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UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 8-K
CURRENT REPORT

Pursuant to Section 13 or 15(d) of the SecuritieshBnge Act of 1934

Date of Report (Date of earliest event reported): September 22, 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 unberSecurities Act (17 CFR 230.4z2
O Soliciting material pursuant to Rule -12 under the Exchange Act (17 CFR 240-12)
O Pre-commencement communications pursuant to Rul-2(b) under the Exchange Act (17 CFR 240-2(b))

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




Item 2.02 Results of Operations and Financial Contlbn

On September 22, 2011, NIKE, Inc. held a publieghbne call to discuss its financial results ferfiscal quarter ended August 31, 2011.
The transcript of the conference call is furnishedewith as Exhibit 99.1.

Item 9.01 Financial Statements and Exhibits

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

99.1 Transcript of earnings release confexeradl on September 22, 2011.
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FY 2012 Q1 Earnings Release Conference Call Transpt
September 22, 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 NIKE'sdit012 first-quarter conference call. For thos@whed to reference today's
press release, you will find it at www.nikebiz.cdneading today's call is Kelley Hall, Vice Presitiefreasury and Investor Relations.

Before | turn the call over to Ms. Hall, let me ri@chyou that participants on this call will makevi@rd-looking statements based on current
expectations. Those statements are subject tdrcedks and uncertainties that could cause acasllts to differ materially. These risks and
uncertainties are detailed in the reports filechwlite SEC, including Forms 8-K, 10-K and 10-Q. Sdamerard-looking statements concern
future orders that are not necessarily indicativehanges in total Revenues for subsequent pedoeto mix of Futures and at-once orders,
exchange rate fluctuations, order cancellationd,discounts which may vary significantly from quearto 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 futumesbers.

Finally, participants may discuss non-GAAP finahaeasures, 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 otherutgigpfinancial and statistical information andnon-GAAP financial measures. Discuss
of nonpublic financial and statistical informatiand presentations of comparable GAAP measures wantitptive reconciliations can be
found at NIKE's website, www.nikebiz.com.

Now, | would like to turn the call over to Kelleyatl, Vice President, Treasury and Investor Relati

Kelley Hall, Vice President, Treasury and InvestoiRelations: Thank you operator. Hello everyone and thank yeoydiming us today to
discuss NIKE's fiscal 2012 first-quarter results.

As the operator indicated, participants on todeglsmay discuss non-GAAP financial measures. Ydufind the appropriate reconciliations
in our press release, which was issued about andgmy and at our website, nikebiz.com.

Joining us on today's call will be NIKE, Inc. Pt and CEO, Mark Parker, followed by Charlie endresident of the NIKE Brand, and
finally you will hear from our Chief Financial Oéféer, Don Blair, who will give you an idepth review of our financial results. Followingit
prepared remarks, we will take your questions. Vdald/like to allow as many of you to ask questiasgossible in our allotted time, so we
would appreciate you limiting your initial quest®to two. In the event you have additional questithat are not covered by others, please
feel free to re-queue and we will do our best tmedoack to you. Thanks for your cooperation on this

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

Mark Parker, President & Chief Executive Officer, NIKE, Inc.: Thanks Kelley. Welcome everybody to our first adlthe new fiscal year.

At our investor day in June, we outlined some é@xgibpportunities and goals for our brands anddbmpany. Reaching those goals starts
with our relentless focus on creating innovativd aompelling products for our consumers every @y shows how we're delivering on our
commitments.



NIKE, Inc. Revenues for the first quarter were @34lto $6.1 billion. In line with our expectatiordtoss Margins were down 270 basis pc
to 44.3%. In spite of that, diluted earnings perstof $1.36 were up 19%. Those numbers do a gpieatf reinforcing that NIKE, Inc. is a
growth company, and our growth is accelerating.

We all know that the economic uncertainty that ee&eing in the world today is putting pressureamsumers, around the world. Yet, in
most countries, we continue to see solid growtihdntwear and Apparel sales, which tells me the grguniddle class in developing markets
is increasing consumption and that consumers evexganvare ready to buy when they feel good about thieg get for their money.

At the same time, some countries face low or nevtfipwhile others work to avoid overheating. Soroasumers have returned to higher-end
goods while others are trading down or cutting bddlese conditions place a premium on companiesNIlKE, Inc. with broadly diversified
businesses that are not over-reliant on any onketame price point, or one consumer demographic.

As always, our strength starts with the consumez.cdhnect with them in truly deep and meaningfuysvd hey want authentic brands,
innovative products, and powerful experiences amestonline, and out in the world. That's what veéweér, and we do it through the category
offense. It's a core part of our growth strategyl as you can see, it's gaining traction acroshtK& Brand. The better we get at running
offense, the stronger results we see.

In Running, it's how we create NIKE+, the biggestning club on the planet, along with hundredsaces around the world. In action sports,
it creates the BMX park we built in East Londontlee U.S. Open of Surfing at Huntington Beach.

In Football, it's Umbro and Liam Gallagher launchingland's new national team home jersey. In libakeit's marquee heroes like Kobe,
LeBron, Dwyane, 'melo, Kevin Durant and Chris Palllinspiring hundreds of thousands of kids onglas/grounds of Shanghai and Beijing
over this past summer.

We have the most innovative point of contact withgsumers of anyone in our industry, and that'sgge fnompetitive advantage. In times like
these when uncertainty is the new normal, the gtheof our balance sheet, the breadth of our basipertfolio and the depth of our
management experience, what we call the powereopdhtfolio, all give us the edge in delivering fitable, long-term growth in a variety of
conditions.

