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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 reporteddrdt 22, 2007.

NIKE, INC.

(Exact Name of Registrant as Specified in Charter)

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

One Bowerman Drive
Beaverton, Oregon 97005-6453

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

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

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

[ ] Written communications pursuant to Rule 425 emithe Securities Act

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

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

Item 2.02 Results of Operations and Financial Condition

On March 22, 2007, NIKE, Inc. held a public telepbaall to discuss its financial results for trecél quarter ended February 28, 2007. The
transcript of the conference call is furnished hdtte as Exhibit 99.

(d) Exhibits.



Item 9.01 Financial Statementsand Exhibits

The following exhibit is furnished with this Formkg

99. Transcript of earnings release conferenceocalMarch 22, 2007
SIGNATURES

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

NIKE, Inc.
(Registrant)

Date: March 27, 2007
/s/ Donald W Blair

By: Donald W Blair
Chi ef Financial Oficer



EXHIBIT 99
NIKE, INC.
FYO07 Q3 Earnings Conference Call Transcript Modard®amela Catlett March 22, 2007

Operator: Good afternoon, everyone. Welcome to N8Ki&cal 2007 third quarter conference call. Farse of you who need to reference
today's press release, you'll find it at, www.niketom. Leading today's call will be Pamela Catéite President of Investor Relations.
Before | turn it over to Ms. Catlett, let me remiywl that participants of this call will make fomgalooking statements based on current
expectations, and those statements are subjeettttircrisks and uncertainties that could causasheesults to differ materially. These risks
and uncertainties are detailed in the reports fi¥étl the SEC, including Forms 8-K, 10-K and 10$pme forward-looking statements
concern futures orders that are not necessarilgatide of changes in total revenues for subseqpenbds due to the mix of futures and "at
once" orders, exchange rate fluctuations, ordeca&tions and discounts, which may vary signifibafrom quarter to quarter. In addition,
it's important to remember a significant portioNdKE, Inc's business, including equipment; mosNtKE Retail, NIKE Golf, Converse,
Cole Haan, NIKE Bauer Hockey, Hurley and ExeterrBisaGroup are not included in these futures numbers

Finally, participants may discuss non-GAAP finahameasures. A presentation of comparable GAAP nreasand quantitative
reconciliations can also be found at NIKE's webditas call might also include discussion of norslitifinancial and statistical information,
which is also publicly available on that site, wwmikebiz.com. Now I'd like to turn over the callRam Catlett, Vice President of Investor
Relations.

Pam Catlett: Good afternoon everyone. Thank yoyofaing us today to discuss NIKE's fiscal 200 #dguarter results. We issued our res
about an hour ago. If you need to reference them,can find our press release which includes ratiations between GAAP and non GAPP
reported items at our website at www.nikebiz.com.

Joining us on today's call are NIKE, Inc. CEO MBRdrker, NIKE Brand President Charlie Denson andBIKc. Chief Financial Officer
Don Blair. Mark and Don have brief prepared rema€ksarlie will be on hand for the Questions peti@dive you his perspective and insight
on the NIKE Brand. Now it's my pleasure to introddIKE, Inc. CEO, Mark Parker.

Mark Parker: Thanks, Pam and thank you all forijgrthe call today. When | took this job 15 monélg®, | said NIKE's focus was on
generating top-line revenue and profitability. God Quarter performance shows that we're keepiapptomise. Net revenue is up 9% over
third quarter last year, the 22nd consecutive guarftyear- over-year revenue growth. We're ablgelover that kind of consistent
performance because we create the most innovatiye@mpelling product in the industry. NIKE+ runsdrave logged more than 10M miles
and all of our performance running shoes will besPenabled by Holiday. Bowerman performance rumshoes grew 11% in Q3. The Air
Jordan 22 launched at the All-Star Game in Las ¥eNKE Pro is growing from its US roots across@pe and Asia. 10R, our Ronaldinho
signature line, is seeing very solid sell-throulglarch Madness is setting the stage for our new N{&inspired basketball uniforms. AF1 is
white hot. Converse launched the new Wade 2.0 SifweTailwind Collection landed in Payless. Coleahlds expanding its Dress Air and
handbag lines. Hurley is building on the strendthisoiconic board short. NIKE Bauer Hockey is #isticks and is launching the much-
anticipated Vapor 40 skate.

