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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 20, 201
[
NIKE, Inc.
(Exact name of registrant as specified in cha
OREGON 1-10635 93-0584541
(State or other jurisdiction (Commission (IRS Employer
of incorporation’ File Number) Identification No.)

ONE BOWERMAN DRIVE

BEAVERTON, OR 9700:-6453
(Address of principal executive office (Zip Code)
Registrant’s telephone number, including area code: (503)67:-6453
NO CHANGE

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

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

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

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




Item 2.02 Results of Operations and Financial Contlbn

On December 20, 2011, NIKE, Inc. held a publicpgblEne call to discuss its financial results forfikeal quarter November 30, 2011. The
transcript of the conference call is furnished hétte 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 conferenceocaldbecember 20, 2011.
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Y 2012 Q2 Earnings Release Conference Call Transpti
December 20, 2011

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 Nikesali®012 seconduarter conference call. For those who need toerte today'
press release you will find it at http://investaikeinc.com.

Leading today's call is Kelley Hall, Vice Presid@méasury and Investor Relations. Before | turndhakover to Ms. Hall, let me remind you
that participants on this call will make forwardlong statements based on current expectationsthaseé statements are subject to certain
risks and uncertainties that could cause actualtse® differ materially.

These risks and uncertainties are detailed ingperts filed with the SEC, including Forms 8-K, KGnd 10-Q. Some forward-looking
statements concern future orders that are not sadhsindicative of changes in total revenuessigbsequent periods due to mix of Futures
and at-once orders, exchange rate fluctuationgram@hcellations and discounts, which may varyiggmtly from quarter to quarter.

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

Finally, participants may discuss non-GAAP finahameasures, including references to total wholesglévalent sales for 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 eajant sales are only intended to provide contexo &lse overall current market footprint of
the brands owned by NIKE, Inc., and should notdded upon as a financial measure of actual results

Participants may also make references to otherutdigpfinancial and statistical information as nG#AP financial measures. Discussion of
nonpublic financial and statistical information gorésentations of comparable GAAP measures anditatawe reconciliations can be found
at NIKE's website, http://investors.nikeinc.com/

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

Kelley Hall, Vice President, Treasury and InvestoiRelations: Thank you, operator. Hello, everyone, and thankfpoyoining us today to
discuss NIKE's second-quarter 2012 results. Asfezator indicated, participants on today's cay iiacuss non-GAAP financial measures.
You will find the appropriate reconciliations inropress release, which was issued about an houaradyat our new Web address,
http://investors.nikeinc.com.

Joining us on today's call will be NIKE, Inc. Pesint and CEO, Mark Parker, followed by Charlie emdresident of the NIKE Brand. And
finally you'll hear from our Chief Financial OfficeDon Blair, who will give you an in-depth reviesf our financial results.

Following their prepared remarks we will take youestions. We would like to allow as many of yoast questions as possible in our
allotted time, so we would appreciate you limityaur initial questions to two. In the event you éadditional questions that are not covered
by others, please feel free to requeue and wedwitbur best to come back to you. Thanks for yoly tth this.

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



Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks, Kelley, and Happy Holidays everybody. Wedosing the
calendar year with a very strong second-quartdopaance. And looking at our results you can se¢ MiKE, Inc. portfolio is a powerful
engine for growth.

NIKE, Inc. revenue for the quarter reached $5.[fdni] up 18%. Earnings per share grew 6% to $1. glotal NIKE Brand Futures gre
13%. Overall a remarkable performance in what coes to be a very volatile global economy thatyedo deliver a uniform recovery.

And looking ahead, economic and political uncettaare unlikely to abate in any meaningful wayhe short term, so risks and challenge
remain. But that said, we are well-positioned agburced to manage risk and continue to drive drgwing forward.

There are two things | want to touch on today tweainect our results from Q2 with where we are héad¢he back half of the year and
beyond. The first is confidence. We create and ceroialize innovation with a speed and quality urochatl by anyone in the industry. We
that because we are deeply connected to athletey.iispire us, they challenge us, and they helremste the products and experiences that
come to life in stores, online and in the most ingaot markets all around the world.

Athletes will always be our most important partnersd our brands will always be our strongest ag&siple seek out brands they can trust
and products that are relevant, especially in genasballenging economy. We have seven distinct agtu-énergy brands delivering on that
promise across categories, geographies, pricegaimt channels.

Our brands are a source of authentic emotionalexions, and they offer the power and flexibiligewled to create and convert growth to
value for our shareholders. So truly innovativeduas, experiences and brands run by the stronggsagement team in the industry, that
big part of why | see more opportunity now thanrewefore.

The second thing | want to touch on is focus. Régeve held a meeting of our top 250 NIKE leadewf around the world. We came
together to see and talk about what the futureshfidthe Company. And that meeting focused on hevare really drilling down to identify
and resource the most compelling growth opportesifor NIKE, Inc., what we call Edit to Amplify.

By being better editors we are able to be lasarded on what we are doing, who we are partneritig, &wnd where we are investing to reach
our full potential as a Company and as a lead#rignindustry.

| won't provide all the details, but I will tell yathat we have opened the door to truly game-cimgniginovation. And some of the most
powerful potential for innovation lies in the dgitechnology space. We are using digital to chawgeything about the product creation
process from the time it leaves the mind of thegies to when it gets into the hands of our consufieily breakthrough innovation that w
allow us to accelerate how we create and commeéreiakw products.

Social networking and digital communication is hefpus unify and expand the family of sport. Wedaever been closer to our consumers
as they continue to extend their reach and corsvamt more with each other, with their sports heesgbtheir favorite teams. And digital
technology is a powerful enabler of the huge opputies we have in our Direct-to-Consumer busirsassin working with our wholesale
partners.