For several quarters, we've spoken about headviiodsrising product costs for labor, materials, &might. Although we did see benefits
from our ongoing cost reduction initiatives and sgpnice increases for fall, our Gross Marginsifethe first quarter, as expected. Expect
Gross Margins will continue to be below prior-yéarels in the near term with an improving trendha back half of the fiscal year as input
costs begin to stabilize, airfreight comes dowr price increases take effect for the holiday,rgpend summer seasons.

While the economic recovery continues to see tactive're focused on optimizing the investmentyvavalade to grow. Sixteen months ago,
we outlined a five-year plan to invest $500 millimn$600 million in our Direct to Consumer busin€Rse strategy was driven more than just
by top or bottom line growth, DTC exists to gronwdaransform the broader marketplace. You'll heamfiCharlie on how our Q1 results in
North America are a great illustration of our eadyurns on that investmel

We've built in key locations. Our burgeoningc&mmerce business is up more than 30% in Q1, angdartfolio of high volume factory stort
is reaching value consumers and helping to mamagmiory.

We're also leveraging our experiences and opewmdtiapabilities to help our wholesale partnersaliftl differentiate NIKE in their stores. All
of that makes us a better retailer, a better wlatdesand a better company. I'm very pleased withibvestment so far, especially as we
leverage DTC across categories, brands and geagsaph

And of course, we continue our relentless commitrn@product innovation. In fact, the Patent Bojast named NIKE the number one
company on its Consumer Products List of Innovaf®hey based it on our commitment to research nieahability, quantity, relevance of
research, and speed of innovation. It's innovatiesNIKE FREE, lunar cushioning and Pro Combatt thave already delivered strong
returns. But they're still in the early stages egign development and commercial potential. NIKEEERfor example, has helped fuel the
growth in Running, a category that's up doubletdliggain this quarter, and is now spreading a@ties categories like Men's and Women's
Training, Basketball and Sportswear.

We have the same upside in established producs idanHurley's Phantom Board Short and the Corev@isuck Taylor franchise. In fact, |
see more opportunity today than ever before torége our innovations across categories and brands.

| can tell you we'll be unveiling some powerful awation leading up to the holiday season and awutyin the Olympics, real, tangible game-
changing products and services, especially inaligive started leveraging digital technology ongheduct side more than ten years ago with
NIKEID, our first customization service. From thevee introduce NIKE+, and both continue to evolnel @xpand across our portfol

Today, digital technology affects every part of business -- product design and production, consexyeeriences, commerce, and then how
we connect and communicate. Digital is a huge pyidor us.

Finally, we're uniquely able to leverage the passibsport. I'm really excited about 2012. It'srgpto be a very big year in sports, BCS and
March Madness at the college level, the Europeam@ionships and the London Olympics on the woddet and of course the beginning
a new era in the NFL.

I've seen the early concept and design work oiN#le and it's truly amazing. | look forward to rai§j out that story as we approach



2012/'13 season. All of these moments really serwespire us and drive us to achieve our full ptgd. We'll be aggressive in leveraging the
power of NIKE -- of NIKE, Inc. -- to do what we deest, and that's to innovate to serve the athieigrow the Company, and to inspire the
world.

So thanks. Now here's Charlie to update you omNiké& Brand.

Charlie Denson, President, NIKE Brand:Thanks Mark. Hello everybody.

When | look at Q1, | see the power of the NIKE Bfdeveraging opportunity in local markets as wslirathe global economy. Let's look at
how that translates into results on a constantdblsis.

Our Revenues grew 12% and our Futures are up 138gréiv in every geography except Western Europ&hakias flat, and six of our
seven key sport categories. NIKE Brand DTC waswgy @0%, including over 30% growth in our onlineslmess. Comp store Revenue
growth was strong at both factory and in-line lamas. Pretty impressive results, and | point oat tiur category offense is the driving force,
harnessing the power of the NIKE Brand to servéet#h. That is what we do best -- help athletespmie) train, and express themselves, and
of course generate growth.

Running and Basketball are two great exampless latk at Running first. As you know, we grew ttaegory 30% in fiscal year '11, and
that momentum continued in Q1 with Revenue andréstup strong double digits. Running is one ofraost important innovation engines.
Lunar technology, Dynamic Support, the Tempo Shod NIKE FREE all came out of the Running category.

During Q1 alone, we launched the LunarGlide 3 toagxi our leadership position in dynamic supportlagidweight running. Sell-through
has been very strong. NIKE+ added a new smartpappend grew membership 50% to reach 5 million emmnWVe connected with over
30,000 runners in key cities across China duringLoumar Run events.

Running as a tremendous global opportunity forlNH€E Brand. It's a bedrock category, a strong driveour Women's business, and a
highly accessible and relevant sport, whether gaa'cross-country athlete in Pennsylvania, a fimesner in Shanghai, or a trail runner in
Germany. It's also a great example of what we"eatiplify sport". Amplify sport is a leverage modéle take the technology, design and
brand energy we create on the performance sideedfusiness and use that to drive growth on thesspear side. In this case, we've taken it
a step further and created a performance aesthatioining that is embraced by runners and nonetsalike. NIKE is the brand of choice.

We're able to amplify sport from inside every caigyg creating crossover opportunities throughoattitand. It's a very powerful and very
consumer-centric strategy.

We see the same energy in basketball. It's alwags b strong business for NIKE, but 18 months agosaw the start of a new era, so we
decided to add a little fuel to the fire. We doubtrir innovation agenda in products, led with tleb& and LeBron franchises, and with
lighter, better-fitting, more relevant silhouettesApparel. We leveraged the synergies of our thraads, NIKE Basketball, Converse and
Brand Jordan. We brought those brands togethezlébiate the global game at the World Basketbati¥a last summer in New York. We
took the game and its heroes on the road to Chiegast summer. We commercialized all of it in pnemier retail destinations for that
consumer, our NIKE stores and our House of Hoopations with Footlocker.

