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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
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(Exact Name of Registrant as Specified in Charter)
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(503) 671-6453
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Item 7. Financial Statementsand Exhibits.

(c) Exhibits.

The following exhibit is furnished with this Formkg

99. Transcript of earnings release conferenceocallune 24, 2004
Item 12. Results of Operations and Financial Condition.

On June 24, 2004, NIKE, Inc. held a public teleghoall to discuss its fourth quarter earnings prelesase. A copy of the transcript of the
conference call is attached hereto as Exhibit 99.
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Exhibit 99
NIKE, Inc.
Q404 Earnings Release Conference Call ModeratoneRaCatlett June 24, 2004 5:00 pm EDT

Operator: Good day, and welcome to the Nike FoQuilarter and Year End Fiscal Year 2004 Earningserente call. Today's call is being
recorded.

At this time for opening remarks, I'll be turnirgtcall over to Ms. Pamela Catlett, Director ofdstor Relations. Ms. Catlett, please go at

Pamela Catlett: Good afternoon, everyone. We a&aspld you have joined us this afternoon to disNilsss fiscal 2004 fourth quarter and
yearend results. For those of you who need to referenc release, you'll find it on our Web site, wwikebiz.com.

You'll also find expanded information on the Wete sibout some of the highlights we'll be discussittpy. Participants in today's call are
Charlie Denson and Mark Parker, Presidents of ke brand, and Don Blair, our Chief Financial Offic

Each of today's participants will provide brief paged remarks, which will also be available onwab site immediately following the call.

Before | turn it over to Don, let me remind youttba this call we're going to make forward-lookstgtements based on our current
expectations, and those statements are subjeettttircrisks and uncertainties that could causashcesults to differ materially.

These risks and uncertainties are detailed in eponts we file with the SEC, including Forms 8-KddiD-Q. Some forward-looking
statements concern futures that are not necessatibative of total revenues for subsequent peridde to cancellations and the mix of
futures orders, which may vary significantly fromagter to quarter.

In addition, it's important to remember a significportion of our business, including equipment nodsNike Retail, Nike Golf, Converse,
Cole Haan, Bauer, and Hurley, are not includedh@s¢ futures numbers.

Finally, during this call we may discuss non-GAARahcial measures. A presentation of comparable BAfeasures and quantitative
reconciliations can also be found at Nike's Wed. sit

In this call we may also discuss non-public finahaind statistical information, which is also pabliavailable on that site, again,
www.nikebiz.com. Now here's Don Blair.

Don Blair: Thanks, Pam. As you now know, we've pdsinother record year in fiscal 2004. Our bramaiicue to build momentum around
the globe, and our U.S. retail distribution strgtbggan to bear fruit, driving our revenues over$i2 billion mark, up 15 percent versus last
year.

Changes in foreign currency exchange rates acoddot@lmost seven points of the growth while thquasition of Converse added another
two points of growth to consolidated results faz flear.

Futures orders for the next six months grew 11ey@rim real dollar terms, almost a full point abdast quarter's release. Excluding the im
of currency changes, futures orders increasedpeneent, a significant acceleration versus thesicent growth we reported last quarter.

For the year, our consolidated gross margin was g&rcent, up 190 basis points versus fiscal 2808 the highest in our history. Currency
changes accounted for about 70 basis points dftheovement.

The balance was the result of better margins oh intihe and closeout product driven by cost iiti@s on the products and tighter supply
chains. We also delivered record profits as ouryiedr diluted earnings per share were $3.51, upe2@ent versus fiscal 2003 before last
year's accounting chang

And we've delivered that record profitability wigxtraordinary capital efficiency. For the year, oeturn on invested capital was 22 percent,
four points better than last year, and we deliverearly $1 billion of free cash flow from operatsoas we continued to tightly manage
working capital and capital spending.

A lot of that cash went to shareholders. Duringytear we raised our quarterly dividend 43 percedtgurchased $420 million of Nike stock,
completing our four-year, $1 billion program. Ineidally, the program we just completed is our tisihdre repurchase program since July,
1993, and we've completed each program within éreg authorized by our board of directors.

And today we've announced that our board has aatitba new $1.5 billion share repurchase prograbetoompleted over the next four
years. So those are the headlines, and now lgtisti some of the detail



In our European region, which includes the MiddésEand Africa, revenues grew 16 percent in Q4lahplercent for the full year with most
of the growth coming from more favorable excharages.

For the year, footwear and apparel revenues betir B percent, while equipment revenues advancg@fent. In the fourth quarter,
European footwear revenues grew five percent dsleafand and the effects of the change in seapoodilict flow were more than offset by
13 points of growth from currency changes.

After several years in which we grew substantitdister than the overall footwear market in Eurape,footwear revenue growth last year
was more in line with the growth in the overall ketr

We remain very confident in the long-term growthepaial in Europe as economies in the west imprthefast-growing markets of the east
join the EU, and retail presentation improves astbgs geography. We're also encouraged by ouaridlearly holiday orders, which advan
in the mid-single digits on a currency neutral basi

European apparel had challenges early in fiscad 200t has posted accelerating growth over the Y&arenues for Q4 advanced 33 percent,
driven by marketing and product initiatives focusedthe European football championships.

Equipment also finished strongly, as robust saldsaiball product drove a 43 percent revenue iasesin Q4. Our gross margins in Europe
expanded 340 basis points for the year, accoufting10 basis points of our consolidated marginromwpment.

About 200 basis points of the increase in Europeargins came from currency changes, while bettarampricing margins and more
profitable closeouts drove the balance of the imenoent.

Overall, fiscal 2004 pre-tax income for the Eurapeagion was $751 million, an increase of 41 perwensus fiscal 2003. As always, our
segment disclosure of regional pre-tax income iseculy available on our Web site.

