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UNITED STATES

SECURITIESAND EXCHANGE COMMISSION
Washington, DC 20549

FORM 8-K

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

Date of Report (Date of earliest event reportedgrdhh 17, 2005

NIKE, INC.

(Exact Name of Registrant as Specified in Charter)

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

One Bowerman Drive
Beaverton, Oregon 97005-6453

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

Check the appropriate box below if the Form 8-flis intended to simultaneously satisfy the §liobligation of the registrant under any of
the following provisions (See General Instructior2 Abelow):

[ ] Written communications pursuant to Rule 425 emithe Securities Act

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

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

Item 2.02 Results of Operations and Financial Condition

Today NIKE, Inc. held a public telephone call tedliss its financial results for the fiscal quaeteded February 28, 2005. The transcript of
the conference call is furnished herewith as Ex/98i

(c) Exhibits.

Item 9.01 Financial Statements and Exhibits



The following exhibit is furnished with this Formkg
99. Transcript of earnings release conferenceocalMarch 17, 2005.
SIGNATURES

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

NIKE, Inc.
(Registrant)

Date: March 17, 2005 /s/ Donald W Blair

By: Donald W Blair
Chief Financial Oficer



EXHIBIT 99

NIKE, Inc.
Q305 Earnings Release Conference Call
March 17, 2005

PAMELA CATLETT
Vice President of | nvestor Relations

Thank you. Good afternoon, everyone. Happy Sti¢ki&rDay. We're pleased you're joining us todagliseuss our Nike's fiscal 2005 third
quarter results. For those of you who need to esfeg our release, you'll find it on our website, wikebiz.com. You'll also find expanded
information on the website about some of the higtth we'll be discussing today. Participants irajéslcall are Bill Perez, Nike, Inc.
President and Chief Executive Officer; Charlie DBnand Mark Parker, President's of the Nike brand; Don Blair, Nike's Chief Financial
Officer. Each of today's participants will provideef prepared remarks, which are also availablewnwvebsite immediately following the
call.

Before | turn it over to Don, let me remind youttba this call, we're going make forward-lookingtsments based on our current
expectations and those statements are subjecitiorcasks and uncertainties that could causeadcasults to differ materially. These risks
and uncertainties are detailed in the reports lgenfith the SEC, including forms 8-K and 10-Q. Sdimevard-looking statements concern
futures orders that are not necessarily indicativietal revenues for subsequent periods, duertoatkations and the mix of futures and at
once orders, which may vary significantly from geato quarter. In addition, it's important to remeer a significant portion of our business,
including equipment, most of Nike retail, Nike Gdlfonverse, Cole Haan, Bauer, Hurley, and Exetmds group are not included in these
futures numbers. Finally, during this call, we ntigcuss norGAAP financial measures. The presentation of coatplarGAAP measures a
guantitative reconciliations can also be found ikeld website. In this call we may also discuss-pohlic financial and statistical informatic
which is also available on that site, at www.nilzetdm. Now here is Don Blair.

DONALD W. BLAIR
Vice President and Chief Financial Officer

Thanks, Pam. Our global portfolio continued to wlioutstanding growth in the third quarter of k2005 as we posted rapid growth in
revenues and profits. For the quarter, our revegums 14 percent to $3.3 billion. Changes in curyeexchange rates accounted for about 3
points of growth. Consistent with last quarter,@siions had a negligible impact on our third gaarevenue growth, since we're well past
the anniversary of the acquisition of Converse, taiedmpact of the Starter acquisition was not mialtéhis quarter. Diluted earnings per st
for the quarter were $1.01, up 36 percent versesfi2004.

For the quarter, our consolidated gross margin4dsas percent, up 2 full percentage points versstsylear's third quarter.

Our international regions accounted for about thicds of the consolidated gross margin improvenasnpositive currency changes were
partially offset by the impact of higher closeowténtories and strategies to improve product vadugurope and Asia. Overall, the gross
impact of currency movements contributed 2.4 pdinthe consolidated gross margin increase.

SG&A grew 16 percent in the quarter, reflecting @t percentage points of growth due to strongesidm currencies.

Futures orders for the next five months grew 91@qet in real dollars, including about 1 percentagimt of growth from stronger foreign
currencies.

Our trailing 12-month return on invested capitab\3.4 percent, up 260 basis points versus the dgjiarter of fiscal 2004. And over the first
nine months of fiscal 2005, we've generated $88Bomiof free cash flow from operations. | shouldt@ that since return on invested capital
and free cash flow from operations are non-GAAR&Ewe have posted the definitions and calculationeur website.

This year we've also continued to deliver significamounts of cash to our shareholders. Over taeSimonths of the year, we've paid out
over $170 million in dividends and repurchased &460 million of our own stock.

In our European region, which includes the MiddésEand Africa, revenues grew 18 percent in Q3) @ipoints of the growth coming from
more favorable exchange rates. Our real dollarmees by product type are reported in our pressseldn constant dollars, footwear
revenues grew 6 percent, apparel revenues advadsceercent, and equipment revenues were up 10mgerce

In the quarter, the most significant constant adollvenue growth came in Italy, Central Europe Ké€yr Russia, and the UK; revenues in
France declined. Sales through Nike-owned retaikstalso grew strongly reflecting the additiomeiv factory outlet stores in the region.

Gross margins in Europe expanded 4.8 points fogtfater, accounting for 150 basis points of oursclidated margin improvement.
Improved foreign exchange rates were the main da¥gross margin improvement in Europe, partialffset by lower in-line product
margins and increased less profitable footwearagpéirel closeout:



Reported third quarter pretax income for the Euaopegion increased 28 percent to $219 milliorlectihg growth in revenues and gross
margins, partially offset by increased spendin@GG&A.