It's another great example of our complete offersagainst the basketball consumer. Nobody is if@rgemore, both in developed and
developing markets.

During Q1, our Basketball business in the US awndrd the world delivered high single-digit growtidathe business continues to accelerate
with double-digit Futures growth. Will that energgntinue if the NBA lockout continues? | believevitl. Basketball never stops. It's truly
becoming a global game. Between international leagoational team play, the upcoming Olympicsctiiiege game here in the US, we see
Basketball continuing to grow.

I'd like to call out two more areas, Apparel and Blomen's business, where we're building some &rnmomentum. The way we're growing
NIKE Pro is really a snapshot of our larger strategApparel. That's a relentless focus on perfarcea In the US, NIKE Pro continues to
the leading base layer brand for women and ovelagtenonth, we've continued to close the gap im'Mdnnovation is where the real
potential is for a Apparel in our industry, and @en that space.

We've increased our investment significantly in Apg R&D over the last two years, and that investin® paying off. In Q1, performance
Apparel was up double digits and it's the maineirifor our growth inside our sports categoriesth&tsame time, it's a powerful influence in
making Sportswear more premium and differentiateithis competitive environment.

In our Women's business, we see significant oppaits in both Footwear and Apparel. NIKE FREE amuns to provide authentic training
benefits, and our tops, bras and bottoms busineseadriving tremendous sell-through at retail. ¥sev double-digit growth in Footwear and
Apparel, and increased revenue in every geograplopally, Women's Training is up strong double tigiith a particularly strong Q1 in
North America.

The female consumer is highly active and focusegesformance. We see tremendous upside in combifaigen's Training, Running, and
Sportswear, both Footwear and Apparel, to createaimplified sport dynamic in the Women's busingbsit insight and the ability to exect
on it is unique in the women's marketplace.

As we said, digital plays a huge role. The NIKEifiiag app has been downloaded 7.5 million timés thtie number one health and fitness



in 50 countries, so tremendous energy on all fromtar Women's business.

I'd like to touch on our DTC results real quicktéof energy in some of our new formats, online aittl our factory stores. As you know,
strategy for DTC focuses on transforming the manlaee. As Mark said, this has been a very powénftéstment for us. We're elevating the
consumer experience across our portfolio of storesulti-category brand stores, singlategory stores, online and in our factory forntat.a
very effective way to showcase our brand and goresumers more knowledge, more excitement, andwseanore reasons to buy NIKE.
That creates more capacity in the marketplace.

But DTC is just part of our strategy to transfoilme marketplace. NIKE-only concepts like Dick's Hielouse, the Finish Line's Track Club in
House of Hoops with Footlocker are rewarding conssmvith authentic and compelling buying experiend®hen we look at the success of
House of Hoops and its expansion into Europeeét’s/ to see how these concepts can be scaled podezkaround the world.

As you would expect, we're thrilled with the grovethour business and continued strong demand framsumers and customers. That
demand is driving our growth and our profitabilifyhat strong demand, coupled with the higher prodasts Mark mentioned, inventory
levels relative to sales are returning to wherg there prior to the downturn in calendar 2008.

That said, we have excellent visibility into oupgly chain from the factory floor to sell-througbr four largest retailers. We're making well-
informed decisions about how we manage inventosjtipms to drive profitable growth.

Over the long term, we'll continue to manage inggnto the most efficient levels in support of eoultiple growth strategies. | am confident
we have the brand strength, the supply-chain flktyiband the marketplace mechanisms in placeepkinventory levels in line with revenue
growth over time.

As | look around the world, | see a wealth of oppnoities in developed and developing markets. gatgr China, our business posted solid
growth of 9% in Q1. Running delivered strong doudlilgit growth and Footwear is especially strong2dg6 for the quarter in this
performance market.

On the Apparel side, we're moving to drive mordgrenance design into the sport and sportswear ostegy That's the amplified sport
strategy in action. A performancentric assortment is more relevant to the conswameiit's a more effective way to leverage ouiirsglbrice
in-store -- selling space in-store. As a resultye/¢aken actions in Q1 to begin repositioningrierketplace, which is reflected in the Q1
Revenue results for Apparel, which were down 8%lHerquarter. We expect the slowing impact of thositioning to be temporary on the
China Apparel business and remain very confideouinability to drive growth over the long term. \Wethe clear leader in authenticity and
relevance in China and will continue to investiieating separation for the NIKE Brand in this kegrket.

In Western Europe, we see ongoing pressure frormtist challenging regional economy in the worldhtigow. In Q1, Revenues were flat as
we faced challenging comparisons to the World Gigpyear, and some negative impact of product smpriming. But with that said, we
can do a better job here, and we will.

What we do have are the Euro Champs and the Lo®dianpics on the horizon, two of the biggest evéntsports coming in 2012. With this
region's incredible passion for sports and perfoiceayou can be sure we'll take advantage of 20t2lebrate our athletes and showcase the
next generation of NIKE innovation. Lots more tar@on that front.

Finally, our business in North America continuestiwperform the market and the industry. North AiceeRevenues grew 15%, a fantastic
performance. There are many factors at work heoei-innovative product, the strength of our DTGibess which posted 23% growth for
North America in Q1, and our continued momenturRimning, Basketball, and Men's and Women's Trairiméact, Footwear Apparel i
every category were up in Q1. Now that's what Il tbed definition of a complete offense.