It was an amazing leadership meeting that not shiywcased the ganafranging innovation to come, but dramatically eibibthe continue
benefits of key decisions and very focused investmee have made over the last five yeatie-going to the category offense and eleve
Apparel, investing in DTC and our wholesale padnand making the big commitment it takes to retiohize our product, our
manufacturing and our supply chain, creating eweatgr growth potential.

Confidence and focus are incredibly powerful and'segoing to see them come to life on the fidie, ¢ourts and tracks where global
sporting events unfold over the next 12 months. B6& Games, the NBA Finals, the Euro Champs, tmenser Olympics in London, the
NFL, these are the moments that inspire us, thaitvate us and allow us to share the world stagh thi¢ greatest athletes alive. They will
at their best, and | can assure you so will we.

Going forward we will continue to use the uniquevpeo of our portfolio to drive growth and managekyit be opportunistic and disciplined,
to connect with people locally and globally. In ghto bring inspiration and innovation to everflate in the world.

| am excited about our opportunities in the badk disthe fiscal year and beyond. We are confiderd,are focused, and we are hungry. And,
of course, you can expect us to act accordinglyth8oks everyone and now here is Charlie.

Charlie Denson, President, NIKE Brand:Thanks, Mark. Happy Holidays everybody. It was ey\good Q2 for the NIKE Brand. | think it
illustrates the three crucial elements of our glosttategy. You have heard me talk about them. & twt is innovative product, brand
strength, and premium distribution. And all threene to life through our category offense. Thatas/lwe continue to transform the
marketplace and that is how we deliver the kinduwhbers we are seeing today.

Let's take a look at our NIKE Brand results on astant currency basis. Global revenue was up 18#%gbobal Futures are up 13%. Every
geography except Japan grew its topline. And siausfseven key categories increased revenue. GurdHDTC revenue increased nearly
20%, propelled by positive comp store growth inhbfatctory and in-line locations, as well as higbeline sales.

As we have said many times, NIKE is a growth comnypand we see a lot of opportunity to grow by fangson these three key areas | have
mentionec-- product, brand and distributio



For product, let's turn to Basketball. We have bmetty busy here. We released the LeBron 9, tise Basketball shoe to combine Flywire
and Hyperfuse technologies.

Kevin Durant got his fourth signature shoe, whiehttires a new Adaptive Fit system and is featureadii Basketball Never Stops campaign.

In the Jordan Brand we launched three game-charstiogs with three of the game's most explosiveeptay Dwyane Wade, Carmelo
Anthony, and the newest LA Clipper, Chris Paul. Anhe day after tomorrow we're releasing the KolSyStem Supreme. It allows players to
switch out inserts to match their styles of play.

That is the kind of innovation that proves Baskitivaver stops. It also increased our Basketleanue double-digits for the quarter. We are
all happy to see the NBA start up again with fiveag games on Christmas Day. But that is the pesbeginning. Along with that we are
looking forward to March Madness, the NBA Finalsdahen on to the Olympics in London. We are afftbet of another great run of
momentum in Basketball around the world. That &agfor fans. It is great for the game, and of seyit is great for NIKE.

For brand strength let's turn to Running. It hasnb& great quarter. In fact, it has been a great Wy favorite running story of the quarter
to be the event we did in Seoul, South Korea,yaweith incredible energy and a growing influenceyouth culture.

We sponsored a 10k there as part of our “We Runipzagn that takes place in 16 cities throughoutimerging Markets geography. It is
sold out with more than 30,000 people in just twars.

And we continue to have similar turnouts aroundvtioeld -- 10,000 runners in Singapore, 12,000 iral&l_umpur, 15,000 in Buenos Aires,
and 23,000 in Guadalajara and Mexico City. Andhttieere was the Chicago Marathon, 45,000 runntng svents, product expos, training
runs, and it all came together online through NKHt was our most digital marathon ever.

We haven't seen this much energy around Runnirog $he first boom happened back in the '70s. We wethe middle of that one and we
are in the middle of this one as well. Our respitsve it, with Running up strong double-digits agai Q2.

And the third part of our brand growth strategyuses on transforming the marketplace. We contioweork with our wholesale partners to
elevate the experience our consumers have withmund and our products.

That Brand Jordan launch | mentioned was a bigadldlye Footlocker House of Hoops in Miami. And duywant to learn about our new
Hyperwarm Apparel technology, a great place tosgaur Dick's Field House concept -- tremendous dppdy ahead with our wholesale
partners.

On the DTC side there are two great examples | watatlk about. First, the new Brand Experienceestee opened right here in Portland. It
replaces the very first NikeTown we opened backdfl. That first NikeTown was a quantum leap fodvar our entire industry. It
expanded access to our brand and unlocked inceegibivth in NIKE Apparel.

In our current generation of stores we are doirgéin, this time unlocking the power of the catggifense to expand capacity in the
marketplace. We get better with each new opening.

That brings me to my second example, our newesB\BKand Experience store in Asia. It's located inhah, China, which also happens to
be the hometown of Li Na. She is the defending EmeBpen champion and a national hero, who was nd fa the opening of the store.

The store is an important and impressive examploaf we are expanding and differentiating the NIBiand throughout the entire China
marketplace. Through our DTC business we continighbwcase how we serve the athlete in every aspéueir lives -- how they compete,
train and express themselves. We call this Am@ibprt, and it is a powerful 24/7 relationship tvatare leveraging in our Brand Experience
stores, our Category stores and with our key wiaddegartners.

We saw that in our results for the Thanksgiving kvieere in North America. Both our in-line and fagtstores delivered double-digit comp
store gain, and we had our biggest day ever onllifeare seeing tremendous traction in our effartsansform the marketplace. And we feel
we are just getting warmed up as we look at atiofglobal opportunities.

