlemen, thiglcoles today's teleconference. You may disconnaat §nes at this time. Thank you for
your participation