As we've mentioned before, North America is théhkest along in implementing that full category ofe we speak about, including
transforming the marketplace. This focus, alondhwitproved execution, is driving our growth by diexgng compelling, consumer
experiences that truly showcase the innovative ywtsdof the NIKE Brand. We are starting to seeciieation of a bigger and more
compelling marketplace. That type of growth in aegleped market like North America is a real testante our growth strategy, our
execution, and our partnerships. We're going terieye that momentum.

Don is going to cover the results of the balancthefgeographies in a moment.

So with Q1 in the books, | feel very good aboutstrength and performance of the NIKE Brand. Ortatsgy of investing in key products,
categories and markets that drive the most growiicues to pay off. We're elevating the level andsistency of NIKE wherever consum
find it. We continue to expand the marketplacengdiare, and create separation.

With that, here's Don to take you through soméieffinancials.

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

On today's call, | want to focus on three key themhat are driving our financial results and oukledfirst, that our category offense is driv
sustainable, profitable growth; second, that thensfth of our portfolio positions us to outperfonra volatile environment; and third, that we
remain focused on delivering long-term shareholddue. So let me expand on each of those themes.

The first theme is driving sustainable, profitagtewth with our category offense. The strengthuwf @1 Revenues and Futures demonsti



that our category offense is powering growth ewvgairast the backdrop of weak global economies. Simoeption, the category offense has
enabled us to connect our Brands more deeply witisiemers and deliver more innovative, differentigieoducts.

In recent quarters, we've also gained momentungaddhird dimension, transforming the retail mapkate. In our Direct to Consumer
operations and with our wholesale partners, wetiweting compelling category experiences in-stmd online. The combination of category
focused brand, product and retail experiencesivindrextraordinary growth, even in an uncertaimissnment.

The second theme is the power of the portfolio Matk spoke to earlier. The scale and diversifaratf NIKE, Inc. gives us confidence that
we can deliver on our financial goals even in theefof ongoing market volatility. In this environmiecompanies need to operate efficiently
and manage risk. They also need to invest to dpigarth. The power of the NIKE portfolio lets us ldoth. Macroeconomic uncertainty is tl
new normal, and companies like NIKE with finan@tkength, diversified businesses, and experiencegiag a global business under a
variety of conditions will have the edge.

The third theme is our ongoing focus on creatimgierm shareholder value. Investments we've madetone in product innovation, brand
building and marketplace transformation are theéregthat delivered outstanding performance inTibse results illustrate our ability to
simultaneously deliver topline growth, bottom-lipefitability, and strong returns on invested capiGoing forward, we'll continue to invest
in our business to drive long-term growth, delimear-term profitability and take steps to managk. ri

With that context, let me now turn to our Q1 resulReported Revenue for NIKE, Inc. increased 18394196 on a currency neutral basis.
Constant currency Revenues were higher than wexpgetcted due to strength around the world, padituin North America. The impact of
currency was also higher than in last quarter'dange due largely to the strength of the yen anergimg market currencies.

NIKE Brand Revenue grew 12% on a constant curréasys with growth in all geographies except Weskarrope, which was flat. Curren
neutral Revenues for our other businesses grewd&%&n by double-digit growth at Converse.

NIKE Brand Futures orders scheduled for deliveonfrSeptember through January increased 16%, upob38currency neutral basis. T
majority of our categories grew at a double-digter

In line with expectations we gave in June, Grossdiiafor Q1 was down 270 basis points, due pringadlhigher product costs and increa
off-price sales at lower margins. These negative affgete partially offset by strong growth in our &it to Consumer business, modest |
increases, and the benefit of our ongoing prodost eduction initiatives.

First-quarter pretax income grew 13%, and strongeRee growth and SG&A leverage more than offsetit@ine in Gross Margin. In
addition, the weaker dollar added about 4 percenpaints to our pretax income growth.

Diluted earnings per share grew 19% to $1.36 atother tax rate and share count further accelemgtedth on a per share basis. As | noted
earlier, our goal is to create shareholder valudddivering profitable growth in a capital effictamay. Our return on invested capital for the
last four quarters was 22.6%, up 1.9 points vetisaiprevious four-quarter period.

Inventories at quarter end were 41% above lastsyaausually low levels, due in part to changesuimency exchange rates and higher
product costs. Unit inventories for the NIKE Braindreased 34% driven primarily by higher Futuredeos, more timely factory deliveries,
and prebuilds for long leadtime products such asraxear and NIKE Pro.

Overall, we're comfortable with our inventory. iksncentrated in geographies and categories wheenaid remains strong, and the
proportion of closeouts is in line with historiaséds. As Charlie indicated, we have great visipiiitto our supply chain and a global network
of factory stores that provide an effective andifable mechanism for clearing excess product.

That said, we're very focused on marketplace nigkwaill manage inventory levels carefully to maintaur profitability and brand strength.
At this point, we believe unit inventory levels ipkeak in the second quarter and then be essgriiitiiover the balance of the fiscal year.
However, when compared to unusually low levelswentory last year, we expect the rate of invenggomwth will be above revenue growth
until at least the fourth quarter of this fiscahye

Free cash flow from operations for Q1 was a $58aniluse of cash driven largely by the investmenhientory. As our inventory balance
stabilizes, we expect to generate more normal $evklree cash flow from operations in the secoalfl &f the fiscal year.

So now let's take a look at our performance by ssgnAs Charlie told you in some depth, North Aroarilelivered remarkable top- and
bottom-line performance in Q1. On a currency-ndidaais, both Q1 Revenues and Futures increasedrefiescting broad-based growth
across categories, product types and channels.