This relentless focus on innovating across produreind and distribution is the core of our growttldeveloped and developing markets. N
America continues to outperform with revenues ugp2®e haven't even launched the NFL product yeé¥ Btowth is a big number in any
market. And given the size of our existing footpgome may wonder how we are able to do this.litlages that our category strategies are
delivering results.

North America is where the category offense wadaye first, where it is most fully developed antese it has biggest sh-term payoff. It
is where we have the most developed retail mar&egplvith our own stores, with our wholesale pagmard online.

It is where we have the longest and deepest raktiips with consumers. It is the model that werage all over the world. If you want to see
the benefits of transforming the marketplace teedgrowth around the world take a closer look atthNdmerica.

Let's look at China, which continues to post vergreg numbers. Revenue in China grew 28% for thetgu Footwear is up 27%, and
Apparel is even higher, up 34% on the quarter airt penefiting from changes in shipment timing canel to last year.



When | look at our China business | see a coupthinfjs at work. First, we continue to build brdagalty within young consumers. And,
second, we are leveraging the category offenseinig khe most relevant products and services tartheketplace. The consumers are
responding.

Going forward the big growth opportunity in Chirsabiased on our ability to connect directly with ggiconsumers there. And we're
continuing to work hard at it. The passion for $p®building in China and NIKE is at the centetitof

We are also working the levers in Western Eurogeclvremains a very challenging economic envirorimgat we believe that our
commitment to innovation and premium brand positiglhinspire consumers and set us up for the leergq growth.

We are using what we know about the significantefiesof transforming a marketplace through thegaty offense to continue to elevate
NIKE Brand positioning in Western Europe. And weeat to reap those benefits over time as the catagffense takes hold throughout tl

geography.

And, as Mark said, it is going to be an amazing yeaports, especially in Europe, where two ofiiest important events of the year will
play out -- the Summer Olympics and the Europeaan@ionship. | think we're going to see an amazppugtite for performance and a
tremendous energy around the culture of sport. iBhgwod for the NIKE Brand, both on the groundeirope and around the world.

We are truly excited about what is in store for brand and our business globally. Demand contitwuésild, as evidenced by our Futures
numbers. At the same time, we continue to see ress gross margins from input cost inflation, ethimpacts our overall profitability. As
you know, we took more meaningful price increasesur Spring and Summer lines, which are refleatetie Futures orders that we i
reporting today.

The combination of our deep pipeline of innovagweducts, strong demand, and the power of the NBiKd&hd continue to give us confidence
in our ability to take pricing actions in the futuiwWhile the consumer will ultimately decide, wdidee our pricing strategy creates the right
price/value equation for our products at all ppoénts in every market.

And as we talked about on the last call, the higigut costs that are putting pressure on our greagjins are also showing up in our
inventory growth in a significant way for this qter In addition, we did see growth in unit invengs, but absolutely unit levels have
plateaued. We remain laser focused on managingiometo keep the marketplace clean and suppofitginte growth.

Don will walk you through the detail on inventorgogvth in a minute, but overall | feel good about mwentories and where they are heac

So looking forward | am confident in what we arenging to the consumers. And with a full sportsecalar and some very exciting product
launches, including a few surprises coming your iy Spring and Summer, | like where we are, agtteb yet, | like where we are headed.

So thanks everybody. Have a Happy Holiday, and iseR®n.

Don Blair, VP & Chief Financial Officer: Thanks, Charlie, and Happy Holidays everyone. hastter | outlined three key themes that d
our financial results and our outlook -- stronglitog momentum, fueled by our category offense d&edquality of our innovation agenda; the
power of our portfolio that allows us to managd asd outperform in a volatile macro environmenmnil aur focus on delivering both near-
term performance and long-term shareholder value.

Those themes were again reflected in our secondeguasults. As Charlie and Mark spoke to eartiee, category offense and our innovation
capabilities enable us to deliver highly differamgid product, deep brand connections, and comgetitail experiences to consumers around
the world.

Those capabilities are driving incredible toplinementum, and will also enable us to continue tovdeh strong price/value equation to
consumers even as higher prices hit the market.

The second theme is the power of our portfoliorteedgrowth and manage risk. In Q2 revenue growttekerated in our largest businesses,
the NIKE Brand and Converse. And that was acrodfipteicategories and in both developed and devetpmarkets.

The breadth and diversification of the NIKE, Inortfolio, combined with our strong balance sheatgquely positions us to effectively
manage through the ongoing economic uncertaintyhifisbecome the new normal. While no company oarptetely eliminate risk, our
ability to leverage our portfolio of brands, gequees, categories and operational capabilitiessgisseconfidence that we can continue to
deliver on our goals.

The third theme is our ongoing commitment to delivg long-term shareholder value and near-termliesiis our Q2 results show, we
continue to see significant pressure on gross mafgdm input cost increases. We are also faciogeasingly significant FX headwinds. We
will manage the levers of our profit equation tdigdte risk and deliver neaerm profitability. That said, we will also inveistour business
deliver sustainable growth and long-term valuediar shareholders.

So with that context, let me now turn to our Q2itss Reported revenue for NIKE, Inc. increased 18p616% on a currency-neutral basis.
The revenue increase was driven by robust growtthfaNIKE Brand and Converse.

NIKE Brand constant currency revenue grew the 1&%%en by higher revenues in nearly every geograpiy category. Curren-neutral
revenues for other businesses grew 5%, driven hple-digit growth at Converse



NIKE Brand Futures orders for December through X302 grew 13% on both a reported and curr-neutral basis. Futures increased at a
double digit rate for all categories except Spoeamand Action Sports, which grew at a mid-singtgtdate. Unit orders increased 7%, while
average price per unit added 6 points of growtle, @ostly to price increases that take effect ferSpring and Summer seasons.

On the strength of our Q2 results and our forwadkks we are raising our full-year revenue expesiatto mid-teens growth.