Coming up, you'll see the first generation of NI&Rort Essentials apparel hit retail April 2nd. Ngenerations of NIKE Pro apparel along
with Shox, Free, and Considered footwear. For Backchool an innovative collection of low-profilegh-performance Zoom Air Footwear
and lots of surprises throughout the year aheadeasmp up to the Summer Olympics in Beijing. Thatst a small glimpse of what we're
doing.

Our revenue numbers tell us consumers are exditedt ahe brand. Our Futures numbers tell us thatlees are, too. Q3 Futures are up 9%,
the third consecutive quarter that const@mitar Futures have increased. But, to steal affima Don, we don't want just any growth. We w
the good kind-the profitable, sustainable kind. ¥@atinue to optimize every corner of the businass, leverage our costs across the
portfolio. That drives the good growth we're loakifor diluted EPS is up 10% at $1.37 Gross margumpi 60 basis points over last Q3 at
44.2% and Inventory grew at a pace lower than betenue and Futures.

Shortly before our Investor Meeting in Februargitended the World Economic Forum in Davos. | camvay more impressed with how well
NIKE is positioned to grow in the changing globabromy. Specifically, power continues to shift tmsumers. They demand more fr
brands today. They expect a company to sharewhkies and to provide experiences that go beyomgthduct. | think NIKE has a huge
head start. Connecting with consumers is sometlimdo intuitively. It's what allows us to createlateliver the premium consumer
experience that really sets NIKE apart from thé oéshe industry.

Finally, a word on retail and that word is changensumers want a more compelling and relevant éxper wherever and whenever they
shop in the mall, on the high streets of the wastdon-line. We're going to give it to them. Wegrabbing the opportunity to lead working
with our retail partners to take NIKE and our indlysomeplace new, where consumers have experi¢éimaeare physical and digital and
mobile. When a consumer has a NIKE experienceetivdl be no doubt that it reflects and inspires tay they live their lives. | won't get
into specific dates or executions, but you can eixjfzesee some of these new NIKE concepts at ttbigicalendar year.

You know our vision, $23B in revenue by FY '11. ¥ated that six weeks ago. So far, so g



Our new category alignment is already creating deapore focused connections with consumers. Vielinging those insights into the
product creation process and that will extend eadérship role as the most relevant and innovatwepany in the industry. With that I'll tu
it over to Don.

Don Blair: Thank you Mark. Overall, we're pleaseithvour financial results for the third quarter. \Bfelivered good revenue and earnings per
share growth, our futures growth accelerated amdn»entory position continued to improve. Withekrquarters of the year in the books, we
believe we're well positioned to deliver strongwgtto in revenue and earnings per share for theyadr.

Reported revenues for the quarter grew 9%, as agam all three of our product business units dhidar of our geographic regions
delivered revenue growth for the quarter. Excludimgimpact of the weaker dollar, revenues grew ®%a constant currency basis,
Footwear increased 4%, Apparel was up 5% and Eenipgrew 9% versus the prior year. In additionpréged revenue from our Other
businesses grew 15% and contributed 2 points t@wenall revenue growth. Futures orders schedweddlivery from March through July
2007 grew 9% versus the prior year, with the groggthcentrated in the back half of the futures wimdisiven by strong growth for the fall
season. Excluding the impact of currency changatsirés orders were up 8%. Consolidated gross nefgirthe quarter increased 60 basis
points over last year's third quarter, continuing trend of sequential improvement in our quartedmparisons. Changes in currency
exchange rates added about 30 basis points tolaated gross margins for the quarter.