In the Asia-Pacific region, revenues increasedei@gnt in the third quarter. About 5 points of ilerease came from stronger currencies in
the region. In constant dollars, footwear grew i€eert, while apparel grew 21 percent, and equipradwanced 18 percent. The principle
driver of the growth was China, which more thanlzled revenues in Q3. Revenues in Japan were sligatbw the prior year in constant
dollars, but grew on a reported basis due to tluager yen.

For the quarter, Asia-Pacific gross margin fell bH3is points, driving a 20-basis point declinednsolidated gross margin. The decline was
mainly due to lower in-line product margins. Repdrpretax income for the quarter grew 16 perce&tL&0 million.

The Americas region delivered another strong quaaterevenues grew 10 percent and reported piretare grew 49 percent. Stronger
currencies accounted for about 3 points of revegmawth. In constant dollars, footwear grew 11 petcehile apparel declined 7 percent, i
equipment grew 31 percent. Gross margin improvédgaints in the quarter, accounting for about a@hterfi a point of the consolidated gross
margin improvement for Nike Inc. Improved foreigrckange rates, lower discounts and fewer closeweits the main drivers. SG&A grew
mid single digits as demand creation spending dedlfollowing the heavy investments in the firsadar of the fiscal year.

The South American markets continued to drive awh, as constant dollar revenues in Brazil, Atgen and Chile, each grew over 25
percent in the quarter. This growth was partiaffget by weaker results in Canada and Mexico.

Our U.S. region delivered an outstanding third tpraas revenues advanced 9 percent and repogtakpncome grew 10 percent. Revenue
growth was broadbased as key athletic specialty, department sémek sporting goods accounts all advanced stroiike retail also posted
strong quarter, as overall revenues advanced Xepeand comp sales for Nike Town stores grew tdeme in the third quarter.

Footwear revenue for the U.S. region grew 10 péricethe third quarter, driven by high single digibwth in unit sales, and a higher average
price per pair as unit sales of sport performanodats continued to grow faster than active life glsdFootwear gross margins were flat in
the quarter. Better regular price sell-throughsiced closeout volumes, improving gross margin.@isetting this benefit were higher
discounts due to more business with high voluméotosrs, and increased product and transportatists ceeded to meet the strong demand
for the marketplace.

Apparel sales in the U.S. grew 5 percent, as hegind growth in branded apparel more than offsdiraed weakness in licensed apparel.

U.S. futures orders scheduled for delivery from éhathrough July rose about 9 percent versus theagmperiod. As we've discussed bef
revenue growth for a given period may not traclcizey in line with futures growth due to timing stiipments and differential growth rates
for portions of the business not included in futuexamples of businesses not included in futuresi@ensed apparel, equipment, footwear
and apparel, at once sales, closeouts, and fetaithe fourth quarter, we continue to expect We8enue growth in the low single digits,
primarily due to shipment timing and lower reveniresn these non-futures sources.

Gross margins in the U.S. advanced 20 basis pfuinthe quarter, driving 10 basis points of our salidated gross margin improvement.
Demand creation spending grew faster than revesutehe region continued to grow operating overhataal slower rate. Overall, the growth
in revenues and gross margins drove managemeakpreime to $260 million, up 10 percent versusyasar's third quarter.

For the third quarter, revenues from our otheritesses grew 20 percent to $390 million, driven &wpiced revenue growth rates at Nike
Golf, Converse, Cole Haan, and Hurley. Our othesiresses earned $24 million of pretax profit, adiability improved in each one of the
businesses.

Demand creation spending increased 21 percentloweith 4 points of the growth driven by strondereign currencies. The most significi
investments related to sports marketing in EurtipeJ.S., Asia Pacific and Golf; advertising behihd Women's fithess campaign in
Europe; and Retail development around the world.

Operating Overhead increased 14 percent, with Btgpoif the growth coming from stronger foreign emgies. Key components of the
increase were higher personnel costs due to higages, benefits, and incentive-based compensatin Nike-owned retail stores, and
infrastructure to support the growth of emergingkats such as Russia and China, and non-Nike biargtsas Cole Haan and Starter.

Other expense in the third quarter includes foreigmency losses, primarily from hedging. Thesadsswvere slightly lower than for the third
quarter last year. The net effect of these foreigmency losses and the favorable translation &igm currency-denominated profits was $20
million of additional pretax income for the quarter

Our effective tax rate for the quarter was 33.&eat, bringing our year to date rate to 34.8 peream current estimate for the full year.

Our balance sheet continues to be an area of fimlesteength for the Company. Cash and shema investments totaled $1.6 billion at the
of the quarter; our interest bearing debt was abalitthat amount as of the same d



Worldwide inventories continue to be fairly leareoall. As of February 28, worldwide inventories wdrpercent higher than a year ago, with
currency changes accounting for about 3 points@ivth.

At the end of the quarter, accounts receivable idrpercent higher than the prior year, in linehwivenue growth for the quarter. Stronger
foreign currencies accounted for about 3 pointhefgrowth.

As you would expect, we're very encouraged by gvéopmance of our portfolio businesses so far year, and expect solid financial
performance for the final quarter of fiscal 2005.

For the fourth quarter, we expect revenues to grog¢single digit, somewhat slower than the trendeafent quarters and the growth in
futures we reported today. In the U.S., we expmetdingle-digit revenue growth as shipment timing éower sales of licensed apparel,
close-outs and at once products partially offsetgitowth in futures. In Europe, revenues will beegsially flat as we compare against strong
sales in Q4 of fiscal 2004, related to the Eurodeatball championships. However, we expect corthdouble-digit growth from Asia-
Pacific, the Americas, and Nike Golf.

Fourth quarter gross margins should be a bit seotigan in the third quarter, reflecting a normedsonal pattern. Versus the third quarter, we
also expect some improvement in SG&A spendingixadb revenue.