Second-quarter diluted EPS grew 6% to $1 as strevenue growth, SG&A leverage and the benefitslofwer share count were partially
offset by a decline in gross margin.

Gross margin for Q2 was down 260 basis points eeest year, driven primarily by higher producttsodhis downside was partially offset
by strong growth in our Direct-to-Consumer businessderate price increases for our Fall and Holislzasons, and the benefits of our
ongoing product cost reduction initiatives.

As we have discussed on prior calls, there is @&osihine month time lag between changes in inpstscand higher cost of goods sold reported
on our P&L. As a result, the Holiday 2011 and Sgr2®12 seasons reflect the peak materials costawesarlier this calendar year. As we
move into the Summer and Fall 2012 seasons, wecerpe cost of goods sold to reflect the lower miate costs we have seen more recel

In addition, while there are some higher pricesffect for Fall and Holiday, the planned pricindiass we have taken for the Spring and
Summer 2012 seasons are more significant.

We continue to expect the rate of gross marginiketd narrow over the balance of this fiscal y@&art given our Q2 results and current
exchange rates we now believe we will see a leg®&basis points of gross margin erosion for thefistal year.

As we anticipated, inventory levels plateaued invip@le the rate of inventory growth improved sedisdly from last quarter. The dollar
value of NIKE, Inc. inventories increased 35% verkast year, driven by 39% growth for the NIKE BilaAbout 20 percentage points of the
increase for NIKE Brand inventories was driven lyhler unit inventories, a significant decelerati@nsus the 34% growth we reported in

Q1.

Now, as then, the unit increase versus last yegdsively low levels was driven by strong demand angoing improvement in facto
deliveries. The remaining 19 percentage pointsegmtory growth for NIKE, Inc. and NIKE Brand --@&se me -- were the result of higher
costs per unit primarily due to input costs infhati

Overall we are comfortable with current inventogyels and trends. That said, we will continue tamagge our inventories carefully to support
market demand and manage risk. We continue to éxpentory balances to remain stable over the neimg.quarters of the fiscal year, wi
the rate of inventory growth declining sequentiahd coming more into line with revenue growth by. Q

Although working capital levels have risen from sunally low levels last year, our trailing 12-mométurn on invested capital increased to
22.6%, up 1.4 points versus the prior year. An@thwe generated $360 million of free cash flow fropgrations. As our inventory balances
stabilize, we expect to generate more normal leveleee cash flow from operations in the seconll dfethe fiscal year.

So now let's take a look at our performance by ssgniNorth America again delivered tremendous tepfierformance in Q2, driven by
strong growth across nearly every dimension obiliness. Constant currency revenues rose 21%dfbgldouble-digit growth in every
category except Action Sport, which declined midgé digits.

Footwear revenues grew 20%, while Apparel grew 283atinuing to benefit from our focus on transfangthe marketplace along category
lines. Our Direct-to-Consumer business grew 17%n@soved store productivity drove a 14% increasedmp store sales. And online sales
grew 16%.

On a reported basis revenues for North America @&¥%, and EBIT grew 17% as robust revenue gromthSB&A leverage were partially
offset by lower gross margins.

In Western Europe Q2 revenue increased 2% on armymeutral basis as growth in Running, Foothdbbmen's Training and Basketball
were partially offset by lower Sportswear revenu®@s.a territory basis double-digit growth in our 8@erritory -- Austria, Germany and
Switzerland -- was partially offset by declinemarly every other territory.

On a reported basis revenues for Western Europe g¥&, but EBIT declined 35% due mostly to lowerggronargins. Unfavorable FX rates
and higher product costs more than offset upsiaes Direct-to-Consumer and higher prices to drhegross margin decline.

In Central and Eastern Europe Q2 revenue grew 1®%aurrency-neutral basis, driven by higher reesracross all categories, led by
double-digit growth in Running, Football and Mearsl Women's Training. On a territory basis doulijgtdrowth in Russia and Turkey
more than offset lower revenues in Southern andr@eBuropean markets, such as Greece and Poland.

On a reported basis revenues for CEE grew 17%EBUE was down 31%, driven primarily by lower grasargins which were adversely
impacted by both higher product cost and highezalists.

In China growth accelerated in Q2 as currency attevenues grew 28%, reflecting growth acrossatkgories and territories. Footwear
continues to perform very well as revenues adva@éd for the quarter. Apparel revenues grew 34%2rdue in part to a shift in timir



from Q2 to Q3 last year. Excluding these changém&Apparel would have grown about 20% in Q2.

While we have made progress with Apparel in Chimapelieve significant opportunities remain to fiosi this business for profitable grov
going forward.

Reported revenues for China grew 35% and EBIT asw@d 26% as higher revenues and SG&A leveragepagtially offset by lower gross
margins. Gross margins were lower in Q2 as a restiigher input costs and discounts to clear shoawing Apparel inventories, more than
offsetting the benefit of higher prices.

Japan continued to deliver mixed results as cuyra@eatral revenues fell 7% in Q2, reflecting Holidautures orders taken in the weeks
immediately following the natural disaster in Marbtihile revenues declined for most key categofes)ning was a bright spot, delivering
double-digit growth for the quarter.

Reported revenues for Japan increased 3%, but B&lined 3% as higher revenue and improved grosginsawere offset by SG&A
deleverage.

Our Emerging Markets geography continues to drikeng growth as Q2 revenues grew 26% on both arteghand currency-neutral basis.
Every category and territory posted higher revenwith Brazil, Argentina, Mexico and Korea drivitige largest share of the growth. EBIT
for the Emerging Markets increased 27% driven lvgneie growth and SG&A leverage, which more thaeedffower gross margins.

Second-quarter revenue for our Other Businessesadsed 5% on both a reported and currency-neuasds bas revenue declines in four of
these businesses were offset by a more than 20%ase in revenues at Converse. EBIT for the Othsirigsses decreased 3%, driven by
lower gross margins and SG&A deleverage.