In the Asia Pacific region, revenues increasede&tsqnt for the quarter and 20 percent for the y&aout eight points of the fulfear increas
came from stronger currencies in the region. Feryémar, footwear reported 17 percent growth, wigilparel grew 23 percent, and equipment
advanced 21 percent.

Revenues grew in nearly every country in the reg@hina reported the fastest growth in the regamlvancing 66 percent for the year, while
Japan added the most absolute revenue, postindeddigfit growth in fiscal 2004.

For the year, Asia Pacific gross margins advandedi aoint, accounting for 10 basis points of tensolidated gross margin improvement.
Reported fiscal 2004 pre-tax income for the AsieifRaregion grew 21 percent to $355 million.

Our Americas region delivered a solid year in fi204, delivering $102 million of pre-tax incomar the year, up six percent versus the
prior year. Reported revenues grew 19 percentioyear, and 25 percent for the quarter, with gigits of full-year growth coming from
stronger currencies in the region.

Robust revenue growth in Brazil and Argentina aoted for most of the increases. Gross margin®8§l basis points for the year, reducing
Nike and consolidated gross margins by about 13 lpasnts.

In the U.S., we began fiscal 2004 with an evoludiigribution strategy and futures orders down li@gat. Our U.S. region finished fiscal
2004 with fourth quarter revenue growth of six gertc futures up 10 percent, and over a billionatsliof pre-tax income for the year, up five
percent versus last year's record level.

It was quite a year. For the year, revenues irtlge grew three percent as footwear grew two, agracreased six percent, and equipment
grew one percent. Gross margins in the U.S. adabé® basis points for the year, driving 60 basisfs of our consolidated gross margin
improvement.

Half of the improvement came from higher gross rimargn sales of inline footwear, with the balaneming from better margins on closeout
footwear, inline apparel, and retail sales.

During the fourth quarter, our third largest cuséorim the U.S., Footstar, filed for bankruptcy, annced plans to close a number of stores,
and sold the balance to Foot Locker, Inc. This baptcy had a minimal impact on our fourth quartaremues and profits as lower sales to
Footstar were more than offset by higher saleshteracustomers, including Foot Locker.

At this stage, we expect we have paid most, ifalipbf the amounts owed to us by Footstar. Eattiday, we reported that U.S. futures or¢
scheduled for delivery over the next six month®rb8 percent versus the year-ago period.

Orders from Foot Locker, including the newly acedistores, were higher than prior year orders ffowt Locker and Footstar combined,
accounting for about three percentage points obtegall futures growth for the U.S. regic



For the full year, revenues from our other busiasggew 51 percent to $1.4 billion. The acquisitib€onverse accounted for just under half
of that growth. Revenues at Hurley advanced abdyte3cent while Nike Golf, Power Nike Hockey andeCdaan each grew over 20 perc

For the year, our other businesses earned $7%mdli pre-tax profit, driven by the acquisition@bnverse and significantly better
profitability at Nike Golf and Cole Haan. Consolidd SG&A spending for Nike, Inc. grew 25 percenthia fourth quarter and 17 percent for
the full year.

Changes in exchange rates accounted for aboubsitspof the increase for both the quarter and/dee. For the year, (demand creation)
spending increased 18 percent, with seven poirgsavfith due to effect of stronger foreign curreacend about two points due to the
acquisition of Converse.

(Higher) endorsement expenses in the U.S., anrmaméal investment in retail marketing and advergsaround the world were key drivers of
the balance of the increase. Operating overheadased 17 percent for the full year.

Stronger foreign currencies accounted for five fgoof growth, while increases in incentive-baseghpensation added three points, and the
acquisition of Converse added two points. InvestsianNike retail stores and supply chain improvatagas well as additional infrastructure
in our fast-growing, non-Nike brand businessespanted for much of the remaining increase.

Other expense for the year was $75 million, dowghsly versus the prior year. About two-thirds bistyear's expense was due to foreign
currency losses, mostly from Europe. These lossge wffset by favorable translation of foreign emcy denominated profits reported by our
international regions.

The effect of netting these foreign currenciesdssand the favorable translation of foreign curyesenominated profits, was $157 million of
additional pre-tax income for the year and $42ionilifor the fourth quarter.

Our effective tax rate for the quarter and the yeas 34.8 percent, 70 basis points above the oatlfof last year, as a result of a higher tax
provision on international earnings. Year to date've generated $1.5 billion of cash flow from @tems, and used $545 million of cash for
investing activities, including the acquisition@bnverse.

Cash flow from operations, as you would see it on@AAP cash flow statement, less cash used farsting activities, is our definition of
free cash flow from operations, and that totalediion for the year.

Cash flow used for financing activities totaled $38illion, driven primarily by cash outflows for ate repurchases and dividends, offset by
proceeds from the exercise of stock options. Assalt, as of May 31, 2004, we had $1.2 billion astt and short-term investments, and our
balance sheet is as strong as it's ever been.

As of May 31st, worldwide inventories were eightqeant higher than a year ago. The acquisition afv@ese and currency changes together
accounted for about six points of growth. Inventiorghe U.S. fell 11 percent.

At the end of the fiscal year, accounts receival@es two percent higher than the prior year. Steorfigreign currencies and the acquisition of
Converse together accounted for four points of gnow

Without these factors, accounts receivable woulelteclined two percent. Nearly four years ago aban analyst meeting here in Oregon,
we outlined our financial goals for Nike: high siegligit revenue growth, mid-teens earnings peresigagowth, expanding return on invested
capital and accelerating cash flow, and more ctergisesults based on our ability to manage a dified portfolio of businesses.

In the time since that meeting, the Euro devaluguificantly, then recovered all that and more.rdests attacked around the world, and war
broke out in the Middle East. In the U.S., we maidmificant changes to our retail distribution &gy, and our third largest customer went
bankrupt.

We implemented new systems and operations gengraier 80 percent of our worldwide revenues. Wauaed two new brands, and we
delivered on the financial goals that we outlinedse four years ago.