As we usually do at this time, we are also now ifigrup plans for our next fiscal year. We startwour long-term financial goals: high
single-digit revenue growth; mid-teens earningsgbere growth driven by expanding profit margimgj ancreased capital productivity and
cash flow. Assuming stable foreign exchange ratedhelieve we can grow fiscal 2006 revenues irhigk-single digits. Better foreign
exchange rates should enable us to absorb anédipatreases in commodity costs and discountsstilhdrow our overall gross margin. In
addition, we're working to hold the rate of SG&%outth in fiscal 2006 below the rate of revenue grawt

We do have a bit more visibility for the first gter. We expect high single-digit revenue growtlfiecting continued strength in our global
portfolio of brands and slightly better foreign Baoge rates. First quarter gross margins shoutdogisefit from foreign exchange, as our 1
half hedges are at more favorable rates than ibeywar. Finally, we expect greater SG&A leveragehe first quarter than for the full year,
since our fiscal 2006 demand creation spendingheilfocused on the buildup to the 2006 Soccer Wodd in the second half of the fiscal
year.

In summary, we're very pleased with our resultfasohis year and we feel we're in a great positeoontinue to deliver strong profit growth
over the balance of fiscal 2005 and into 2006. Whtt, I'll turn the floor over to Bill Perez, Prégsnt and CEO of Nike, Inc.

WILLIAM D. PEREZ
President and Chief Executive Officer

Thank you, Don, and good afternoon, everyonealpieasant, yet somewhat ironic privilege for mbadere today. As you know, | spent the
past 34 years of my career working for a very gayarivately held company. The idea of sharingiied financial information and plans is
quite a shift for me. As a matter of fact, | useanjoy listening to you grill our competitors.

So now I'm here to be grilled, but please undedstare only been here 8 weeks, I'm operating witpriessions and | always like to augment
impression with facts before sharing thoughts kinggaction. With that said, | know that Mark, Cli@rand Don are eagerly awaiting your
questions, particularly Charlie, with whom I've spmore time the past 8 weeks than with my own wife

Today I'd like to spend a few minutes talking aboby I'm here, my initial impressions, my priorgjeand what you should expect from me
and this management team. So first, why Nike? Simagan to work on Nike on January 24, I've enjbgerhaps the most intense and
professionally energizing 8 weeks of my career.ri@gsons for coming here were quite simple, anctthwere four of them. First, I've always
admired the brand. Nike's ability to perpetuallge® and evolve to stay contemporary and relevacbtsumers is nothing short of
remarkable. As you know, it's one of the most reied brands in the world. Second, to put it simplpve sports. The opportunity to align
my personal and professional passions was a ctudreckfetime. Third, Nike operates in a team eomiment. That's the environment from
which | came and it's the one | believe that is effective. Where all players are aligned anctaiitribute to the success of the enterprise.
Finally, | genuinely believed there were growth ogpnities for Nike across geographies, sportsgmates, and the acquired brands. And I've
got to tell you that after 8 weeks, that impressias not been dispelled.

My time so far has been about listening and legrnline biggest surprise to me is how much greateopportunity is than | initially thought.
| visited 3 of our largest customers, conductedrass reviews in the U.S., Europe, Asia, and aasassubsidiary brands and global
functions, such as footwear, apparel, equipmemnite, and human resources.

The talent level within this Company is even higtieam | expected and my expectations coming in werg high. The level of confidence,
energy, and commitment I've encountered througtiamibrganization is truly exceptional.

Along with our people, Nike's capabilities in matkg and product development are our competitivengjth. And we have scale leverage in
both areas. During my time in the footwear adveresearch and development area, | was struck baimeess and depth of our new product
pipeline. | know Mark has expressed his confidandeike's innovation agenda. | can assure youhhaias not overstated either the qua



or the depth of the new product opportunities inansenal.

How do | see my priorities? Well, | like to focus olearly defined priorities and go after them wathigh sense of urgency. | anticipate the
team will have those priorities in place when wekkiff the upcoming fiscal year. Without a doubt fitst focal point will be on people. |
place the highest value on people and am comntittetevating our overall ability to recruit, devpland retain talent. | believe that people
make things happen, and the results Don just readeave clear evidence of that. Processes cantdéeibut the name of the game is having
the right people, in the right places, at the righte. That's what | believe. That's what Phil &edis and this is what the leadership team
believes. | view this as my personal responsibititynake sure we develop the next generation ofagement at Nike.

Given my background, it won't surprise you to kritnat | place the consumer at the center of all/aiets. The Nike Brand's relationship with
consumers is unmatched. We have to make suredhgbotfolio of brands is accessible to consumasall channels of distribution, in all
geographies and is appropriately targeted at thet attractive demographic groups. That's certainky of the reasons why I'm here.

What should you expect from this team and me? Exé¢ flew months are going to be incredibly challeggand invigorating. As | deepen my
understanding of Nike's business, | look forwardharing my perspective with you. The Company késerdinary momentum, so | would
not expect a dramatic change in strategic direction

As the past many quarters indicate, Mark, Charig the team have done a great job. Our duty i®épkt that way as we pursue
opportunities to grow, to better leverage our scabhel to deliver value to our shareowners. | lakvard to meeting and working with all of
you. Thank you

MARK PARKER
President of the Nike Brand

Okay. This is Mark Parker speaking now. Thankd, Bibod afternoon everyone. As the numbers Dorjusigeported to you indicate, our
strong product and brand momentum is carried imostecond half of our fiscal year. Today I'm gdimgpend some time calling out a few
places that have really helped generate thosetsemudl where we plan to focus going forward.

One of the aspects of today's results, which | &agecially gratifying, is that they span the Nikw,. portfolio with the Nike brand leading t
way. As we discussed last quarter, we're very fedws growing our core business. The opportunitiesee within our core Nike brand
business are as rich as ever and today's resul#sntg help validate that point of view.