With the first half of the fiscal year in the bogksd Spring 2012 Futures in hand, the outlookHerfiscal year has changed somewhat. We
now believe revenue growth for the year will beh@gthan we had previously expected, reflecting@2iresults and the broad-based
momentum in our businesses.

At the same time, gross margin for the year wiiély be lower than we previously expected, drivgrQ2 results and the ongoing impact of
weaker international currencies. In addition, thasgency variances will reduce the reported U3adokvenues, expenses and profit from
international businesses.

Note that our estimate of these translation effeatsbeen included in the guidance we are givingtgday. Specifically, we now expect r-
teens revenue growth for the full year, reflectiegond-half revenue growth slightly above the ohteutures growth we reported today.

For gross margin we expect the cost headwindgdiloat our results in the first half of the fiscalay will continue to have an impact over the
remaining quarters. And we expect FX pressurestemsify.

We do anticipate the planned price increases Siring and Summer 2012 seasons will provide grénefit to gross margin in the
second half, partially offsetting cost and FX ptess. As a result, we now expect fyélar gross margin will be down at least 160 basistp,
with Q3 down about 150 basis points and Q4 downugb0 basis points.

Over time we believe the combination of higher @siand easing materials costs will bring our gneasgins back to year-over-year growth.
We continue to expect SG&A leverage for the yedhygrowth in the low- to mid-teens, reflecting makns growth for both Q3 and Q4.
Although we expect the demand creation investmzhetweighted to Q4 in support of the Euro Chamnmasthe London Olympics, this will
be balanced by operating overhead growth weiglut&i3t

We continue to expect the effective tax rate ferfikl year to be about 24.5%, reflecting the bérwdfa lower tax rate on our international
operations. However, we expect the rate for Q3 vélabout 1 point higher due to the forecastechtinoif income by operating unit for the
balance of the year.

As we look back on the first half of the fiscal yeae feel great about the strength of our busiresd our ability to deliver exceptional res
despite ongoing global economic volatility.

Looking ahead, we recognize the need to contineféatively manage risk while investing in theuté to drive growth. We are confident
have the brand strength, innovation pipeline aretatpnal discipline to manage all of the levegquiged to deliver sustainable, profitable
growth for our shareholders.

Now we are ready to take your questic

QUESTION AND ANSWER SECTION

Operator : (Operator Instructions). Kate McShane, Citi InvestinResearct



<Q - Kate McShane>:Don, | was wondering with regards to the guidamad you gave for gross margin pressure for theafetbte year, can
you further breakout how much is coming from FXga@re”:

<A - Don Blair>: | don't want to try to give you a reconciliatiorutlwhat | would say is there is really about foamponents that | would
call out. One is certainly FX is going to be mohalkenging and that is a big factor.

A second element is that in the second quartermpecated to see an improvement in discounts. Itadlgtwas about flat versus last year, so
we are expecting that we're going to see that toemtinue.

And we are also seeing a very significant stremythur North America business and a little bit werafesults out of our international
businesses. And that actually has a bit of a mift &hthe downside on gross margin. So those eaélyr the key factors driving the balance of
the year.

<Q — Kate McShane>: Great, thank you. Then my second question isa@mverse. | think the Converse China license coraek mto the
fold in January, | believe.

<A — Don Blair>: That is right.

<Q - Kate McShane>: | was wondering if you're able to give us anyther detail on what some of your plans are fortttend over the ne:
12 months?

<A — Mark Parker>: Well, we have a great opportunity in China with @erse, certainly positioned from a brand standpiaiat very
different way than the NIKE Brand is. So we arekiog at growth for both there, of course. And we seeing some good, steady healthy
growth of Footwear in Converse for China, and dse bboking to build a stronger base in Apparehad.

So we expect that the brand connection with thesworr in China is going to continue to get stroraget stronger for Converse. And that we
have seen upgrades happening on a steady, coh&iats in our retail presentation, so the outlfmskConverse in China is actually quite
bullish. And we feel good about, again, the relapositioning of Converse versus NIKE, so it igal complementary situation between tr
two brands.

<A — Don Blair>: The other thing | would point out is we did takeeothe UK market for Converse on January 1 ofyber, 2011, and we
have seen a really significant acceleration inbihginess results in the UK. So we feel very comfidie this model of taking these markets
direct and our ability to grow the business onttigeline and the bottom line.

<Q — Kate McShane>:; Thanks very much.
Operator : Bob Drbul, Barclays Capital.

<Q - Bob Drbul>: Just a couple questions really. On the first onethe China business the Apparel definitely seddpack. Can you just
maybe give us a little bit of commentary around tyaw feel about the marketplace, the inventoryleirethe marketplace, your market sk
position?

And within China, | think, you called out a shiprbéiming, was that a year-over-year timing shipmamnis that Q2 2012 impacting Q3 2012?

<A - Don Blair>: | will answer the second part. It is a year-oveatyiming. It is not a change in timing this yeiaiis a change in timing last
year that is affecting the percentage comparis

<A — Charlie Denson>: This is Charlie. | think when we look at the Chinusiness right now we are still obviously verilisln on China.
And we feel great about the brand, where it ibath from a positioning standpoint, how it competéth the global competitors as well as
local competition.

I think as you look at -we look at a lot of different things when we arimking about the future there. One is sports pigidition, two is bran
strength, and then three is making sure we haveagheproduct at the right time and being locajevant.

I would say right now all three of those things feel pretty good about. | think that when you laikhe opportunities over the next 12 to 18
months, China still represents a great growth dimrys and a great piece of our growth strategy.