Our Direct to Consumer operations were particulattgng as improved store productivity drove a Jiiésease in comp store sales.

EBIT for North America grew 21% as robust Reventengh and SG&A leverage were partially offset bwéy Gross Margins.

In Western Europe, Q1 Revenue was flat on a cuyreratral basis due in part to tough year-over-yeanparisons to last year's World Cup
and adverse shipment timing. On a reported basigeues for Western Europe were up 14%, but EBIR186, driven by lower Gross

Margins and higher SG&A. We continue to see trensesdongterm growth opportunities in Western Europe, antteM@cused on executil
strategies to realize that potential.



In Central and Eastern Europe, Q1 Revenue grewdd¥d-utures grew 17%, all on a currency-neutraktasd driven by strong doubtkgit
growth in Russia and Turkey. From a category p&tspe all key categories grew, led by double-dggitwth in Running and Football.
Reported Revenues for CEE grew 24%, but EBIT watsa$ Revenue growth and SG&A leverage were difgédwer Gross Margins.

In greater China, first-quarter Revenues incre@édn a currency-neutral basis driven by 21% grawibur Footwear business, partially
offset by lower Apparel Revenues. Currency-nelrdlres increased 22%, including double-digit gtoimtboth Footwear and Apparel.
EBIT for greater China increased 4% as higher Raeenvere partially offset by lower Gross Margind aontinued investments in brand
building and infrastructure.

In Japan, Q1 Revenues advanced 17% and EBIT gréty @6ven by the revenue increase, SG&A leveragkthe strength of the yen. While
we're a long way from realizing the potential of thapanese market, we're encouraged by signsavengc On a currency-neutral basis, Q1
Revenues grew 5%, driven by strong growth in pemoice categories such as Running, Football and Wsrieaining. Although currency-
neutral Futures fell 10%, orders grew for the firginth of the spring season, and we expect tooseer Icancellations versus the prior year.

Our emerging markets geography continues to defitreng growth with first-quarter revenues up 24%aaurrency-neutral basis. Every
category and territory posted higher Revenues itfentina, Mexico and Korea driving the largestrshaf the growth. Currency-neutral
Futures grew 21% with all categories except Actigorts up double digits. EBIT for the emerging nedskincreased 53%, driven by revenue
growth, SG&A leverage, and favorable foreign exaf@mwhich more than offset lower Gross Margins.

Finally, first-quarter Revenue for our Other busies increased 8% on a currency-neutral basis@rds reported. The increase was driven
by double-digit growth at Converse and NIKE Gofidasingle-digit growth at Cole Haan. Sales decliaeHurley and Umbro, the latter
reflecting comparisons to World Cup sales last yeBIT for the Other businesses decreased 21%aakiprinput cost increases eroded
Gross Margins and SG&A deleveraged.

So looking ahead to the remainder of the fiscat y@a expect mid to high teens reported revenueriréor Q2, generally in line with our
reported revenue -- sorry, with our reported Fuggwth. For the full fiscal year, we now expespiagrted revenue growth in the low to mid
teens, reflecting the continued strength of ouranlythg business and the impact of our plannedegricreases in the second half of the year.

For Gross Margin, we expect the cost headwindsdimate our Q1 results will continue to have a meghil impact on the second quarter
with a somewhat greater offset from increased priés a result, we expect Q2 Gross Margin will bevd approximately 200 basis points
versus last year. For the full year, we continuexpect Gross Margin will be down at least 100 dasints with improving Gross Margin
trends in the second half as higher prices taleceff

We continue to expect modest SG&A leverage for l6gthand the full year. For Q2, we expect SG&A gtowt the mid teens as we invest in
demand creation spending ahead of the holiday se&so the full year, we expect more modest levemaigh SG&A growth in the low to

mid teens with spending weighted toward the sedwtidof the year in support of the European FodtBahmpionships and the London
Olympics.

We expect the effective tax rate for the full yembe about 24.5%, reflecting ongoing benefits fiaum international operations.
In the new normal of global economic volatility J&ace is critical, the balance of delivering cutrperformance and investing for the future,
the balance of aggressively seeking opportunitiegfowth while managing risk, and the balanceeifh both strong and nimble. We are

confident we have the capability to strike a badatiat delivers sustainable profitable growth amdies value for our shareholders.

Now we're ready to take your questio

QUESTION AND ANSWER SECTION

Operator : (Operator Instructions). Kate McShane, Citigrou

<Q - Kate McShane>:Hi. | was wondering if you could give a little lmitore detail around the initiatives you're takinghajour Apparel
business in China and why it's being done now anelnwe can expect the declines in Apparel to sebsid

<A — Charlie Denson>:This is Charlie. As we said in our prepared remdrksink we feel pretty good about what we'reriyto do and the
results are maybe a little bit expected and sonexpected. But we're moving quickly to align the Apg business with what we call the
amplified sports strategy and we feel pretty goloua where we're headed and when we're going tthget.

I think I'll just point to the Apparel Futures f@hina as we look forward in repositioning. We fpedtty good with up strong double-digit
growth in Apparel. So still some work to be donet Wwe definitely feel like we're on the right pathd very comfortable with the strength of
the overall business in China. As you can seef-dmwear business continues to be extremely stodgour brand strength continues to
position ourselves for long-term success.

<Q - Kate McShane>: Great, thank you. My second question is on c&pa¥ou had previously stated that you thought cétgavould
reach a favorable tipping point in the second bhthis fiscal year. | wondered if you could updaseon that comment.