Over the last four years, we've compounded reveaueght percent. We've grown earnings per shizae average of 14 percent per year,
and we've raised our return on invested capitahfid percent to 22 percent.

We've generated $2.8 billion of free cash flow froperations, and we've returned $1.6 billion ohdasshareholders in the form of divider
and share repurchases. Great athletes and greet psaform well in the face adversity, but theydiave the discipline to stick to their game
plans and win the games they're supposed to win.

Dynasties are built on consistency. Year after yeminst all levels of competition, great athleted great teams just win. In some years, suct
as fiscal 2004, we may exceed our financial goaéstd a positive economic environment, an acqaisitir a strong product cycl



In other years, we may be below our long-term tatyet on average and over the long term, we bele® can deliver mid-teens earnings per
share growth. Our expectations for fiscal 2005 ii@emansistent with the point of view we discussast lquarter, assuming a stable currency
environment.

We're targeting high singléigit revenue growth for the year, but expect olfeeavenue growth will be higher in the first half the year as w
face a more difficult comparison in the second.half

First quarter revenues will also benefit from then@erse acquisition in the second quarter of laat.yAs a result, our current estimate for
quarter revenue growth is in the mid-teens. Orgtiess margin line, we expect that better foreigchexge hedge rates will enable us to be
more competitive in Europe and Asia, and grow aurall gross margin percentage.

The increase in gross margins will be biggest exsbcond and third quarters when the year-overiggaovements in hedge rates will be the
most significant. We're targeting a modest levebGi&A leverage for fiscal 2005, although not in fhist quarter.

Our demand creation investment will be weightedawmithe first quarter as the world focuses on ansenof sports. As a result of the
Converse acquisition and the July implementationes? supply chain systems in Asia, operating owedispending will also be weighted
toward the first quarter.

As a result, while we expect our pre-tax profit giamwill expand over the course of the full yeag expect it will narrow somewhat in the
first quarter.

So in summary we're very pleased with the extraamyi performance in fiscal 2004, and feel we'ra great position to continue to deliver
profit growth in line with our long-term financiatodels.

So with that, I'll turn the floor over to Mr. Maikarker, President of the Nike Brand.

Mark Parker: Thank you, Don. And good afternoorgrgane. As you've just heard, Nike's fiscal yedd®2®as yet another milestone for our
company. What | find to be personally most gratifyis that we've generated these strong resuléexégyuting a more complete offense where
each region, product category and subsidiary basinentributed to the overall success of the year.

For those of you who know us well, you know thas ik not a seasonal or fiscal year objectiveaiisongoing deliverable where our success
is based on a focused and constant effort to imgoovevery front.

For example, Don just told you about our recordsgnmargin performance for the year. Our investriretite Nike supply chain has been a
major factor in our ability to drive upper grossngias.

It has contributed to our operational excellenog iamentory management, including significantlyuedd airfreight costs, which as you kn
drives profit margin growth and has a positive ietgan our bottom line.

We've intensified our focus on building brand, styn and integrity. We're better managing our bramdl communicating more effectively
with our consumers, which, as you know, is a altfactor in our ongoing success.

There's a lot to talk about, but in the interediirok I'd like to highlight just a few areas of dwrsiness that | think demonstrates the sustained
quality of our complete offense approach. Last Jueentered fiscal '04 on the heels of the mucHigimed signings of LeBron James and
Carmelo Anthony.

Media skeptics questioned the value of their catttaand coupled with Michael Jordan's final retiemt, asked the question, "Is Nike
vulnerable?" So what happened? In December we heghceBron's Air Zoom Generation, and we saw $etiiighs at a rate rivaled in our
industry only by a Jordan launch.

The Air Huarache 2K4 followed, again through str@oegsumer demand. The Jordan brand, led by Carfmglwony, generated strong sales
in the Jordan XIX game shoe, and the highly sud¢ak3srdan XlI relaunch.

And Nike Shox continues to excite consumers tqothiat that one major retailer has informed us thay sold their entire inventory of $125
retail Nike Shox footwear at full price. Clearlyetie appears to be a healthy appetite for performpraducts as is evidenced by our strong
growth in sales of premium footwear in several gaties.

We're seeing great sell-throughs at retail andid aad sustained trend in rising average sellingegpbased on futures orders. In fact, we see
positive signs that this trend will continue. Floe futures period we reported today, we saw stgrogth in both units and dollars, with
average price gains of over six percent.

At the same time, we're fulfilling continued consermdemand with releases of classic Nike and Jopdaaucts, like the ever popular Air
Force 1, Dunks, and the Jordan XII, just to narfena



As for what we'll be doing in the months aheacdia basketball category, just a few highlights idell,eBron and Carmelo's participation in
the summer Olympics, and the introduction of th8iam Lo followed by the second generation LeBragnature shoe.

We also have a great new series of Nike Shox famtweming this fall, followed by the Huarache 2KS5.

Changing sports, we had another highly publicizbtete signing last summer of a 14-year-old foddsatamed Freddy Adu. Despite
tremendous media scrutiny of Fred's young professicareer, he's already making an impact on th& lslihd on football fans in the U.S. and
beyond.

But the story of Nike football is now in Europe. @the past few months, Nike has earned an indeedibount of on-field exposure, thanks
to the success of high profile football teams Weeenal, who was undefeated in winning the U.Kr&ngere league title; FC Porto, who won
the coveted champion's league title; Manchestetednivho won the FA cup; and Valencia, winner @& tHeFA Cup in La Liga in Spain.

Nike's association with these prestigious teamsodinelrs, our partnership with many of Europe's tiedvorld's top players, and c
incredible football product innovations clearly aesonating strongly with consumers in Europe.

For the past 12 months through March 2004, NPDw@od) data showed Nike has passed Adidas in fdatmket share in the Big Five
countries in Europe and in the northern Europeamtizs as well.