From a regional perspective, our U.S. businesdban particularly robust, delivering its seventhsecutive quarter footwear futures growth,
a trend that points directly to the momentum anehsfth of our brand in our largest region. You'gerstoday in our futures orders, how
strong demand is. More importantly, s#dtus across our U.S. footwear performance categanmd technology platforms have been as he

as we've seen them in years. Equally significanttfe seventh consecutive quarter on a year-ovarfyasis, average selling prices for
footwear futures again trended up. Charlie willgeret a more detailed regional review, but | wambeploint out our success in the U.S. region
as an example of how our core growth strategy meging strong results.

From a category perspective, one of our core perdoce areas that always receives a lot of attedtioimg our third quarter is obviously
Basketball, and this past quarter did not disapgpbist month, the NBA All Star game came to Denead Nike athletes like Lebron James,
Kobe Bryant, Dirk Nowitzki, Vince Carter and Amaséoudemire dazzled the crowd, but Nike's reachnebae well beyond the game itself as
we sponsored humerous consumer events, featuhlejes and entertainers at various locations ar@erdrer. The energy generated ovel
course of the weekend was clearly visible and nraé$e, as the Denver Nike Town recorded its highegjle day sales in the store's history,
and Nike basketball.com had over 160,000 visitoth¢ site. It was a perfect setting to debut &sbine shoe in the history of Nike and the
sport of basketball: The Air Jordan

20. Customers lined up outside retail stores aadrat the country to get the 20, and it's incredgtipng sell-through made it it one of our
most successful game shoe launches in several yestusuld also add that sell-thru on the broadedan product line are the best we've seen
in years.

On the apparel side of the business, our performatrategy has taken hold and has put us in agetrgoosition from which to grow. During
the third quarter we launched a major integratedpzagn around the newest generation of our perfoomdirst layer Nike Pro Apparel,
featuring some of the greatest players in footadl baseball. The reaction by athletes at all $elrak been very positive and sell-thru is very
strong. Nike Pro is just one segment of our rapiftywing performance apparel business, a busimeskich we believe we've only just
scratched the surface. We see opportunities toangpour go-to- market performance here, and weengmuch committed and focused on
doing just that.

We're also very bullish about our opportunitieshie active life side of the business. The activaifess requires a very different skill set than
performance sport, and we've addressed this neatignying apparel, footwear and equipment teanieduas directly on the active life
opportunities. As a result, we've been improving@mpetency in merchandising, telling more conipglstories and approaching our target
active life consumers in more effective and reléwaays from product creation all the way out tailetor instance, our focus on our urban
apparel collection has been making strong connestidgth the tastes of this very hip, very fashionscious consumer group, with products
like our Pulse Boots line which has been generaiegt consumer response at urban retailers atresountry. Looking ahead, we're very
excited about our BRS and Sports Heritage appaes that we'll be launching for Fall and Holid@§.' Dynamic and edgy active wear that
really draws on Nike's deep sports herite



Another area that continues to drive financial Itssand business energy is in the women's fithas=gory. One of the primary ways we're
connecting with this consumer is through danceirguthe third quarter, we launched the sustaineefjinated fithess dance campaigns in the
U.S., Europe, and Asia in support of a full linepefformance and active footwear, apparel and egrip. These campaigns involve
grassroots events where consumers have the opjiptimexperience products firsthand while trainangd testing their skills along with sol
of the world's most prominent dancers and chorgages. Early results of these efforts are impresas/product sell-thrus were strong, and
our women's footwear and apparel business toggteear over 20 percent during the quarter.

As we focus on the core growth opportunities fa iike brand it, all starts with Innovation. Oulergless focus on bringing meaningful
innovation to the market is the foundation for Ngksuccess. The trend towards performance has leegorimcreasingly more common topic
of discussion throughout our industry, but thissially nothing new to Nike. We've been driving thiend because everything we do is rooted
in performance. Frequently we're asked if we'receomed about one competitor or another's pushriousacategories. The answer is simply
yes. But more importantly, we're energized. Nile'gs best when we have s clear competitive presswhich is the source of Nike's p
success and the opportunity for this Company tavdgnothe future.

Last month we held our Global Leadership Summigret650 of our top leaders from around the worlde#ogether at our world
headquarters to share their success stories,idieeis around future opportunities, and their coitipetdrive. The message of the summit was
clear: Nike is a growth Company and for all bratalgrow, we need to focus on the core. Includirgséhbusinesses where we have strong
leadership positions. Bill, Charlie, and | foun@ #nergy generated at this event truly inspiringj the experiences has me more confident
than ever about this team's commitment and altditpove the Nike brand and business to new levels.

Another factor that makes me very confident abaumtgrowth prospects over the lotgrm are the numerous opportunities to leverages joé
our existing asset base. | know when you hear threl \everage you often think about operational ltss\We're seeing some great results
here. Consolidating sourcing, as well as suppbéfsy materials and components, production inites that are driving the cost of quality
down, lowering defect rates, more effectively laging our product tooling investments across mtyles and better claims management,
just to name a few. All really helping to drive imped profitability.

But to us, leverage is a much broader conceptjtisrtost savings. We also think about the operodppities to leverage our existing
product and brand-related asset base to drive vevgrowth over the long-term. Vast Nike assetsdikesports marketing relationships, our
design competencies, franchise products, and nemodogies are just a few examples of what | m&aese are assets we've developed and
nurtured over the years that have tremendous pakémtoe utilized in a variety of new and diffetevays within the Nike brand and in some
cases across the broader Nike portfolio of brawfisre continually analyzing and evaluating wheesthopportunities lie to expand the
footprints of our existing investments. There'steoff ROI upside here. | look forward to sharing tiesults of these efforts with you in the
quarters and years to come.