<A - Charlie Denson>:Are you talking specifically about Footwear and ldaide?
<Q — Kate McShane>:; Yes.

<A — Charlie Denson>:Yes. We feel very good about the progress thaeweaking as our supply chain continues to catclitipdemand,
especially in some of the hotter product types fiieLunar platform, as well as NIKE FREE. | thiydu'll start to see some of that starting to
ease in the second half.

Specifically, holiday is better than fall, and wepect spring to be better than holiday and summaéiebthan spring. So it's getting
sequentially better by season.

<Q - Kate McShane>: Okay, thank you.
Operator : Robert Drbul, Barclays Capital.

<Q - Robert Drbul>: Hi, good evening. | guess the first question thatve is a lot of focus these days on Europead just wondering if
you could sort of elaborate a little bit more, $wmurh Europe and what you're seeing in Italy or Spaiany more just in terms of that marl
elaborate a little bit more versus what you've daineady.

<A — Charlie Denson>: Yes, this is Charlie. | think -- as we talked abim the prepared remarks, the bad part is oblyatis a tougher
economic situation. We hurt ourselves a littlethis past quarter with some of our deliveries, aedare obviously anniversarying the World
Cup.

The good news is our DTC division reported vergrsgrgrowth, and we're very happy to hear and sate \tfle feel really good about our
business in Germany and France; they had goodegsaRrance, obviously the launch of the natiogairt is the start of a very long and
prosperous relationship there. We feel very goazlibur performance in Germany.

Challenging in southern Europe, unemployment figueeonomic woes. | think consumer confidence patesethat region. The UK
marketplace continues to be a bit of a challengmnithg is one of our strong suits, as is perforreaipparel, so we feel very good about t

| think some of the things we can get better oul, lareferred to that in my comments, is just ouer@i execution, on-time deliveries and
making --and doing a better job there. The developmentettiegory offense specifically in Football is ediopoint for us, and we feel gc
about our direction there. Like | said, we're ng#dloking forward to this with the Olympics and tharo Champs both happening within
literally 60 days of each other. We have an amagipgline of innovation that we're looking forwand and I'm still pretty bullish on Europe
long-term. We've got some work to do, but I'm viewflish long-term.

<Q - Robert Drbul>: Thanks. My second question is, Don, on the irmgnievels, when you look at the dollar number dfere NIKE is
today, | guess when you look at the industry, yppear to be very comfortable with where you ardwhis dollar increase, and you give us a
little more on what to expect. But when you loo&saly at the industry in terms of the supply/dempiede of across the board locally, how
comfortable are you with where retail inventories planned and where the competitive set is todgagus where the NIKE dollars are today?

<A — Don Blair>: I'm going to let Charlie answer that with respecivhat he's seeing out in the commercial marke¢ptad I'll come on a
little bit after.

<A — Charlie Denson>:So, | think your question is a good one and somgtthat we pay a lot of attention to. One of thadh that we've
talked about a lot is the only thing we really @ohts our own destination, our own future. That® we feel very comfortable with. Our
closeout business continues to be very much initte growth. Then if you look at the overall numdén units versus value right now, the
value is much higher than the units, some of itlse of the success we're having at the premiunofeitheé business, and some of it is aro
some of the Apparel figures which relies -- or mwdack to a much higher commitment to the outaniesiness, which is a higher price
point business this fall that we're actually loakirery much forward to. | think when you look a¢ thverall industry, it certainly -- as the
numbers have been released over the last coupleaks and months, it's certainly something that'swr radar screen and we're very, very
sensitive to and we're watching it very, very clgse

<A - Don Blair>: So just putting some numerical lines under that,dita we're looking at in terms of key customarsso on says that their
inventory of our products is very clean. | thinktlas point, we've got very differentiated prodircthe marketplace. The brand is very strong.
As Charlie mentioned in his prepared remarks, we lgeat visibility into the supply chain and ouwttlet store network has never been more
productive as a vehicle for managing the marke®l8o in terms of the tools we have, the visibility have and just the overall level of
confidence in the product and the brand, we f&ele're in really good shape.

<Q — Robert Drbul>: Great. Thank you very much.

Operator : Michelle Tan, Goldman Sachs.

<Q — Michelle Tan>: Thanks. Hey guys. | was wondering if you could efalte a little bit. You talked about the succesd yfou're seeing in
North America, particularly | think on some of thetail presentation initiatives and that markengeahead of where you are in Europe an

Asia. Can you talk about some of the things that gan do or are thinking about in Europe and Agiamit comes to affecting retail
presentation and when we should think about thhaeges starting to roll in?



<A - Charlie Denson>:This is Charlie. | think -- well, in Europe, you'starting to see some of the new brand presentatayas roll out.
We've got a new running store in London that westegemely excited about down in the Soho area.drg starting to see a couple of those
executions in Europe.

As far as China goes, Mark just mentioned to me tile House of Hoops program, which we're rollingia Europe, has seen -- actually we
were bullish going in, and it's outperformed oup&ctations.

I'll move back over to Asia now. | think what yaiseeing in Asia, we've got the new store in Hongd<--1 mean in Tokyo, a good store.
still a challenging marketplace that we're dealirith there. | think, again, we remain bullish lotegm, but it's got some short-term issues
coming off of the disasters that we saw theredpsng.

Then when you look at China, the biggest opporyuthiere is continuing to define the most productize of the space and what it represe
We're working with the China team and some of oajomcustomers there to better define our proditgtigvels and to continue to maintain
our ability to grow the brand and the businesshing. So you will start to see more and more of Europe over the next 6 to 12 months,
China will be an evolution of the space that waently really work together with our partners tantrel in the mono-brand environment.