What is even more amazing is it does include safe® our launch of the Create Magic global branigbitive on April 1st. And during the
2004 European championships, which are underwdy nigw, more than seven billion cumulative telemisviewers will see Nike deliver
another season of football innovation.

Off the field, Nike football is dominating mediacaind the globe with breakthrough communicationg@ncinema, at retail, online, and on
the streets, tied together by the theme of enciugddds to create magic.

Nike's objective is to become the leading footbedind in the world. Just as our innovations argihglto drive energy into the sport, the si
innovations are driving our business. For exampten fiscal year 2002 to fiscal year '04, our glofo@tball business has more than doubled
in size.

We expect to continue this growth in fiscal '05 &egond. As | touched on a minute ago on the piimadvation front, we've introduced
some of Nike's most innovative and distinctive @it products ever, including the Air Zoom Total BiCboot, and the T 90 aero ball series,
which is sold out in nearly every market.

In apparel we introduced the Total 90 Zero Distoactraining and National Team kits worn by keyioaal teams including Brazil, Holland,
Portugal, Russia, Croatia, USA, Mexico and Korea.

And finally, you've heard me talk for several geastabout our speed initiative and the summer eédpWell, it's here. From day one, Nike's
purpose has been to serve the athletes by creatdgcts they need to be faster.

Throughout this summer, athletes such as Marioesldrance Armstrong, Paula Radcliffe, Serena Wiiliaand many others, are competing
in footwear and apparel that represents the mastraeéd performance technology Nike has ever created

And we're communicating with consumers about speetintegrated global brand campaigns designeeitchrboth a broad and a very
targeted audience. Looking forward, we will be feiog a considerable amount of attention on womehercoming year, starting with Shox
for women, which we introduced earlier this month.

The Nike Shox platform has become second only tdrAdur industry and could easily be consideredindustry's most successful
innovation of the 21st Century so far.

With the global launch of the Nike Shox Bella rummishoe, the Nike Shox Energia training shoe aad\ike Shox Allegria walking shoe,
women have Nike Shox cushioning systems designedfgally for them, another big factor in helpitget FY '05 off to a great start.

And | might add to please check nikebiz.com foeakpat some of these products. And finally, Dokedlabout the great financial
performance of the Nike, Inc. subsidiaries. | paiat that behind that financial success is an esirgyly strong track record of brands like
Cole Haan and Converse, which we intend to furtimérance by leveraging the unique design in innomagchnologies of Nike.

We are learning from each other and the Nike, poctfolio is stronger and more integrated than eBefore | turn you over to Charlie
Denson, | wanted to close just by mentioning thgoimg Live Strong initiative with Lance Armstrong.

As Lance prepares to go after his sixth straightre France title, we are helping raise $6 milfienthe Lance Armstrong Foundation by
selling Live Strong yellow wristbands. So I'd ename you to check out www.wearyellow.com to conshd®v you might support this effol



And we wish Lance well on what could be an histogice this next month. So with that, I'll turn yawer to my partner, Charlie Denson.

Charlie Denson: Thanks, Mark. Good afternoon, emegy It's a good day today. As | was preparing omments for the call this time
around, | was going through my traditional spimsjewing our performance by region around the world

It's an expected approach, and most cases propedfyrred, easy to follow and understand. I'm tolibring report to the street is usually
good thing: no surprises, meet expectations, ytivatehe expected and life goes on.

The problem with that, it's cultural around herer @b is to surprise people. Our essence of exigtelepends on recreating ourselves,
waking up and expecting an audience in attackimbcaunterattacking our competition.

So my first draft, it felt way too predictable. THSA market's the healthiest in years. Europeambas grows again for the 10th year in a
row. China and Japan lead the fasting growing gegaigr in the Asia Pacific.

The Americas becoming a more stable business amagat. Well, now, maybe that's something new. Thesre the headlines. So what else
is new?

The danger of times like this is becoming complacemssuming, even letting a tone of arrogancp B#e your consciousness. | can
guarantee you we're not letting that happen. Butlavé=el pretty good about where we are right now.

So | thought maybe just this once I'd take a littkes predictable approach to the call and talkiebome things, some other things that are
going on around here. Maybe you'll find these itemsful, and if not, then at least we'll providelyeith a little amusement.

Let's talk about what's new. There's lots of thirkjsst, we are now shipping direct in both India &ussia, completing our strategy to own
our business directly in the four big emerging exoies, including China and Brazil.

We have a local team of 50 working out of our afin Moscow, and we'll have 40 people on the granriddia. Michael Jordan and the
Jordan brand have just concluded a trip to Askidk off a focused effort to grow the Jordan busigen an international scale.

If his reception is any indication of the demandtfte product, this could be a great growth vehigotaus in countries like China, Japan and
Taiwan. The reception was incredible, and the gahimsketball will only get more popular.

The Foot Action saga has now run its course witht Eocker, Inc. coming out as the proud new owrfghe remaining Foot Action stores.
We will look to create points of differentiationtiwiour mall-based athletic specialty distribution.

| know you will have ongoing questions here, andewve don't have all the answers yet, we'll camito communicate as we work through
our plans. And with the recent consolidation ofyaals, we will continue to build on our alreadyida€lationship with the Dick's Sporting
Goods chain.

We have become the number one market share leattatball footwear in Europe. Now that is newfduat, it's a first. We're not declaring
victory here yet. With the European championshipgeuway -- and oh, by the way, does anybody kn@astiore of the Portugal/England
game, and our launch of the new Air Zoom Total 86kage, we are looking forward to the next two yeand the build up of the World Cup
in Germany.

| said up front that the Americas was becoming aenstable business environment, and it is. We§erjat planning on it staying that way
forever. The last 200 years says that this couldrmher calm in the storm.