The one area where | would say that we have taragmto get better is on the Apparel side. We hgtkeat quarter in Apparel. There is
certainly a great appetite for Nike Apparel in @lgina marketplace, but as you know, China representuch more balanced weighting
between Footwear and Apparel. We are taking adgarghthe opportunity; there is still more workhi®e done.

<Q — Bob Drbul>: Great. And then my follow-up question would betla Futures orders were there any trends, angnegiwith the first
half of the period versus the second half of th@ogethat are worth noting, Don?

<A — Don Blair>: The Futures orders are little more back-end wedtitan they are in the front-end. But anticipatpogr question, we did
not see a significant slowdown in unit sales groaxthr the course of the window. So this is reldyivegher percentage growth in revenue
projections for the back half of the window becaafkthe price increases, but we didn't see a s@amif change in the unit velocity over 1



window.
<Q - Bob Drbul>: Thank you very much. Happy Holiday.
Operator: Robbie Ohmes, Bank of America Merrill Lynch.

<Q — Robbie Ohmes>Two quick questions. One, could you talk a littlermabout Western Europe and what it feels likgoto guys as you
head into 2012? Some other people that operate tizsre indicated little bits of issues with theicklogs. Clearly you guys haven't seen
anything like that yet.

And maybe help us think through that versus theliigahings going on next year, the Olympics andoBDup, and maybe help us think ak
that.

And then after you guys elaborate on that for lus,second question would just be on the DTC mometiat you guys saw, can you
comment on how that momentum breaks out full-liteees versus outlets, particularly in the US, et global on that would be great also?
Thanks.

<A — Charlie Denson>:This is Charlie. Western Europe, | think -- | mea@rtainly one of the more challenging geograpfoesis right now
when you look at the numbers. The uncertainty thally reigns supreme across the entire contirsecihallenging, | think, for everybody, and
we are no different in that regard.

One of the things | feel really good about is dbiliy to manage through this time of uncertainhdanstability. We continue to keep a pretty
sharp focus on inventories.

The pressure that we are getting from FX, obviguslgignificant. It really bore a large part oétimpact on their gross margin performance
for the quarter. And so where that goes in therfutemains to be seen.

But from a consumer standpoint and a brand pogitipstandpoint we feel very good about where wear&he brand is healthy. The thing |
am most pleased with right now in Europe is oufd?arance product is performing extremely well. Where have an opportunity to get
more marketshare is really more on the Sportswidar both Footwear and Apparel.

So we are still very, very bullish on Europe loagt, but the level of uncertainty short term isvimg to be somewhat challenging. But |
think as | look across the landscape | don't thivekt we are out of any rate by any means and wod gosition for the long haul.

<A — Don Blair>: As far as the DTC is concerned, let's just focudlorth America for the moment. We actually had istrer growth out of
the in-line stores. Both of them were up on the gdrasis, but slightly stronger growth of the irelistores. And as we said earlier on the call,
strong growth out of digital as well.

<Q — Robbie Ohmes>Terrific, thanks very much.
Operator: Sam Poser, Sterne Agee.

<Q — Sam Poser >Thank you for taking my question. Happy Holidaysstlcould you walk through the inventory in a ditthore detalil
regarding the cost increases? And the commentay that completely on the NIKE Brand?

<A — Don Blair>: So breaking this down, NIKE, Inc. was up 35%. Twat 39% up on the NIKE Brand side. So that is trerwhelming
majority of both the inventory and it obviously sieothe growth. So that 39% growth on the NIKE Braitk, 20 points of the growth was
increase in units. And that compared to 34% in@&asinits in Q1. So we are definitely seeing e of growth of units come down. And
are actually -- in absolute quantities it is plaieg, as we expected it would.

So that is the majority of the growth, about 20nt®i The remaining 19 points of growth is largele do increased cost per unit. And as you
know, that is pretty much the input cost increagediave seen -- labor and materials.

<Q - Sam Poser >And would you say also that those -- that thosésceave peaked as well here, or do we expect ttuxts to continue to
increase until we get to the end of the year, drpsetty much peaked out right now with thesecimories that you have?

<A — Don Blair>: No, I think --1 don't think it is going up, but we don't expedioi start coming down really more towards the vemy of thit
year and really more into the Fall season. Whetook at the key materials, what we are seeing taslélye prices as they were in the Spi
of 2011, and that was really the peak. So we aityreot going to start to see this come down umélget in more towards the very tail enc
Summer and Fall of 2012.

<A — Mark Parker>: | would just add that we are seeing some stahitinaif material. The labor costs continue to aaetée so they are
starting to offset each other a little bit.

<Q - Sam Poser >Thank you. And then it just lastly, Western Eurape, Futures numbers there are you seeing much acoederation in
the back half relative to other given the events?

<A - Don Blair>: | don't think you're really seeing the impact of #wvents yet. This is early for us to start totkee We have got tr



European Championship should come at the vergtailof the fiscal year and then the Olympics amgellg going to be in fiscal 2013, so you
really don't have those in this Futures windows yet

<Q - Sam Poser >Thank you very much, and continued success.
Operator : Michelle Tan, Goldman Sachs.

<Q — Michelle Tan>:1 was just curious on the gross margin, agaimtnsled like the piece where things came in worae yfou thought we
primarily on the discounting and the improvemeiat you had expected to see but didn't come thraugte quarter. Is that true of the
balance of the year and where you are seeing gneessure than you expected?

<A — Don Blair>: You are correct that that is a key driver for thuder, that we expected discounts to get a ligtliger, they didn't. And for
the balance of the year we do expect a continuatidinat. But in addition, as | said earlier, weahre seeing more FX pressure in the back
half than we expected 90 days ago. And also mueatgr strengths in North America and somewhat wealseilts in Western Europe
primarily. So is really those three factors tha driving the balance of the year change in outlook

<Q - Michelle Tan>: | guess when you look at the improvement in diste that you expected to see that you're no loogenting on for

the next several quarters, is that something wiawenvould expect to still see that over time sd than opportunity that you see in 2013? Or
| guess, what is driving the change in the improsetin discounts, is it specific to a region, ispecific to the inventory levels that you have
today, what is the root cause?