<Q - Michelle Tan>: Great, thanks. Then | was wondering if you guysla@ also dig a little bit more into some of thgimal profitability
differences with the US seeing such strong leveragerging markets seeing such strong leveragéhamdstill some pressure in Europe and
in China from a profit perspective this quarter.aWare the difference in the investments you'reingghy region that are creating those
differences?

<A - Don Blair>: It's not always something you can read on a quastequarter basis. For example, as you were refémgnboth Western
Europe and Central and Eastern Europe were under peessure from a profitability standpoint thisudar, but some of that relates to
currency that, if you recall, we're on about a gaer lag on currency. So a lot of that producbising through in euros, and so as the euro
changed over time, those markets were under soassyme.

If you go to China, we made decisions to contirumake investments in China. As you know, as Cajukt said, we had a little bit of a
temporary slowdown in revenue for this quarter,ibuhe long run, we're very confident in the grbwrt that market. So these are really more
guarter-to-quarter noise | would say as opposedatly long-term changes in probability. All of thearkets that you mentioned, for example
China and North America, very, very profitable anabsolute basis.

<A — Charlie Denson>:I'll jump in here just to take the opportunity timé of trumpet the execution versus the investmiethink obviously
our investments are made against our biggest gropplortunities, but | would go back to that catgguifense and our ability to execute at a
very high level right now in North America. Everotigh | don't think we're at maximum capacity ofaééihcy, | think we're really starting to
find our stride and | think that's -- | think thpagide is to continue to see that develop in sonteebther geographies.

<Q - Michelle Tan>: That's great. Very helpful. Thanks guys.
Operator : Eric Tracy, FBR & Co.

<Q - Eric Tracy>: Good evening. Thanks for taking my questionsy&g | guess, Mark or Charlie, if you could mayél& about the
planned price increases coming through, obvioudliy bere in holiday but more broad in spring &.'Relative to since the last time we got
together, macro is seemingly deteriorating a hiehparticularly in developed US and Europe. Jgatrest that backdrop, how you think about
the price increases, are you shifting any of thaylme more towards the developing regions?

<A — Mark Parker>: | would say that we're confident in our positampricing, not cavalier but confident. We havePas pointed out
very well, our brand strength, the strength of praduct that's in the pipeline coming for springantwe're going to see the bulk of those f
increases take effect. We really feel like we'ra igreat position to cover those price increasalyrbetter than anybody else in the industry.
So I'm not overly concerned, but we are keepinpseceye on that, as we are with the rest of tHadtry. But | think we're in the best posit
to really take on those price increases at thistpnitime.

<A - Charlie Denson>:Yes, | would just add, from a NIKE perspective, dese we're seeing that type of price increase sithesentire
portfolio, but from a NIKE perspective, as we'vanganto spring bookings, we have not seen any biag pesistance at all as we've moved
into the selling period. So, we're still feelingfly comfortable and confident that we have theevalue relationship in the product itself, in
the innovation that we're bringing to the markiesitiso far certainly in the buying process we'reseeing any material impact.

<Q — Eric Tracy>: Fair enough. Maybe just to follow on the G&A softcadence as we think about the year, obviousiaits to pick up i
the Feb. and May quarters ahead of the London QGbsrfpom a demand creation standpoint. But wittsthbigher price increases coming
through a higher top line, is there a potentiat ffoau're able to flex the model, get a little bibra leverage on that relative to perhaps these
platforms in the past, or just how we should thitlout the G&A build as we move through the year?

<A — Charlie Denson>:I think we gave pretty specific guidance on grovates and we use the term "modest leverage". Atpthint, as you
put your finger on it, we have strategies thatrasdly resonating in the marketplace. We feel fierebout the momentum in our business. At
this point, we think that's a great investment ttkento continue to drive the growth. So we do beliwe're going to get some leverage, we've
talked about that, but at this stage, we think evget the balance right.

<Q - Eric Tracy>: Fair enough. Thank you guys.



Operator: Jim Duffy, Stifel Nicolaus.

<Q - Jim Duffy>: Thank you. Hello everyone. Charlie, a questianyfu. With the NBA strike, there's a lot of contgin the investment
community about the basketball business. What@resof the opportunities you see to keep someeofrtrquee-sponsored athletes visible
to the consumer base, particularly in the US?

<A - Charlie Denson>:Yes, well, we're working those guys pretty goodhtrigow. As Mark mentioned, | think we had our bigigeontingen
I guess in China this summer as we've ever hadeXbigement and the fuel that it's bringing to lthand is something we're continuing to
leverage well.

As we speak, | think Kobe is headed back out agait week. He's going to spend some time in Eurfdfeestill have plans right now to be
confirmed, but | think LeBron may go back out apérsd some more time in Europe as we start to peehat marketplace for the Olympic
event this summer, so we're pretty excited abatit th

Then the college game isn't going away, by the walier. What's going on in the NCAA right now wih the talk on conference
realignment and what its impact is, | think the NE€®urnament this year could be as good as evemnar'rd very excited about that. So
between NCAA, the buildup globally to the Olympa®und the international team play, and then Ikl anticipation of hopefully that the
NBA does work out and get a season in, we stitikhiasketbal-- we're very, very bullish on basketball, as yoauld expect.

<Q —Jim Duffy>: Okay. Recognizing you'll need to use some digmréh how you respond to this, are the contradgth #ose athletes
written as such that, if they don't play or doathain active, you're not obliged to pay them?

<A - Charlie Denson>: Well, you're right. I'm going to exercise thasatietion and probably leave that question unansherthis point in
time.