That said, the passionate appetite for sports béasriwaned there, and we feel we could be moresagiye here if we could mitigate some of
the currency and geopolitical risks. The strateggid more local manufacturing will install a muelnger natural hedge position on our assets
and inventories, and allow us to be a strongergslaya very important piece of our long-term growgenda.

It's not news. You've heard Mark and Don both #&dkut it, but exciting just the same is the sumafieport. We've been talking about it
since Q2. The Euro champs, the Tour de France;dpa America tournament, South America, toppedvifi the Olympics, September and
the shareholders meeting will be here in no time.

And finally, what would a conference call be witham update on our supply chain implementatiodully, we'll add Japan, Southeast Asia,
and our Asian apparel group putting almost 90 peroour global business on the new platform.

Everything is on track. And there is the most réceport on the key indicators. Our futures aranaprly 11 percent in real dollars. Nike retalil
has had their best year ever and their best coonp gains since fiscal year '98 in all eight of business units.

Four regions, three product types and global galetfinished with yei-on-year growth. We grew $1.6 billion on the revenue fhis las



year. For the next call, I'll probably return t@ txpected predictable review of the regional lssrenvironment and our performance, t
can assure you we won't do that with the consumer.

If our results are as strong as they are at tims,ti thought being a little less predictable wasttvthe risk.

As we wrap up this call, | would like to reflect one thing: there are many great things about ttiteew word and its ability to be
remembered. It can be recalled as a fact, as an@&aor as an historical accountability.

It was almost three years to the day with our sfdde at 41 in change that we were described g lie a classic case of growth purgatory.
As | think back on that report, | also concludet tametimes the written word can even be recaked ehallenge, a motivator, or even an
example, that believing is more important than jmtay.

So you can understand why | won't make any prexfistabout fiscal year '05. What | will tell youtlst | believe in our leadership, our
management group, and our entire team around thid.wo

We are focused on continuing to build and enhancdmands, grow our business in a healthy and isadtie way, and continue to deliver
value to our shareholders. So let's open it ugémstions. Thanks a lot.

Operator: Ladies and gentlemen, today's questidraaewer session will be done electronically. li‘'gdike to ask a question, please press
star one on your touch-tone telephone.

If you're using a speakerphone, please make samatite function is turned off to allow the sigrar¢ach our equipment. Once again, star
one. We'll pause a moment to gather our roster.

We'll take our first question from Noelle Graingeith JP Morgan. Please go ahead.
Noelle Grainger: Hi. Can you hear rr

Pamela Catlett: Yes, we can hear you, Noelle.

Charlie Denson: That's good.

Noelle Grainger: So do | get a prize if | know go®ore?

Charlie Denson: You do.

Noelle Grainger: They're in penal

Charlie Denson: That's great, Noelle. You eventhadSyracuse score from last time.
Noelle Grainger: OK

Pamela Catlett: Now you get two questions.

Noelle Grainger: Oh, that's my prize. OK. First sfizn is on Asia Pacific. The business has beey, very strong over there. Sales ¢
bookings both up, you know, more than 20 perceah ¥bu talk about the business a little bit?

What do you see happening over there and, you kdowpu view this as the next, you know, EuropeNike?

Charlie Denson: Noelle, this is Charlie. | donihthso. | think - | would love it to be the next Bpe in the sense that Europe's going for 10
years in a row. So if we could work that out, thieat would be fantasti

I think -- we feel pretty good about our businesd aur position in Asia. We continue to build oerformance position and get away, a little
bit more away from, you know, what has traditiopdleen an American fashion brand, albeit with atsgafluence.

And that gives us more stability in the region @ogsn't make us so dependent on some of the faslated business that tends to ebb and
flow in part of the region. And then | think as ylmok at the economic growth coming out of pladks China, it gives just a lot of different
platforms from which we can grow and diversify duisiness.

Noelle Grainger: Do you want to call out a reveonpgortunity



Charlie Denson: China.
Noelle Grainger: Dollars
Charlie Denson: No predictions today.

Noelle Grainger: OK. And my second question woldcbn Foot Action/Foot Locker, you know, purchas&abt Action. You have had yo
discussions with them. At this point in time, daiyexpect to maintain your current or your previpasetration, grow it, lose it? How are tt
currently planning on merchandising that business?

Charlie Denson: Yes, | think -- | mean the biggpststion, | think, that still needs to be answegave work with the Foot Locker group on
where these stores go is how to differentiate them.

And | think, | don't think | could really commenafurther than that with respect to the level efgtration in the doors. You have to contact
the Foot Locker folks for that answer. But | thinkas very pleased to see the stores remain irytheknow, in the pool, so to speak, in that
we didn't lose that additional distribution throogh some pretty key markets throughout the U.S.

And | think they're going to try and differentidteose doors and maintain the Foot Action banneigchwvas great news for us.

Noelle Grainger: Do you se- based on performance, but how do you, do yoa thiem different technologies? How do you diffeiastif
they both want performance?

Charlie Denson: Well, we're still working on difégttiation strategies. And as | said in the prepamedments, we will continue to
communicate as those firm up. But at this poirttrire, | don't have anything concrete to report.

Noelle Grainger: Right. Thanks a |
Pamela Catlett: Thanks, Noelle.
Operator: We'll go next to Jeff Edelman, UBS. Péegs ahead.

Jeff Edelman: Thank you. Good afternoon. Don, | waadering if you could explain the currency effdiscrepancy between your fourth
guarter sales in the Europe region and the futyr@sth because it looks like there's a 14 percentacy pickup on the sales line but only a
three percent differential in futures.

Don Blair: Well, the only thing | can tell you ied¢ way we do the calculation, the fourth quarteuddave been the average of the fourth
guarter against the average of fiscal '03. And we @rojection for the futures period based upaertally current exchange rates.

So we don't try to guess and speculate as to ajgyr maves in the currency. And if you just looktla¢ year-over-year rates, that's how we
come out.

Jeff Edelman: OK. So then that's the best guidsheaild use for sales over the near term?