SG&A increased 14% for the quarter. Excluding tfieats of currency changes and stock option exper&8&A increased 10% driven in
part by investments against our strategic growibripies.

Earnings per share for the third quarter incred€8d, as growth in revenues and gross margins, cedhwith a lower tax rate and share
count, more than offset investments in SG&A. Extolgdhe change in accounting for stock optiongjtdil EPS would have increased 16%.

In the first three quarters of fiscal 2007 we dedad $716M of Free Cash Flow from Operations and gat $250M in dividends. Year-to-
date we've repurchased over 8.4 million sharesliENstock at a cost of $694M. For the twelve moreghded February 2007, our Return on
Invested Capital or ROIC was 21%. Stock option espse reduced our ROIC by just over one percentaige. pVith that recap of our
consolidated performance for the quarter, I'll igive you some additional perspective on our results

In our European Region, which includes the Midddesttand Africa, revenues grew 15% for the quavigh nine points of growth coming
from currency changes. Excluding currency changiésf the markets in the region except the UK &naince posted higher sales. The
emerging markets in the region grew over 30%, drivg strong results in Russia, South Africa andk&uyr Excluding currency effects,
Footwear revenues advanced 4% for the quarterpdonarily to strength in emerging markets and NerthEurope, partially offset by
weakness in the UK and France. For the quarterafgpevenues grew 10% and Equipment revenues @¥ewrutures orders for Footwear
and Apparel grew 7% in constant currency, a sigaift acceleration versus recent quarters and §niedicator that the strategies we've
discussed on previous calls are now taking holditdTduarter pretax income for Europe grew 18% té ™2, reflecting leverage from lower
demand creation spending as well as stronger Earoparrencies. We expect the profit picture in perto continue to improve in the fourth
guarter as demand creation declines from the pgar's world cup levels and operating overhead tir@ases.

In the Asia Pacific Region, revenues increased iil#te third quarter, driven by strong growth asrai business units; currency changes
contributed 3% of that growth. While most countiie¢he region reported double-digit sales growthaccurrency neutral basis, China was
again the primary driver of the region's revenumagh as we continue to expand both the number ofsdselling NIKE product and sales
through existing doors. This was partially offsgtltwer sales in Japan, where currency neutralmese were down 3%. Despite sustained
softness in revenue, we are seeing some positins & our Japanese business - higher gross mamipoving sell through at retail and
improving futures order trends. As you know, weajw loathe to call a turn, but we remain cautiooglimistic about the outlook for Japan.
For the quarter, Asia Pacific pretax income grewt6%126M as revenue growth and better gross margiore than offset SG&A
investments in China, Korea and Japan.

The Americas Region reported 5% revenue growthérthird quarter, with virtually no impact from cency changes. Double digit growth in
most markets in the region offset softer resultBrazil. In the third quarter, pretax income gre¥s & $41M, driven primarily by higher
revenues and improved gross margins, partiallyebtiy mid- single digit growth in SG&A expenses.

That brings us to the USA, which delivered modestvgh in Q3 against a very strong quarter last yRavenues grew 2% for the quarter as
softness in some mall-based accounts partiallyebffslid growth in sporting goods and regional acts. Sales at NIKE-owned Retail stores
in the USA grew 9% for the quarter and comp statessat NIKEtown stores increased 2%. Futures srsigneduled for delivery from March
through July 2007 increased 8% over the prior year.

Our US Footwear business grew 2% in the third g@ualdpping 18% growth in last year's third quarldris year's increase reflected mid-
single digit growth in units and a lower average@per pair, driven by changes in product mixthia US we continue to gain share, driven
by strong growth of Performance Running producttuiting NIKE Plus, and Sport Culture products imlhg both urban basketball and
lifestyle models.

Apparel sales in the US grew 1% for the quartavedrby double digit growth in NIKE branded Perfamnce and Team Apparel, partially
offset by softer revenue from at-once Apparel. dtmund in US Equipment continued as third quageenues rose 11%, driven by new
sock offerings for spring



For the quarter, pretax income for the US Regiariided 2% as the growth in revenue was offset elogross margins and mid-single digit
increases in SG&A.