As you know, our ability to grow our business isé&eé on many factors, not the least of which issthength of the relationship we have with
our consumers through our brand and the produatsaé create. There's a lot of healthy pressureuoivarious advanced R&D groups to
deliver the innovative and compelling product cqutsahat excite consumers and reinforce Nike's pneniorand position. I've spent a lot of
time in this part of the Company over the last faanths and I'm pleased to say that in my 25 yddxske, I've never been as excited about
the quality, the depth, and the commercial poténfiavhat's in the Nike product innovation pipelirior footwear, apparel, and equipment
and both the performance, sport and active lifeestides of our business. Ultimately, this givesmge confidence in our potential in the
seasons and years ahead than anything else | adghtVith that, I'll pass you over to Charlie Damso

CHARLIE DENSON
President of the Nike Brand

Thanks, Mark. Thank you, all, for joining us todayd a happy St. Patties day to all. We're verysglédo report another solid quarter of
revenue and earnings growth. Today I'll do a quickthrough of what we're seeing from our busirsegsthe markets around the world. |
plan to focus my comments in the same areas | fumtbhe past several quarters, looking at whereaviehproved and calling out some
additional opportunities we see from each of theggaphies.

Let's start in Europe where we've talked a lot &lfoei softness in the market over the past year hiad the opportunity to spend time in 3 of
the 4 regions over the last 2 months and the omenbbst genuinely excited about is Europe. As yotelseen by today's results, Europe was
up 18 percent and 9 percent in constant dollarsteNery pleased with the progress we've made tin baly and the UK, with Italy posting a
25 percent gain and a 10 percent gain coming otliteotUK in constant dollars. Central Europe andsRusontinue to be strong performers
and our results in football and performance footwgae us confidence that we're on the right trakth that said, we're still very optimistic
about some of the other opportunities where wenatgerforming up to our own expectations, and theans additional growth.

While Germany and France are not at the level Vievmethey can ultimately be, we have recently ienpénted some management changes,
putting experienced Nike leaders in both countaied are looking for stronger results over the pestr in both of these important Western
European markets. Other areas that offer greattgrpatential are European apparel, the activeskigments that Mark referred to in the
business, as well as our overall operational efficy in inventory management and SG&A spendings@meone who has been around for a
while, | can say that things are starting to featmbetter with our overall European team and thesiness. With the world cup coming into
focus in Germany in '06, we should be in greattpmsio take full advantage of both the event dredenergy it will bring to that marketplace
and continue to grow our European business atyaprefitable rate. I'm looking forward to



Moving on to Asia-Pacific, we posted another quanfedouble-digit growth in both revenue and pretaoome, with China leading the way
once again. As we continue to work on building digtribution infrastructure throughout the counthg level of interest in our brand and our
products continues to grow every day and we'rergppiith the demand pretty well. As we have said yrtames, China is the fastest growth
market in the world right now and it's not veryesftyou get to literally create a new marketplaocenfscratch. We are seeing world class r
being created overnight. Where just a couple yagos there was nothing. The challenges are numertahss pace, but incredibly rewarding
for the team on the ground. It's all about balaggjrowth with fundamental business sense and kaseld with our progress so far.

Turning to Japan, we've talked about softnessdarfdbtwear market there and we saw that contindlearhird quarter. The overall market
been tough and is getting even more competitivé v&re focusing on the things that will keep thigiable, long-term growth business for
us. We have seen the footwear market polarize theelast year with the high end continuing to eigrare strong momentum, but the rest of
the market is becoming very price sensitive. fitagting to feel a little like the U.S. in '00 &&tconsumer is becoming very sensitive to the
price value proposition. We feel like there islgtibig opportunity in balancing our product lireeed creating a new paradigm in the price
value equation. Our apparel business has neverdtemmer and the brand is in good shape and asBwuitope, we see the active life catec
as a source of major opportunity.

In the Americas, we're on pace to report a receat.\l continue to be very impressed by the wayfouericas team has been finding ways to
be successful in one of the most culturally ancheodcally diverse and dynamic regions in the wo#8dlid revenue growth has been driven
by our football and running categories, and ledtogngth in both Brazil and Argentina. Along wittogth in the more traditional sport
categories, the Americas team has been very sdatassvolving the brand into newer areas, sucBesch and Skate, through a combine

of great sport and active product and focused bragssaging targeted at the most influential conssiinghese rapidly growing areas. And
our progress isn't just a product and marketingysi&e continue to focus on marketplace manageimnemir Latin America countries,
resulting in improved gross margins, lower levdlsloseouts and reduced customer discounts. Acgawprobably tell, we're really proud of
what our people have been able to accomplish érégion and we think we've got the right formwaaoéntinue to grow this business going
forward.

And finally, here in the U.S., we continue to begsded with the sustained and improving healthefrtustry overall and our business here
has been both a beneficiary and a source of ttadthh@ he consistent approach of releasing grestymt into the marketplace, supporting it
with brand messaging, and managing product flowianeintory management has been driving resultthiot).S. and more importantly
driving futures numbers like the 9 percent grovhittwe reported today. And while this is our latges most developed market, | still feel
like there is no shortage of growth opportuniti@sr strategy of focusing on our core categorielsasiketball, cross training, and running is
driving our growth and success. But our improviegfprmance in technical apparel and focused efforthe women's fitness areas are
starting to make an impact and each of these avifligsrovide us with substantial growth in the futu

From an operational perspective, it's great tolbe t say that we're making improving progres$witr supply chain. While we're not ready
to declare victory, the work we've done to upgradesystems and processes and developed our digiriinfrastructure has been delivering
measurable benefits. Two areas where the reseltgesly apparent are in return on invested capitdliaventory. We've improved our ROIC
by 260 basis points over the last 4 quarters agrdfgiantly exceeded our original goal of 20 petday 2005. Also, our days in inventory
decreased over the period versus the prior yeabatidthese metrics translate into improved prbifiiig. Year to date we've expanded our
gross margins by 170 basis points. While we dowgeet the benefits of currency to continue forewar,do expect margins to continue to
expand into the next fiscal year as a result ofommtinually improving operational efficiency.