<Q - Jim Duffy>: Then if | could sneak another quick one in. Deam you offer some direction on the other incomeeese line?

<A —Don Blair>: That one is, as we've talked about many timesrbetery, very hard to forecast. It basicallyxskange-rate driven. |
would say it's something that will be broadly cetent with what you've seen over the last quantsooBut there's always going to be some
volatility in there related to small points in thasiness.

<Q - Jim Duffy>: Understood. Thanks very much. Nice quarter.
Operator:  Chris Svezia, Susquehanna.

<Q - Chris Svezia >:Good afternoon everyone. My first question is j@tarlie, going back to a comment you made earibgn you talke
about spring bookings and how you had not seenesigtance to price increases, | was wonderinguftalked a little bit about anything as it
pertains to units, either by geography or categéfighin the actual backlog number you put up of 1&8¥rency neutral, within that number,
can you break out between price and unit as idstamday?

<A — Charlie Denson>:Well, the prices do kick in a little bit in fall, la@tle bit more in holiday, and then a little masebstantial for spring.
Right now, we are seeing in our Futures a low td smgledigit growth in average selling price on both tteofwvear and Apparel side. If yi
look at our numbers for the Q1 we just reportetkirenue, it was up marginally. So as you would ekgbe math is showing that there is an
increasing level of expansion in average sellingepr

<Q - Chris Svezia >:0kay. Then on the -- just going back to basketioalbne second, when you guys think about the JoBfand
domestically and the launch schedule, any thouatradl to how that might change whether the NBAl#ying or not, or is that completely
independent of itself? Just any thoughts about yauire thinking about basketball launches goingubh fall and into holiday domestically.

<A — Charlie Denson>:We're actually, we're preparing several differesrsrios depending on how it all plays out. So yay see some of
the NBA players' signature models maybe show ugamne college teams where maybe you wouldn't haae that if we were launching wi
the player himself. But other than that, no matefienges in the strategy with regards to the neaslyrct. It's actually -- | think I'm not sure if
you've seen any of it, but it's great stuff. We'tamit to get it into the marketplace. So, watlidf the best vehicle that exists, depending

how this whole thing plays itself out.

<A - Don Blair>: We have a fair amount of flexibility. We're bigthwe're flexible. You'll see a few surprises.

<Q - Chris Svezia>:Okay, good to hear. Best of luck. Thanks.

<A — Kelley Hall>; We have time for one more question.

Operator: Mitch Kummetz, Robert W. Baird.

<Q - Mitch Kummetz, >: Thank you. | may have to ask a few questions thprst want to follow up on basketball becausedimious.
When you look at your Futures orders, Charliejiklyou said they're up double digits in basketbathe end of the first quarter. But I'm
curious how that might break out by geography.r'dknow if you can give us any help there, becaudeesn't sound like your customers

backing away from the category. I'm guessing s nore a global game today than it was for yogsdaack in '99 during the last lockout.
I'm wondering if you're seeing maybe some-back from customers in North America but that's\gesffset by continued momentum in le



say China or Europe or Latin America.

<A — Charlie Denson>:Yes, no, the North American consumer is definitedy backing off at all. In fact, they're actualipping up. So
obviously it's the biggest piece of the businesst drives a good chunk of the number itself. Bliina is continuing to do very well. What
we're actually probably the most excited aboutgiakery small at this point, is the increasingdlesf interest around basketball in Europe. |
think | mentioned in the prepared remarks or onéhefearlier questions, it continues to out-indeshof the stores that we're putting in. The
success of the House of Hoops program with Foo#lockntinues to be very exciting. | think we'rekiog at a couple of new locations in
Central and Eastern Europe, which | think Kobe magn have an opportunity to show up in the nexplaf weeks.

<Q - Mitch Kummetz, >: That's very helpful. | appreciate that. Then onRheures in general, you guys have referenced gorders | think
a couple of times on this call. I'm just kind of metering how the spring order portion of the Futloe&ks compared to the balance. Maybe
could talk about the Futures sort of first-halfsigs second half of the window, what side of thatrignger?

<A — Charlie Denson>:They are slightly stronger in the first half of tvéhdow, but we've only got one month of springtrthis point in
time. It's at the very tail end of the Futures vand So that's not necessarily going to give youcthaplete picture on spring.

<Q - Mitch Kummetz, >: Then the last question, Don, on the margins, yontimeed some markdowns on the first quarter that avhit of a
drag on gross margin. Could you tell us how much dfag that was and if there's any expectationntia@kdowns are going to be a drag on
gross margin in Q2?

<A - Charlie Denson>:No. When you say markdowns were a drag, that's-rixgtsically last year we had very low levels afsgout, and we
saw a return to a little bit more normalized leoktloseouts. | wouldn't characterize it as a drdlgink that what we're seeing now in a lot of
parts of the business is just a little bit moreaformalization as the growth returns.

<Q - Mitch Kummetz, >: That makes sense. All right, that's helpful. Thaakst. Good luck.

<A — Don Blair>: Before we go to the next question, | just wantediaoify the answer | gave to Jim Duffy on othecame and expense. |
said we expected the future on other income andresgto be roughly about the average of the lagilemf quarters. | just wanted to make
sure that people heard it that way. The last thtesters, we've had the number, some up some dtsvhasically plus or minus around zero.
So the point I'm trying to make here is it's ndtigadriver of the income and it's plus or minusuan® zero. So | just wanted to clarify that
answer.

<A — Kelley Hall>; Great. | think that's it. Thank you everybodydave'll talk to you next quarter.

Operator : Ladies and gentlemen, this does conclude tedayiference call. Thank you all for participatigu may now disconnect.