Don Blair: Well, it's our handicap on currency. éam, you pay your money and you take your chamige) guess where the currency's
actually going to be.

So the way our numbers get reported, they don'tegetrted at the rates that are in effect as tlagtgugoes on, so.

Jeff Edelman: OK. OK, great. Thank you.

Don Blair: OK.

Operator: We'll go next to Margaret Mager, Goldrnsachs. Please go ahead.

Mark Parker: Hi, Margaret.

Margaret Mager: | know we're not supposed to sagratulations but | just want you to know we'reigivyou a standing O over here at GS.
Mark Parker: Oh, thank you.

Pamela Catlett: Thank you, Margai



Margaret Mager: | feel like I'm watching one of sleogreat moments in sports. It's fantastic.
Charlie Denson: Speaking of that, Portugal justtwierough to the semi-finals.

Margaret Mager: But a good performance should begerized.

Charlie Denson: Thank you.

Margaret Mager: Anyway, my question, | wanted tk alsout the comment regarding performance footwaead,you know, the view that
performance footwear is picking up, driving a maylet cetera.

Does this mean that non-performance footwear isgoleift in the dust? Because the way | kind of labk, it seems to me that the consumer
is responding to good design, whether or not @l$qumance, quote unquote, or non-performance equiatjuote.

And | just want to know if I'm generally seeing thight thing here.

Mark Parker: OK, Margaret. This is Mark. Let medakat one. | think your observations are cornegtaur good design comment. We have -
- we're continuing to see performance just movangbup in the futures numbers and average pricésudly coming up with that.

| think the design comment is pretty accurate. Welstually learned some lessons from some of &t groduct sell-throughs we've had on
the active side of the business, which is generattye simple design, more finished, more compeltiagign, it's not so busy, not so over-
designed.

And we actually take those lessons and apply thpetformance product, and we're actually seeiagdbults. And one of the great examples
of that, I think, is the 2K4, the Huarache 2K4 tetbkll shoe, which is really inspired by some @f tbtro shoes that we've had.

But putting modern technology in finishing matesiaito the product. And the response to that has becredible. So we're seeing that across
the board.

Now the active side of the business is, it's gtilwing. | would say not at the rate it has beawgng over the past 12, 24 months. But it's
growing, nonetheless. So we feel good about th#iposve have on active.

Margaret Mager: Yes.

Mark Parker: We feel very good about the positiemhave on performance.

Margaret Mager: Yes. Mark, I've had some commeoitsecto me regarding your strategy for Air Forcaddpict in particular.
Mark Parker: Yes.

Margaret Mager: And what you're doing with, for A&iorce 1 look-alike product in the moderate priceez Can you just talk to that a little
bit, if you know what I'm talking about?

Mark Parker: Yes, no. Of course. We really try é&j the Air Force 1 and other franchise classidyrblike that fresh in the marketplace.
And | think when you put a Nike trademark on a shiethat, it's worth a lot at retail.

Not to say that there isn't some drafting goinguith look-alike, lower-priced products. Honestly, we're seging that effect, the sales of that
product.

We actually keep a limit on that product with théerest of sustaining its lifespan. But we treatfoanchise classic product with a lot of care
and discipline. And part of that is actually doidpt of smaller runs of that shoe, limited editrons.

We're doing signature versions of that, like th8tan shoe, Michael Vick version coming up. So theveays we can kind of keep that shoe
fresh and interesting and relevant, and make batettie Nike, the original authentic version oftthieduct is continues to be strong, like
other product.

Like the Dunk, for example, is another great exan$b we're really exercising a lot of disciplimelaestraint there. And we're not seeing
sort of, knock-off attempts on that product realffect our volumes in any significant way.

Margaret Mager: OK. That's helpful. And if | coyddsh it a little bit, distribution and this wholdeia of consolidation at retail, how do you
react to that? | guess one way to cut at this gure to ask about the concentration of your cugtobase in the U.S. mark



Is it becoming more concentrated with these contling and is that an issue? Because, | guestkela historical reference point, I'm sure
your tog-paying customers look a bit different today thlaeytdid, you know, five years ago or 10 years ago.

So there's an ever-shifting landscape at retat ifBwou could speak to the idea of concentratind gour view of that.

Charlie Denson: Yes, Margaret. This is Charliétake that one. The concentration right now, hkhiis beneficial because I think the better
retailers are winning out. | mean, the purchasth®iGalyan's format right now by the Dick's Spaytthoods team is, | think is a great move
for them and | think will really benefit us in tiheng term.

| think they do a nice job of presenting brands arathaging brands in the marketplace. And we hayreat relationship with those folks. As
well as any athletic specialty areas. So as longeakeep seeing improvement from retail distribuitio these consolidations and it isn't
deteriorating, | think it plays to our strength ang benefit.

The other thing | would just say is that the regidndependence today, and | talked about thisecuhit over the last, probably, year, | think
is probably in the best shape it's been in quiteestme.

We have a very strong series of good, strong inoldgets operating in different regions around thenty here in the U.S. that are really
driving a lot of the trends in the -- whether itighe inner-cities or some of the other hot spotsot shopping districts in the country.

And so, you know, we're seeing both. And | thinttit's positive for the brand and positive for thesiness. And | think the numbers are
starting to reflect that.

Margaret Mager: OK. Thanks. One victory lap andkdacwork.

Charlie Denson: Right.

Mark Parker: Yes. Got it.

Operator: We'll go next to Virginia Genereux witteMill Lynch. Please go ahead.
Virginia Genereux: Thank you very much. And Panm task two?

Pamela Catlett: Sure.

Virginia Genereux: OK. Thank you. The first oneskaDon, you guys are obviously doing a great jath whe levers in the model, as you say,
and on the SG&A spending side, you had great graggin expansion.