<A — Don Blair>: It is a combination of, first of all, we are alwapscontinuous improvement mode and we are comignto make sure that
our discount structures are focused on driving ginow

And then the second element, as you point out,re&e@ving through some inventory in a couple ofiads. And | think Charlie mentioned
and | also mentioned around the Chinese Appargtsin.

So one of the things that | think we have a loramding track record on is that we really want tefkeur inventories lean, and we want to
keep a pull market in place. And when we think wedto move the inventory, we will.

<Q - Michelle Tan>: Perfect, that is helpful. And then, finally, justy color you can give us on the NFL license, koow, when we shou
start to see it show up in the order trends? Aed #ny kind of color on plans for the business,tvghauld we look to see in the market?

<A - Don Blair>: Well, we take that over the first part of April, gou will see some initial product go into the netface in April. It is not
the high season, to say the least where we ase gtu really won't see a big material impact umélget into the Fall season.

But that being said, | am very excited about taahth. And I think if you have talked to any of oetail partners who have seen the product
already, they would echo those sentiments.

<A — Mark Parker>: I'm going to add, because I'm equally excited, thigtis going to be, | think, a new chapter fag FL and NIKE. The
level of performance and innovation here are axgiéverybody here around the Company, and thdeetdhat we have shown the produc
already. So it is very exciting.

<Q - Michelle Tan>: Thanks. Happy Holidays, guys.

Operator : Michael Binetti, UBS.

<Q - Michael Binetti >: Happy Holidays. Congrats on a great quarter.adugtick couple of modeling questions for you. | sorry if |
missed it, did you give a third-quarter revenuedgur us?

<A - Don Blair>;: The guidance for both the third and the fourthrtgr is the same, which is slightly above the Fagigrowth that we
reported today.

<Q - Michael Binetti >: Okay, thanks for that. And then thd just want to make sure we are setting the bargpiately for folks listenin
here. As far as the price increases that are coapraye the -- are those completely reflected énRhitures orders at this point? Or in other
words, is there another incremental bump-up to coext quarter, just so we have expectations cdyrémt how that will affect Futures
windows going forward?

<A - Don Blair>: So the Futures numbers we just reported today gasaid, there was about a 7 percentage point iselieaunits and about
a 6 percentage point increase in value per unis Fatures window includes December and Januarichwhill have some Holiday therefore
in the window. So when you get to the next Futuveslow it is going to be Spring and Summer, andefare, you'll be reflective of the full

impact of the price increases for Spring and Summer

So | would expect to see -- just the mix of monthvelved here, we have got some of Holiday and sofrf&pring here, whereas the next one
is going to be Spring and Summer, so it should litl@higher.

<Q - Michael Binetti >; Okay, that is actually really helpful. And thersi, | guess, on the comment, | know you're gethiegt to death o



gross margins here, so | apologize. But on the cemtrabout discounting being a little more stickgrttyou thought previously -- and | know
you gave little detail there, but we have got higiiscounts that | guess are surprising you guitiebit heading into price increase

And I'm just kind of -- | would like to be able gt a little bit more of what makes you confideeading into price increases that the
discounting won't surprise you on the upside klttt going forward. Is there anything you can tisl that gives you more confidence that the
price increases won't need to be discounted ahaddraevel, just considering that was one of thmments today? Thanks.

<A — Don Blair>:  Well, I think, first of all there is -- | draw@istinction between the two separate pieces. Tlstin around the pricing
really has to do with the consumer response. Andleabave said before, we think we are in the bessiple position to be taking price
increases at this particular point, given the gftieof the brand and the innovation pipeline.

So we think we are in terrific shape. We do mareaggtmeasure with our wholesale partners sell-throegy carefully, so we are going to be
watching this. But we feel we are the best posgiblstion.

With respect to what drives the level of discownrisa shorter-term basis that is really more ofstiggply chain around things like delivery
timing and overall inventory levels. And as we seddlier on the call, we are seeing great improvenmeon-time performance coming out of
our factories. Our air freight is down. So as watsio see our supply-chain smooth out, | thinkr@vgbing to also see that those discount
levels can be managed down.

<Q - Michael Binetti >: Okay, thanks for the clarification. Happy Holidaguys.
Operator: Omar Saad, I1SI Group.

<Q - Omar Saad >: | wanted to -- and | apologize, but | but | wahte follow up with another question on gross margfilooks like this is
your first sub 43% kind of gross margin quartesixor seven year:

On the one hand, you are seeing this kind of orgggmoss margin pressure on your business, mayilteealt more than you expected. But
the other hand, | hear you guys talk, and we sieetlite marketplace, the innovation that is in plabe impact of your category offense, you
know, the Running, the Basketball innovations aratipct line you have been talking about early endall.

Help me balance out those two dynamics and filthgt disconnect, because it sounds to me likerth@viation has never been stronger and
the product lines have never been stronger. Bun@eseeing more gross margin pressure than we weeldimagine for such a great brand.
Is it a strategic decision on your part? Is it stiimgy going on in the marketplace competitively/Aolor would help -- be helpful, thanks.

<A — Don Blair>: Well, | think the first thing | would do is justltaa little bit about the philosophy on this. Artht is that, first of all, we are
managing a long-term growth trajectory here. Andahjective is to manage a good price/value equndtiothe consumer over time, and
drive the overall growth of our business.

And | first would as also point to the fact thatyean't completely disconnect the revenue and gnasgin lines. So we are seeing fantastic
growth in our business, and over time that is mgkis a lot more profitable and a lot more valuable.

| also think that as we are coming into Spring &admer, and really as we go into successive seasthmsk we are thinking differently
about pricing than where we have been in the pdsthave more inflation in the macro economy thamedthas been before. We have terrific
brand strength, great innovation. | think we cametize some of that through higher prices.