For the third quarter, revenues from our Otheriesses grew 15% to $523M. NIKE Golf led the waystasng consumer response to new
product introductions drove revenue growth of mben 25%. Revenues at Converse, Hurley and Existeigeew over 20%.

Third quarter pretax income for the Other busingggew 53% versus the prior year quarter, reflgdtigher revenues and improved gross
margins.

Earlier this month, we announced a program to oeptmme Sumo Squared drivers to ensure complialticd\\WKE design specifications. W
expect this program to have only a short-term impad\NIKE Golf results.

Consolidated SG&A spending for NIKE, Inc. grew 14@urrency changes and stock option expense eadhiedgad 2 points of SG&A
growth for the quarter. Excluding the impact ofremcy changes, third quarter Demand Creation gféwdsiven by advertising campaigns
behind Force Basketball, NIKE+ and Just Do It ia Asia Pacific Region. Operating overhead for thartgr increased 18%, with 4 points of
growth due to the change in accounting for stodioopexpenses and 3 points due to currency chakggsdrivers of the balance of the
increase were investments in growth drivers sudnaarging markets, non-NIKE brands and owned retailvell as normal wage inflation
and performance based compensation.

In the third quarter, other income totaled $10M chestly to a gain on the sale of our Oregon footvestribution center, partially offset by
foreign currency hedge losses. The combinatiom&ign currency hedge losses and the favorablslation of foreign currency-
denominated profits from our international regiomseased year-oveyear pretax income by about $9M for the quarten. €fective tax rat
for the third quarter was 32.3%, an improvemerf.dfpoints versus the prior year. The lower tag veas due largely to the European tax
agreement that was finalized in the second quaftiscal 2007 as well as the retroactive reinsteget of the U.S. research and development
tax credit, signed into law in December 2006.

As | noted earlier, we continue to generate exoebiash flow and return a significant amount ot t&sh to our shareholders. So far this fi
year, we've paid out $955M to our shareholdergénform of dividends and share repurchases. Eveousdalance of cash and sk-term
investments totaled $2.3 billion as of Februaryh28early $9 per diluted share on a gross basisieady $7 per diluted share, net of debt.

One of the key drivers of cash flow and returngapital is inventory management. As promised, ouemtory growth continued to slow in
Q3. As of February 28th, worldwide inventories wé# higher than a year ago and up only 4% on @nay neutral basis; both of these
growth rates were about two points below the comiglarrevenue growth rate. While we have made gneafress reducing the rate of
inventory growth, we intend to continue this fothmough the rest of the year to ensure inventaiesclean heading into fiscal 2008.

As of February 28th, accounts receivable were 8fadrithan the prior year; this marks the 6th contbez quarter in which accounts
receivable have grown at or below the rate of reeegrowth.

Our financial outlook for the fourth quarter ofdad 2007 remains essentially unchanged. Assumalgesexchange rates, we expect top line
growth at a high-single digit rate for the fourtliagter and fiscal year.

For the fourth quarter and the fiscal year, we ekgeoss margin to be at or slightly below the pyiear. The fourth quarter estimate is a bit
lower than we expected 90 days ago, primarily duaster movement of close-out inventories. Thearuer response to our Fall product
lines has been very strong and we're focused asriagsthat our supply chain is positioned to delitedemand and that our in- line channels
are prepared to deliver full margin s#ilrough of fresh product. We do expect to see #reefit in subsequent quarters, as gross margios

to year-on-year growth in the first quarter of &62008.

We expect SG&A expense for the fourth quarter téldteto up slightly as we anniversary last ye®varld Cup spending and growth in
operating overhead eases.

Stock option expense for the fourth quarter shbglédbout 7 cents per diluted share. Excluding @safgr expensing stock options, we ex|
to grow fiscal 2007 SG&A at or slightly less thame trate of revenue growth, driven by operating bgad leverage.