On the SG&A side, could you comment on some of youestments that could be setting up for levethgee in the longer term, whether it
is, you know, the last of the supply chain in AB&gcific this summer? Can you talk a little bit abahere you might get SG&A leverage...

Don Blair: Sure.
Virginia Genereux: going forward after the events?

Don Blair; Well, the first thing | want to talk abbis that, to some degree, the P&L equation th&tearunning is evolving a little bit. We're
investing, in some cases on the SG&A lines, weatéingg our returns on the gross margin lines.

And I'll give you a couple of examples of that. Yetked about Nike supply chain. If you look at adbthe drivers of our gross margin so far
this year, cleaner supply chain has been one ahtijer drivers.

It leads to lower air freight, it leads to loweoskouts, more profitable closeouts. We tend torgee product pushed through the same
distribution infrastructure. So supply chain inveshts on the SG&A lines pay back on gross margin.

Another example is outlet stores. We've been mgldiutlet stores outside the U.S. and when we pubwn closeouts through the outlet
stores, we have a higher gross margin. So that'shong to bear in mind.

That said, some of the things that you mentionedywill be completing supply chain implementatiornthin a couple years. As Charlie
mentioned, we've put down quite a bit of infrastoue, both in emerging markets for the Nike bramglaces like Russia and India, and also
in some of our new branded businesses like HumelyNike Golf and Cole Haan.

So all of those investments are paying off pretgfiwight now, but | think we're going to see sosignificant acceleration in all of tho



businesses, including the emerging market busisesse

And | think that's going to help us with SG&A owéne. But, you know, one thing that we also havketd about is, as we move
internationally, it gets harder and harder beclusse businesses tend to be a little more fragrdente

But | think we're in great shape running the ouMd?P&lL equation right now, and that's what we trydm

Virginia Genereux: Great. Understood. Thank youd Amen secondly, if | may, | just didn't understgodr commentary, Don, about the
August quarter. | just wanted to be clear on that.

You said we expect margin expansion throughoutd@8,then for the first quarter, you said thataid be narrower. Should we expect some
margin expansion in August? Can you -- just wamdege sure | understood your comment earlier.

Don Blair: No, my point was if you think about segiax profit margin, we don't expect pre-tax proférgin expansion in the first quarter at
all. And the reason is that, while we are goingebsignificant revenue growth, a lot of our casicture investments are going to be front-
loaded because you've got the acquisition of Cagvand we've got all the (demand creation) aromadammer's events falling into the first
quarter.

Virginia Genereux: Got it. Thank you.

Pamela Catlett: Thanks, Virginia.

Virginia Genereux: Great job.

Operator: We'll go next to Robert Drbul with Lehntrothers. Please go ahead.
Robert Drbul: Good afternoon.

Don Blair: Hi, Bob.

Pamela Catlett: Hi, Bob.

Robert Drbul: A couple questions. | guess firstyonr -- can you give us an idea, when you lookallpsat the business, you know, going
forward, you have some tough comparisons, you'ngéirng up against, you know, on the order book a$ wi¢h the strong numbers that
you've delivered

You know, in terms of the overall business, corgithmarket share gains that you see out there,ahdfsvhat we should be expecting from
Europe?

Charlie Denson: From Europe?

Robert Drbul: Yes. Europe.

Charlie Denson: Is that what you said, Bob? OK.
Robert Drbul: Yes.

Charlie Denson: This is Charlie. Yes, | think, yaow, we've been talking about Europe over theylaat and, you know, fortunately we've
got the currency tailwind that's given us a chandake a little bit of a break, take some of thespure off of the business model itself and
we're making some repairs, so to speak, as we go.

I think -- I'm still pretty bullish about the Eurean marketplace myself. | think that you're startimsee some consolidation at retail. | think
that's healthy for us. You know, Foot Locker hastitmed to do a nice job in the European implenténaof their format.

And | think that's been a positive for the markatel and for the brands overall in general. So therdghing that we're starting to do is look at
ways to diversify our business. We've done a faictgsh of keeping everybody focused on soccereore football.

But there's a lot of other things going on in Ewapareas like tennis and running, outdoor, easkétball, as you see some of the
international stars playing in the NBA. The womednisiness is continuing to improve.

And | think of any of the marketplaces where we rgally run this whole concept around a sport bessrand an active life business,



European marketplace is probably the most balanitbdrespect to that approach.
So | can think of a lot of things and a lot of waggrow the business in Europe.

Robert Drbul: OK. And the second question is inth8., essentially. Can you talk a little bit abthe apparel business, by channel. There's,
you know, a lot of talk about the price to pro ceegsion, you know, your product out there, actiessus performance, the expectations,
what you're seeing in that segment of the business?

Charlie Denson: Yes, we're still seeing, we'rersg#ie apparel business reflect a lot of the sameacteristics of footwear with a shift
towards performance. We think that plays to owergiths.

It is just beginning, and it is truly branded penf@nce apparel. The license business is startifigtten out a little bit, and some of that
money open to buy is moving back into branded parémce apparel as well.

Pro compression, it's a competitive marketplatgaltontinued - it's a market that continues fmaar. We have done a lot of work on our
product and feel great about the new product coming

We've got a major campaign coming this fall, foclea pro compression. And it's going to be fun.lbwking forward to it.

Mark Parker: Yes, I'll just add -- this is Marll #dd that the women's business, the women's appasiness in the U.S. is very strong right
now on both the sport and the active side of thiggswe feel very bullish about that.

And then there's a lot of upside still on the aetide, active lifestyle side of Nike as well. Wavé a real effort around strengthening our
branded apparel business, and we're starting teasee real results that | think will show up eveorendramatically in the second half of
fiscal '05.

Robert Drbul: And if | could squeeze one more ianP
Pamela Catlett: Got to hurry.

Robert Drbul: All right. The golf business, therb&en a lot of talk about and you said your golf business was up 20 per€an.you give L
a little bit more of an elaboration in terms of wigau're seeing around margins in golf and, yowkrgome of the competitive issues that are
out there?