So we do expect that we are going to see overititpeoving gross margins. But | also want to makee sue are always thinking about the
overall profitability equation, including the tojmé, and that has been absolutely fantastic.

<Q — Omar Saad >: All right, thanks. Then can you just give us é&cwpdate on the supply chain? | know you guysehaeen working on
the supply chain -- some innovations going on thepening up some more capacity, and how you tthiakwill affect the situation?

<A — Charlie Denson>: Well, | will take part of it. | think we can prably all chime in here from different directionghink one of the

things that we feel really good about is some efttfings that Don just alluded to is really catghip on capacity, things -- we have had an
unbelievable last 12 to 18 months. And we werdyesdilort of capacity on some of our most importaehnologies. And we feel like we have
negated that going forward and that we are in &iposiow to really maximize and optimize somelué technologies that are in the
marketplace.

With that being said, | think you heard Mark alui it, and | will let him talk more about it, bwe have some real innovation coming down
the pipeline that we are incredibly excited abéurd | think that is one of the things that givessush great confidence about the future is
some of the new innovation that we have in thelipaghat you will start to see maybe as soon asdlympics.

<A — Mark Parker>: | will chime in. This is Mark. | speak a lot aidonovation and much of that is around product,dsul mentioned
earlier, there is a lot of information focus around supply chain, specifically in working with ofactories to upgrade, | think, their ability to
innovate with us.

And that is beyond what we have talked about énpast in terms of lean manufacturing -- and tleekihg at whole new ways to
manufacture products. These are things that wallyeake shape and have much more profound impé#unk, between the topline and the
bottorr-line in the months and years to cor



Some of the dramatic breakthroughs that | refex@riic my remarks earlier are happening on the naatwifing side as well. And you will see
NIKE take a much more active position in tryingdiave innovation from design, all the way througle tnanufacturing process. | think tha
absolutely critical for us to be a competitive c@anp moving into the future, and really, again, gpphovation as best we can within that |
of our business.

So | can't be very specific at this point, buaihcell you that we are incredibly excited aboast| aaid, some of the real game-changing
innovation that is coming.

| spoke earlier about innovation as it relatethtoevents that are coming up. You're going tosseee very dramatic innovation from NIKE
the months ahead, and as Charlie mentioned, adfgwises. Much of this is going to be coming arothel Summer Olympics or leading ug
the Summer Olympics, where | think NIKE does itsthgork. We really rally behind these big globabgjmg events.

So some of the innovation you're going to be geaatually quite shortly, and then really leadiqgtirough the next six months is going to
be, I think, some of the most dramatic innovatiosit tyou have ever seen from NIKE. So very, verytedcabout all of that.

<Q - Omar Saad >: Thanks, guys. Good luck in the New Year.
<A — Kelley Hall>; Operator, we have time for one more question.
Operator: Jim Duffy, Stifel Nicolaus.

<Q - Jim Duffy >: So you have mentioned strength in Performance AgjrmEurope. You are also seeing it from the U&mlcurious what
the dynamic is with Performance in other areafiefworld? What stage of adoption are you with Rerfmce Apparel offerings in some of
the other regions?

<A — Charlie Denson>:This is Charlie. Well, no, it is not just the USEurope, it is really a worldwide -- | wouldn't tdla phenomena -- |
think we are just servicing the needs of the aghlahd | think it is paying off for us, not onlytiregards to the revenue line, but | think also
the brand strength line.

It is an area where we felt we had one of the biggeortunities to, not only improve, but to reghysh the envelope. We have made some
pretty significant investments into the advanced’Ré&eas around our Apparel business. And we aseesaited about the future of the
Apparel business being led by some of the perfoomamovation that we have talked about.

With that said, then I think it opens up the apexrtor the capacity of the marketplace and ouitgihd do some of the Sportswear business
with -- using some of that innovation in more afxpressive casual way. And it gives us a great @oatibn of both Performance and
Sportswear together, which is what we talk abduhal time. We talk about this Amplify Sport appcba

So it is not just North America and it is not jE&trope, but it is certainly is leading there. Bu¢m places like China and the Emerging
Markets it is a very important part of the portéoli

<Q - Jim Duffy >: Great, that is good to hear. And then a questidh wispect to China, have you been pleased thusittathe performance
of the new China DC? There has been some timirstnipinent dynamics. Have there been any hiccups?h¥end are you starting to see
some of the cost benefits that you expected tdreeeopening that?

<A — Charlie Denson>:Well, | think overall performance we are very pke@s- | mean, we are -- in many different dimensidhis the
greenest building, | think, in China right nowidtone of the most impressive distribution fa@ktito date that have been built there.

We have had great cooperation from, whether hésC@hinese government or our teams on the groumeteThave been some shtatm costs
as you'd expect, getting the thing up and runritu.it gives us huge competitive advantages asoméirwue to expand in the marketplace,
from managing our timing of deliveries, launchirfgpooducts, coordination of Footwear and Appartels b great competitive advantage for
us. So we are excited about it and the role thailliplay in the future.

<A — Don Blair>: Let me just be clear too, the shipment timing goestve were talking about for China Apparel relatetast year's timing
of deliveries of outerwear. It really had nothilgdo with either deliveries this year or deliverieg of our distribution center in China. So no
issue on the financials showing up from issueb@Ghina Logistics Center. It is doing great.

<Q - Jim Duffy >: Good, thanks for that clarification. And Happy Hialys everyone.

<A - Kelley Hall>: Thanks everybody. We will talk to you after thewNYear.

Operator : Ladies and gentlemen, this does conclude tedamyiference. Thank you all for participating, god may now disconnect.