I'll wrap things up today by, again, expressingfde that over the last couple of months | havenspime in each region except the Americas
and I'm heading there soon. Bill's accompanied meazh of these trips. And as you've heard fromdsmwell, our enthusiasm for the
potential of this business has never been gréatethave visited key countries as well as our regjioffices and the energy and focus that
teams displayed were incredibly upbeat. He's helthace to experience some of the Nike businessnane importantly, some of the people.
It's been a great couple of months and he's gedtipgod chance to see our strengths and call eas avhere we can do things better. Now
we'll open it up for questions. Thanks.

QUESTION AND ANSWER

Robbie Ohmes, Bank of America Securities: Thankst d few quick questions. | was hoping you couiNe gis a little more help with your
other businesses in terms of how you think theygarieg to play out over the next four quartersegiMittle bit more outlook on Cole Haan
coming up against tough comparisons and since gdwad four quarters now, really strong profit swilogerall in those businesses, so how
we should be thinking about that would be gread #ren just my second question would be, you meatidhat the average selling prices
continued to trend up. | was hoping you would becgus enough to give us a sense, are they mitksiiigjt, trending up more than they
were? You know, what's going on there? Thanks.

Blair: Well, Robbie, it's Don. With respect to thher business, you know we don't talk about thei guantitative sense, but we still think
there is enormous upside in all of those busine$¥escalled out Cole Haan first. Cole Haan has lzegreat story in terms of the
repositioning of that brand. That business hasméndous amount of momentum, both on the top hidetlae bottom line. We continue we're
going to continue to grow profitability and revesue that business at a rapid pace. Converse, wadked about on these calls. We're very
pleased with the performance of Converse, botlitimestic business here in the U.S., as well a;tbimational business and they are both
growing very rapidly, and certainly we're very pled with the top line growth at Hurley. We do ththiat we're continuing to work our way
through some of the sourcing issues and feel gitmait where that business is headed. Then fifdike Golf has a lot of operating
momentum as well. As you probably recognize, thetfoquarter is where most of our business is dus¢ pased upon the seasonality of



golf business and we think we're going have aftefourth quarter. So, again, don't want to giweiyoo much quantitative information based
on our past practice, but we feel great about thostnesses. With respect to average selling prieare still seeing growth in average sel
prices more in the low single digits versus morthmmid to high single digit numbers we saw last fluarters.

Ohmes: Great. Thank you very much.

Virginia Genereux, Merill Lynch: Thank you, all, @nice to hear from you, Mr. Perez. Two questiomsk]y. Don, can you just elaborate on
your remark on shipment timing and U.S. footweathht stuff falling into August? And then the reue outlook that you discussed for ¢
of the next quarter and the next year, is that teoriglollar, may | ask? That's one.

Catlett: That's two.

Blair: -- Real dollar growth, and the shipment tigyireally is just when we expect the futures ordetsit the marketplace. And a lot of that is
dependent upon where we see our supply chain delyvthe product and when the customers are goirgiand it. We're just basing our
estimates on what we see at this point in the ntjplidee. So it's really just a May versus June esgm

Genereux: That's great, Don, that it was pushed owds asking if it wasn't pulled forward. Thercardly, can you explain, Don, how the
currency benefit falls it to the pretax income fridistened to our comments on gross margins, lwbazinded like, | think you said you got
2.4 percent gross margin expansion from currenegibih is like 80 million, but then 20 million drppd to the bottom-dropped to the pret:
income line.

Blair: No, they're two different aspects to foreigxchange, Virginia. The first part is the piecatthits gross margin. The gross margin imj
was 240 basis points gross, and what that showedgdh to the P&L was 2 full points of gross margmprovement. Okay? So that's one
piece of the equation. The second piece of thetemguavhich is a $20 million item that we quoteddahat relates to translation, so that is
purely the translation of euros and yen and sd fgntofitability into dollars. So they are two segi@ items.

Genereux: Great. That's very helpful. Thank yol, al

Margaret Mager, Goldman Sachs: Hi, it's Margaréave like six questions, but I'll limit myself. t®see, can you talk about the inventory
region? | know it was actually down in the U.Sthe last quarter. How is inventory looking by ratfoAnd in that context, if you could, give
us some perspective on Japan. How concerned arabgau the outlook there comparing it to the UnS2000 is a bit alarming, and also |
would note that we saw some really spectacular musttoom Adidas coming out of Japan in their eagaireport this month. So if you could
give us some better context of what is going odaipan and then also comment about inventory bpmegat would be helpful. Thank you.

Blair: Well, let me take the inventory question, figaret. You know, we've talked about inventoryenrs of where we feel that we can do
better. You know, we generally feel very good abmutinventory levels overall. The places wherethwek we can do better, we would call
out European apparel. We've talked a little bitiatmur inventories in Korea and Japan on previalis.cThose are places that we think we
have opportunity. We're doing better in all of thgdaces. We're working our way through in the imeey levels we have and to date, as you
can see from the results we reported in the thiattgr, they haven't had a material impact on asintess overall, but we're going to keep
working in those areas. Balancing that, in the oéshe markets, we've had some really good suamesparticularly | would call out the U..
both the footwear and apparel side have done aniubly terrific job of keeping inventories tight@that's reflected in our gross margins.

Mager: Are they still down, Don?
Blair: The U.S. inventories are down.
Mager: Okay. Thank you.