Charlie Denson: Well, you know, | think for someté other guys that have had some fairly roughtgrshere recently, and some tough
announcements, | mean, we kind of anniversarieddlayear.

And we're very pleased with our performance theryl's been a competitive marketplace for thel8smonths. We actually feel like we're
through the worst part of it ourselves with theaduction of both the Slingshot and the Ignite apis.

We're feeling pretty good about our position infgol

Robert Drbul: Great. Thank you.

Pamela Catlett: Thanks, Bob.

Operator: We'll go next to Dennis Rosenberg, Crédisse First Boston. Please go ahead.

Dennis Rosenberg: Hi, guys. | had a question atheuEuropean futures. In the press release itadbaad the regions posted healthy futures
increases in both footwear and apparel. So aredeurdures up in footwear in constant dollars? Kreb, you know, what's the reason for
big change?

Don Blair: Yes, the answer, Dennis, is they areAmd | think in my prepared remarks | said they evap in the mid-single digits. And that is
in constant dollars.

Dennis Rosenberg: OK. So, you know, what's causiedig swing given the environment there?

Charlie Denson: Well, again -- this is Charlie, Bisn One of the things, like | said, we've beenkiray on this for a while. And we're starting
to see kind of a balance come through on sportaatide.

And | think we're actually doing a little bit beti@b of building product for that marketplace riglow. And it's starting to pay off. We st



have work to do. We still think that there's adbtmomentum that we can build there.
But it's going to take a little bit of time.

Mark Parker: Yes, from a category standpoint, weéreing football, women's in general, tennis amdesof the active business actually
picking up.

Dennis Rosenberg: OK. Do you think that's sustdatab
Mark Parker: Yes.
Charlie Denson: Definitely.

Dennis Rosenberg: OK. And my second question ielateurrency, other expense for this coming yéau know, what do you see the --
based on currency where it is now, what do youlse®ther expense line looking like, and what do yee the net currency impact on
earnings for the year?

Don Blair: Well, Dennis, I'd rather not make thisadel-building conversation about specific linst the net impact, as we talked about, for
fiscal '04 on the translation side was $157 million

And that's a net number of translation, net of lesdéor next year, we expect that that numberiigggo be significantly smaller. So, you
know, if you do the math, you know, there's abdupércent or so growth that came out of that tedimsi benefit that we wouldn't necessarily
expect to see next year.

On the margin lines, we are going to get some litsnagxt year, as I've talked about on the lasptmoof calls. But we do believe we've got
some work to do on the products. So our marginsexpect, will be up overall.

But we're going to have to invest back some of B¥abn the margin lines.

Dennis Rosenberg: Thank you.

Pamela Catlett: So we've got time for about twoergurestioners, just to let you know.
Operator: We'll go next to Robby Ohmes with BanlAaferica Securities. Please go ahead.

Robby Ohmes: Oh, thanks. You know, just a quickstjaa. | was hoping you could comment on the --yau tell us how big the licensed
apparel business, the NBA stuff you were doing whth 11 teams that's shifting over to Reebok, kihkdow big that was and what you would
be offsetting that with as you head into fiscal?05

Charlie Denson: Yes, Robby. This is Charlie. | thave the numbers in front of me. Maybe that'setbing we can back to you on. But it's a
significant piece of business. | think where weneouraged, and where we'll go to replace modtaifiusiness is to our increasing college
programs.

And | think doing some different things with thdfdient colleges, we have a few things that we'oekimg on right now that we're excited
about. But most of that will be taken up by thdegés.

Mark Parker: Yes, I'll just add, | think basebadjtsing to be a big opportunity for us. We have & @moperstown collection, so that's going
be strong. And then outside the U.S. obviously spoc football, with all the team franchises we dawill also continue to be really strong.

Robby Ohmes: Great. Thanks a lot.
Pamela Catlett: Thanks, Robby. Last -- one morastipre
Operator: Our final question will be from John Slegnwith Susquehanna Financial. Please go ahead.

John Shanley: Thanks. Just a quick question, @Ghanti the European market. | wonder if you can gsve quick update on the five major
markets, and how did the brand do in the fourthrtgugparticularly in the footwear category and filneires that you got out of the five big
western European countries.

Is that pretty comparable to what the overall Eeaipsector is



Charlie Denson: Yes, John. It'sand it's pretty much the same from last quarter, ¥We're not seeing any big shifts. We think that) know,
France, which has been a little bit of a challengstarting to improve a little bit.

I mean, we're still not out of the woods there. Bugrall, Western Europe is performing pretty mtighway it has over the last two quarters.
You know, with European -- you know, you stop ahmigik about all of the things that are going on irrd@pe right now from a sports event
standpoint.

You've got European championship, you've got Wimide the French Open just finished, Tour de Fratags here in about two and a half
weeks, the Olympics come out. | mean, it's goinge@retty jam packed.

And we think we can really, you know, work off dfat as we move into the second half of fiscal y&é&r
John Shanley: How about the U.K., Charlie? Hasetleen an improvement in terms of the retail cleriat athletic products in that market?

Charlie Denson: Not really. | would say pretty tayou know, still cleaning up inventories in soofehe major retailers, and continue to
work on some of that.

Still a very viable and vibrant market for us. A ¢d things going on in London. Niketown, Londos, lasaid in my prepared remarks, had its
biggest year ever. And so we're excited aboubal. t

| think that, you know, the U.K. is obviously theu know, the biggest market in Western Europaufoand it's going to continue to be that
way for, you know, some time to come.

John Shanley: OK. Thanks a lot, guys.
Pamela Catlett: Thanks, everybody, for joiningWe'll talk to you soon.

Operator: Ladies and gentlemen, this does conchdigy's teleconference. We thank everybody for theiticipation. You may disconnect at
this time.