Interest income should continue at levels simibathe first three quarters of fiscal 2007.

As you know, we do not normally give guidance fah€¥ Income and Expense, since this line of the isually volatile and has been
particularly so this year. Based on what we caagee now, we expect 10 to 15 million dollars okotixpense in the fourth quarter, as
continued weakness in the dollar drives foreignency hedge losses. As in previous quarters, thedge losses will be largely offset by
currency translation benefits across other linesunfP&L.

We expect our effective tax rate in the fourth ¢geraro be about 33.6%, bringing us to a full yederoughly on par with our third quarter
rate.



As we usually do at this time, we are now develggfans for our next fiscal year. You are of codesailiar with our long term financial
goals of high single digit revenue growth and nadrts growth in earnings per share. To achieve teals, we'll continue to manage every
line of our P&L and leverage our balance sheepasapriate. At this point we expect more consistarnings growth from quarter to quarter
than in fiscal 2007.

For the first quarter of fiscal 2008, we expectl#diver high single digit revenue growth and somerovement in gross margins. SG&A
should grow at or slightly below the rate of reverguowth and our tax rate will most likely be beltwe rate of the first quarter of fiscal 20

In summary, we continue to drive toward achievenoémtur financial goals for fiscal 2007 and are ficent we'll deliver profitable growth
again in fiscal 2008. With that, we'd be happyatketyour questions.

Operator: Thank you. The question-and-answer sesglbbe conducted electronically. If you wishgimgnal for a question, you may do so by
pressing the star key followed by the digit oneyoar touch-tone phone. Again, that is star - ongaur touch-tone phone to signal for any
guestions. And if you are using a speakerphonesplenake sure that your mute function is turnedoodillow your signals to reach our
equipment. Again, star - one for any questionswsatl pause momentarily.

Ouir first question will come from Robby Ohmes withnc of America.

Robby Ohmes: Thank you. Hi, everybody. Nice quadest a couple of really quick questions. Firstak hoping we could get a little more
detail on Europe. And in what - how much is it fag) just the overall environment out there: foodweersus apparel, technical product
versus lower price point, non technical product) know, just more detail would be terrific.

And then, the other question | had was just &littlore on the retail side. When we were out at yrwestor day, you talked about partnering
with key people in the U.S. on presentation and fheotlocker was at our conference last week. Aieg mentioned that they were going to
be doing some special things with you guys, if gould comment on that that would be terrific aslwBhanks.

Charlie Denson: Robby, this is Charlie. I'll take Europe piece, first. And then we'll talk a ditbit, | may ask you to repeat the second pz
that question, just to make sure I'm clear on whatwant to know and what I'm going to tell you.

But for Europe, you talked a little bit about tleelinical versus non technical and we're obviousty excited about the numbers that we're
releasing here against the European futures pidtike Don said in his prepared remarks, we'reraatly to announce a complete turnaround,
but we're very optimistic about what we've dondate, and the quality of the business and wherberdmd sits.

And so, | think, with that, you know, when you bredown Western Europe versus Central Europe, Adatn@pe continues to be a great
growth engine for us. Our Northern European busiigsery strong, and we're seeing some good grouitlof Italy, Spain and Germany as
well.

The U.K. and France, as Don stated, is still kelitit of a struggle, but a lot of the indicators atarting to point in the right direction. And
we're looking forward to those results over thetrsdxmonths. So that would be my, | guess, ovesathmary for Europe.

Robby Ohmes: And just sorry, just quickly on Europe beyond what you guys are doing, do you feslttiere's an environment change
going on over there, the beginnings of an enviramnsbange in some of the tougher markets like the U

Charlie Denson: Yes, | think that there's certasillf the interest in sport, and the interestia product and what we're doing. We haven't
any momentum from a brand perspective. We'remtiling a lot of product into the marketplace. ji'st, you know, some of the promotional
activity is starting to subside. And the healthhs marketplace is starting to come back. Sole- lisaid, I'm reluctant to announce a
turnaround, but | feel good about the directiomabas.