Denson: Margaret this, is Charlie. I'll take a &ratthis and Mark, | think has got comments tootudlly we just got back from Japan last
week. | would not say that we're alarmed aboutliganese market by any means. Actually as | saiyiprepared remarks, | think we're ¢
very bullish especially on a long-term basis.dti® of the most influential marketplaces in theldiaas you know. Where we are seeing some
softness again in this polarization. We're stifling a lot of positive brand strength at the higtl,éut it's getting a little bit more price
competitive and | think right now we've got to aesl some of that in some of our pricing and lookinghat we're doing. One of the things
that we talked a lot about several years ago whewere addressing the U.S. market was this thiagMark kept referring to as a total game
plan, and the complete offense, so to speak, adrg at the overall product lines and I'm spealprignarily in footwear right now. The

other thing that gives us some pretty good confidds the strength that we're continuing to seh from a brand standpoint and an apparel
standpoint. These are some things that | think ge'to work on specifically in the footwear arewlave feel pretty confident that we know
what we have to do and we can get a hold of it.

Parker: This is Mark. | would just add, to echo iess comments about the split in the market jpada the luxury high end has been very
strong and then it seems like there's more actimndoelow at the lower price point levels as walll éhe value zone. So what we're trying to
do there and actually are working on doing rightrig- Charlie's comments around complete offerssegally build more strength and price
the value in that middle zone with some compelting sevenths and feel good about what we haveeipitieline to address that situation.
The market's gotten fairly promotional and we'verbeeluctant to drop down into th



Mager: Okay. Thank you.

Bob Drbul, Lehman Brothers: Hi, good afternoonl,Biguess one easy question for you, and one togugistion for you. The first one is |
heard that you are a runner and | was just cuiifd@am can keep up with you on the track.

Perez: That's a tough question, Bob.
Drubl: Exactly.
Perez: What's the easy one?

Drbul: The easy one is, well, I'm not completelgnféar with the breadth of your portfolio at ourdotompany. | know you're still learning a
new organization and you don't want to throw owt @oncrete initiatives just yet, but | wonderegdiu could share with us a few of the major
differences, maybe some positives or negativesythasee in the portfolio you've been running verhie once that you are now in charge of
running.

Perez: | think there are a number of differencéisink the SC Johnson portfolio went through almdsntical channels of distribution, was
largely based on the same technologies, whetheastpackaging or chemistry or mechanical actiokeliroducts are distributed in multiple
channels of distribution, very diverse ones. Tllmelogies between, you know, the relationshipheftechnologies that drive footwear and
those that drive apparel and equipment are qustindt. | think those are probably the two mairfeténces in the portfolio. | come-- | came
from a world where managing multiple brands wasag of life and we're just getting into it here ak&with the subsidiaries and the
businesses we've acquired.

Drbul: Great, and if | could squeeze one more in.

Catlett: Okay. | do want to have the record reftaet Bill's best marathon time is one minute fagtan mine, and | intend to correct that.
Drbul: Well, best of luck with that.

Catlett: Thank you, Bob.

Drbul: You're welcome. And for Charlie and Marlguess when you look over the next 12 months, ygs gave had some really great
successes with Air Force One and some of the Sradupts that are out there. Does that at all botharor concern you as you look to comp
against these numbers over the next 12 monthsg¥er

Parker: Yeah, this is Mark. Let me take that. Aiyud feel very good about the success we've aBhioxs and Air Force Ones from a
looking forward standpoint. | feel like we've goinse very compelling things in the works right nound trying to keep those franchises,
both from a technology and in the case of Air Fdbeee, that style, very fresh and compelling. Soféeling good about-- | don't think we've
reached the limitations on those. We're trying timage those businesses very smartly, and makéhsinee're not over-saturating the
marketplace. There's quite a bit more demand theat we're actually selling right now, | think, apdrticularly in the case of the Air Force
One and also in the case of Shoxs for that matgrbeyond that, | think when he made my commebtaiahow excited | am about what's in
the innovation pipeline, it really has a lot towith the diversification of the product and theheaology on the premium side, particularly
beyond Shox, and beyond any one particular teclgyola saying that, I'm still very bullish on théa& franchise and where that's going
government you'll see some things in the nextasiwelve months that will take us well beyond oapendence on any one specific
technology or franchise.

Drbul: Great. Thanks.

Denson: Bob, I'll just chime in a couple other peithere. On the franchise thing, | think one @f things that we're really confident in and
feel pretty good about is Mark's point, managenoétiiese franchises that we have, and right n@Ait' Force Ones and to some degree
Dunks, but there's some other pieces of the praahsennal that are already starting to take theepddithat, whether it's the Shox piece, we've
got the introduction of the new Free technology rawin the marketplace and it has received vagngtresponses to that. | think the key
thing here is that we're not going to try and neagly anniversary comp those numbers on a styletie basis. | think it's keeping this stuff
fresh and moving it in and out of the marketplaictha appropriate level is something we've dematetrin the past and we're going to stick
to that too. We've already started to pull baciktie bit on the Air Force One in a couple of difat markets.

Drbul: Great. Thank you very much. Good luck, Bill.
John Shanley, Susquehanna International Group: Gftedhoon.

Shanley: Charlie, maybe, and maybe Don if you cahidche in on this, I'm a little confused about th&. marketplace. Obviously the
company had a really dynamite third quarter in eohsales increases and a nice forward order,lbuéthe guidance that Don gave us in
terms of low sin¢- digit sales forecast and also the comment abeuhitther discounts, can you kind of give a littterbore color in terms ¢



what's happening? Are you changing your channdistfibution for the product that is causing dditbit of a change in terms of the guidance
you're giving us going forwarc

Blair: Well, let me start with that, John, and th@arlie's going to chime in here, but this is Isenbt reflective of a major change in the
structure of distribution in the U.S., so that's wbere | would look. As | mentioned earlier in prepared remarks one of the things we had
last year was quite a bit of at once businessykat, both closeouts and props business and wéatka very early shipment pattern last year
compared to what we see this year. So combinafitimedfact that we've got a strong futures trenlicv means we have less closeouts, we
have less prop business, and also as we've talleed many times, we also have the NBA expirati@o alown. So a combination of all of
those things means that you're going to see lessiue growth in the fourth quarter than what yaeiiseour futures order book.

Shanley: Okay.

Blair: The point about discounts really is a miange. We've had a lot of growth in our larger congis, as you know, there's been some
trade consolidation in the U.S., and one of theaatp of that is that it's going to the high volucustomers, which generally tends to raise the
discounts from the standpoint of mix.

Shanley: Okay. | understand. That's very helpfhlai@e, on Europe, theery solid quarter also with a 9 percent constafgssincrease. One
your competitors just recently said that they wganing market share. I'm wondering if you can kifidummarize what you feel your mar
share position is in western Europe in athletidf@ar and whether or not you see an opportunitigo gain market share.

Denson: | mean we feel, like | said, this is asdyas I've felt about Europe in over a year, yedrahalf. And | think the idea that we will
continue to gain market share is something that #ra-not going to sit here and predict it, buikel our angle of approach and | think that's--
I'm excited about Europe, | mean overall. We cacaegory by category or country by country, butrevetarting to build a little bit of
positive momentum there, and | really one of thiegh that we've been talking about over the laat y@specifically in countries of, in Italy
and the UK where we were-- well in Italy we actyatruggled, in the UK we got a little bit stagna@etting these things pointed in the right
direction, France is still a pretty challenging Bomment from a retail standpoint, as is Germany vire think we've got some things in the
pipeline, even for those two markets that put us great place going into ‘06 and the World Cup.y&ad World Cup in Europe is going to
be a big deal, and obviously in Germany it willdbbig deal for us as well.

Shanley: Are you going to ramp up your advertispgnd in Germany since that's the host country?
Denson: You might see a few things go on there.

Shanley: Great. Okay. Thanks a lot, guys.

Noelle Grainger with J.P. Morgan: Hi, good afternc

Grainger: Okay. Two things for me, | guess. Ongy#tarm, Don, on gross margins-

One gross margin question, Don, for you, you'ved@de outstanding expansion over the past couple yeontinued in the quarter. As you
look long-term, where do you think that number garand kind of- obviously you've indicated you thihcontinues in '06 and what type of
pace do you expect? And then my second questisas Ireally hoping you can elaborate a little bitde on the Starter business, and talk
about your plans or where you're tracking relatovgour plans for footwear rollout and signing, wiiau plan to do with how you're going to
incorporate Brett Favre, | believe you've signettiat brand.

Blair: Okay. Let me talk about gross margin andeoagain, know Noelle, | think you're going leavssditisfied with that-- but our story that
we've been telling you consistently is that we kttimere are lots of levers for us to pull on grossgin. We work the product side of the
equation both in terms of how it's manufactured laomt we buy raw materials. We've been working ttesg to net equation, which is things
like discounts and claims, and tightening our sygplain. So as Charlie said, we feel great abaiptbgress we've made and we think we
can continue to raise gross margins through sontleosk vehicles and also in '06, we do expectassee continued benefit from foreign
exchange. So a combination of all of those thimgsstill believe we can continue to grow gross rirergWhere the absolute limit is of the
really might be, wouldn't want to say at this juarttour, but we're still optimistic that we camtioue to grow it. I'm going to give Mark the
Starter question.

Parker: Yeah, actually, as you hopefully know, wegédactually a healthy business with Starter attWakt. This launch that we're in the
midst of right now is really the beginning of softa new venture for Starter and obviously Nikéaking Wal-Matrt, | think, to a different

level in terms of footwear, higher priced footwspecifically is what | mean. And we feel like theguct line that we've got coming to the
Wal-Mart locations, the bulk testify being next wees really a whole new level of product for Walkl, and Brett Favre's involvement we
think will actually help boost the attention arouhe product. He will be involved with marketingoport, in- store advertisintype support t
help pull that product through. Like | said, thésai new venture for Nike and for, I'm sorry forrf&nand Wal-Mart in the sense that we're
going to new places in terms of the product quatttg technology that's represented and the pradhetthe pricing. So we're optimistic about
where this may go, but, you know this, is a stgrpoint for us. So | don't want to say much mowmmntthat, other than there's a fairly healthy
degree of optimism about where this may lead.

Grainger: Good luck



Jeff Edelman with UBS: Thank you. I'll try to beicki One, Charlie, with the average selling pricevgh tapering off, is this largely due to
more product going to Footlocker, or is it stilbbd based?

Denson: No, | think it's still pretty much broadskd, Jeff. | don't think+ mean we've had a nice acceleration of this nuraber the past, yc
know, 12 months, | think it is. | would have to lgack and look at it specifically. As | think Dorluled to in his prepared remarks, | think we
still are looking to see it climb. I just think tihate of that climb is going to start to ease lUiftla bit. It varies around the world too. | think
you're going to see the U.S. continue to be ptabithy. | think as we talked about before, Jap&ates like Japan, it's going to get a little
tougher as it gets a little promotional over th&erope has really been driving a pretty strongdase in average selling price, a lot based on
currency. So, you know, how some of that startsddk itself out in that marketplace over the next @8 months is something we'll keep an
eye on. As a general statement, we would expsegitt decline just to this lower rate.

Edelman: Okay. Then secondly, the strengths youisdtaly and the UK, did this reflect increasedtdbution or increased penetration wit
the existing accounts there?

I'm sorry, where is that again, Jeff?

Edelman: The, the sales strength that you hadeitutt and Italy, was this a function of increasingtabution or more increased penetration
with your existing account base?

Denson: That's easy. Penetration.

Edelman: Okay.

Denson: No expansion in distribution whatsoever.
Edelman: Okay. Thank you.

Catlett: Okay. I'd like to thank everyone for joigius today. We look forward to speaking with yoars
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