Robby Ohmes: That sounds great. And then the qurediecause | probably should be super clear snttié question was, you know, your
retail strategy, | think, what you brought up omdstor day was two fold, one was doing your owmnestpand one was doing more things with
key retail partners. And if you could give us #ditmore detail on the - what you're doing with ketail partners. And | had mentioned
Footlocker, because they had mentioned at our cemée that they were expecting to do some potegmtigentation things with you guys, |
believe on the footwear side, you know, relativ@pn, you know, certainly this year, and | thirds, hack to school. And if you could give us
any more on that, that would be great.

Charlie Denson: Yes, | mean we're currently worlangplans with several of our major retail partnénsd I'm not going to go into any
specifics yet, because | want to kind of keep mwagber dry here. But | will say this: that I'm verptomistic and I'm very excited about some
of the things that we are talking about. And | knibnat the partnership groups that we're workindnwiéve been very excited, and embrac
discussion, with as much energy and excitementeakave.

So I'm going to hold steady for now, and as sonthede plans come into focus, we'll be out talldbgut them.

Mark Parker: Yes, I'll just jump in and add that strategy in terms of the marketplace is to sedroedifferentiate our key retailers mc



effectively. And a lot of that will, actually, faihline with what we're doing with the category éd®rganizations. So we want to go deeper
and be more compelling and more relevant with ategory based presentations. And | think you'lltke¢ be a more effective tool for us to
differentiate our retail partners. And that wilidr some of the concepts that you'll see latehiis ¢talendar year.

Robby Ohmes: Terrific. Thanks a lot, guys.
Charlie Denson: Thanks, Robby.
Operator: And our next question will come from Jeffelman with UBS.

Jeff Edelman: Two questions. One, Charlie, I'venbésiting a lot of retailers here in Europe, thisek and it appears as if the trend towards
athletics seems to be or let's say the performa@ems to be picking up a little more than, | guabsf us would have thought. Is this what
we're seeing in your waters? And is this sometih@gh has some staying power? And | also got thees¢hat the average selling price is
also starting to lift.

Charlie Denson: Yes, Jeff, | would agree with yoomments and your observations. We're startingacadift in some of the performance
product, overall, and | think that's encouragingisoWith that - along with that, we've actuallydeaome significant progress in the low
profile area that we talked about for the past yeat-a-half. And so that part of the business isasiderably year-on-year, and we're pretty
excited about that. But | would agree that we #agting to see a little bit more emphasis on the performance product.

Jeff Edelman: OK. Great. And then shifting backhte U.S. if we think a little bit about the increda sales vis-a-vis the orders, and what you
talked about in terms of gross margin for the upiognguarter in terms of increased close out invgni®this channel specific? Is it trying to
get something more in balance? Could you give litHeamore insight there, please?

Charlie Denson: Yes, | think it's not channel sfie@iecause, you know, we're really not - we dep#nd a lot of time and efforts around
segmenting the business across the channels, raayheach as we used to five or six years ago. Bat Wwould say is that we feel very
confident about both our inventory positions, esgcin footwear, as well as our inventory positgoat all of our major retail partners. And |
think with the numbers that we're releasing todgjng into fall, we feel like right now there's apportunity to take advantage of the
marketplace for early summer. And make sure werg glean and we're very healthy going into whathiek is one of our best product lir
ever for next fall.

Jeff Edelman: OK. And then, just a quick follow Upthe closeout inventory more than it was lasiryeame, less or what have you?

Don Blair: Jeff, we don't - we're not in a problgasition with close out inventory here. As Chagad, what we're really trying to do is make
sure we've got clean channels and clean inventoiguo books. And really, it's a question of howt fas move through it. So we're really
trying to make sure we've got good turns in thetfoquarter, and we're ready to go for fall.

Jeff Edelman: Great, thank you.
Operator: And our next question will come from Hotbul with Lehman Brothers.

Bob Drbul: Hi, good morning. The question that V@as for Don, can you talk a little bit more, gtiiynthe impacts on the overhead and the
factors that you talked about, just like what wire biggest ones, and maybe just put a little numawund some of those factors on the
overhead increase this quarter?

Don Blair; Well I would rather not have to do a@aciliation here but if you want to talk about magtements of this, certainly the currency
and the options are two very large pieces of thm#gn. About a third of the balance is investmémtsome of the growth areas | spoke to
which is emerging markets, our non NIKE brands, BH{E retail. Then there's about a third of it thaaduld be some timing issues. And I'd
say the remaining third is more like normal inftetary aspects of operating overhead. So a wayirtk #bout it is take the currency and the
options off the top, and then you've got three naaivers of the balance.

Bob Drbul: OK. And then, just a quick follow up aii®n. On the gross margin outlook, are you seeingean can you talk a little bit about
the trends around labor pressure, and wage preissGitgna, and is that at all changing for you gapghe outlook?

Don Blair; We are continuing to see some headwintdoblabor costs in Asia. We are certainly seghmpressure of oil ease. And the major
headwinds would be labor and currency exchange mtAsia and balancing against that are somesoiritiatives that we talked about at the
investor day; which is things like lean manufaaigriraw material consolidation. So, you know, if ek at what we saw in the third quarter,
and what we expect to see going forward it's vanjlar to what we discussed in the investor meetifg've got some continued headwind,
but we've got some things that are - some arrowiseirguiver that we continue to push. And that waywant to come out in the right spot.

Bob Drbul: Thank you.

Operator: Our next question comes from Omar Sa#u @riedit Suisse



Omar Saad: Thank you. | wanted to ask, it looks jiku've kind of slowed down the share repurchase, Ia little bit, this past quarter, and
the cash is building a little bit more. Given tlahtext, | wanted to see if we got any update air gtrategies for the cash.

Don Blair: There really isn't a significant charigehe strategy. As we've always said, we havelanibad approach to this. We want to make
sure we invest appropriately in our existing busgn® drive growth. We want to make sure that veeopportunistic around good acquisitic
should they appear on the horizon. And we're gtongturn cash to shareholders in a planned fillagt on both dividends and repurchase.

On the repurchase side, we run a valuation gridvemtiave a target on how much cash we're goingptogt and usually execute that in
concert with market conditions. And, you know, thaeally what drives our share buyback.

So | think, as we said at the last investor meetivgthink over the next couple of years you'll sessistent growth in dividends. You'll see
growth in share buyback. You'll see investmentunexisting business, and so it's really a balarmgg@oach to how we use the cash.

Omar Saad: OK. And if we could get a quick updatehe realignment, kind of where you are in thatcpss, | know something you've been
working on for a while. It sounds like you're madsia lot of progress, you know, in terms of the stweents and a lot of the changes, and how
things are going with that.

Mark Parker: You're talking about the categoryratgnt, right?
Omar Saad: Absolutely, yes.

Charlie Denson: Yes, I'll jump in there. | thinktaally, we made some very, very good progress.ld$tecouple of weeks, we spent time
going through it. We've got leadership teams ic@laVe've got - we've been going through the fuss at the full year category strategies.
And we're aligning the company both from a supplgin standpoint, and a retail standpoint, to embthis change.

So the progress - I'm very pleased with the pragt@slate, and I'm really looking forward, you kndavthe next 12 months as we start to see
some of this alignment work its way into the wayreactually coming to market both from a produahdpoint, a marketing standpoint, and
a retail brand retail presentation standpoint.

Omar Saad: Should we expect to see anything conreng through the P&L as you go through this pre@e&nd as we think about how we
model the expense side of the equation?

Don Blair: No. | think, Omar, we look at this ovetonger timeframe. And essentially, what we'rendas running the model on the P&L
based on all of the levers in the P&L. And | thiirkthat context, | wouldn't expect this to matlyiahange our financial model.

Omar Saad: Great, thanks.

Operator: John Shanley with Susquehanna Financial.
John Shanley: Thank you and good afternoon guys.
Mark Parker: Hi, John.

Charlie Denson: Hi, John.

John Shanley: Charlie, the company's difficultieghie U.K. and France have been going on for simme 1 wonder if you can comment in
terms of what seems to be the central issue instefrthe difficulties in that market, and why yaef optimistic that the situation is going to
turnaround in the next six months or so.

Charlie Denson: Well | think, | mean a lot of thénigs that we've been talking about is the - yoovkrthe overall brand presentation, the
promotional nature of the marketplace, and whatntgoing on. It's -- obviously it's a little bitigher to implement change there, as itis in
the United States. And so we have a new distribytiicy in place today. It's taken longer to detttimplemented than maybe it would have
taken in some other markets around the world,tkonk that's challenging, but it is starting todadffect. And | think, if you do spend some
time in the U.K. marketplace over the next couglemonths, you'll actually start to see some ofdffects of that change in place.

| think, the other thing is when | think about Feapwe had awe have a significant amount of business at Démathind, you know, we ma
some changes there. And | think that when we lagloger the horizon, that business is now in atfosto start to grow at a much healthier
rate, in a much healthier way. And so those twogtil would, you know, add to the mix.

And then, | think, the third piece which is, agaiautious optimism, is the role that Foot Lockeymkay in both those countries, and their
opportunities for growth whether it's in the U.Krance, or across Western Europe. Definitely aromamt account for us, you know, that r
across the Western European landsc



And then, | guess the final piece that we starbegiut in place is the strategy with JJB specificallhere we got shop and shop concepts ¢
in. | believe we have 15 of them in place now, asdwould like to see as many of those shops inegptaer the next six to 12 months

John Shanley: It sounds very exciting. Is the WaKd France still your two largest markets or largesiponents of the EMEA region?

Charlie Denson: Well certainly, the U.K. is numbee. France is, you know, France, Italy and Spaaneatively - they kind of go back and
forth as far as overall size.

Mark Parker: But John, | would note that in aggtegthe emerging markets are larger than thoseetstkat you just described.
Charlie Denson: Individually.
Mark Parker: Right.

John Shanley: Individually, OK. Turning to the Uf&: a second, the sales results, footwear andrapmdoviously were a little on the light
side, but the thing | really want to focus in orthie two percent decline in the operating profiydu look at the U.S. business excluding what
you indicated was a problem side of the businégsathletic specialty stores, was it a much diffestory, would operating profits ha

actually been positive? Would sales have beenrithee were able to exclude the mall based athigpiecialty stores?

Don Blair; Well, John, | think if you look at theserall profit equation in the U.S. region, at twergent revenue growth and, you know, we
talked a little bit about some of the margin drs/ar the U.S. region. The combination of those tiings means that even very modest gr¢
in SG&A, which is where the U.S. region is runniitigs going to make it difficult to grow the pradbility. But we don't believe that the U.S.
is a two percent growth market. You know, we'rewioced that market is going to accelerate over tme the profitability is going to come
with that.

John Shanley: Yes. What | was really trying totgds to look at the mall based retail accountssue the rest of your U.S. retail clients. Can
you give us some differentiation in terms of whiaickof a negative impact the mall based guys mas tad on your business in the tr
quarter?

Don Blair: Well, as we said, there was a littledfisoftness with certain mall based customerst'3nat across the board. We had some mall
based customers that did well. And we don't regdiiyinto discussing results by specific customers,

John Shanley: No. I'm not looking for individualstomers. I'm looking at channels of distributiomeather there was a substantial difference,
so we can evaluate how well you did in the othgnsents of your distribution process.

Charlie Denson: John, this is Charlie. | think, ymow, it's no secret that the mall based athkgiicialty guys have had a pretty tough year.
So we, you know, obviously are a big part of theisiness. And so | think we've experienced sonthaifas well.

I think we still have a great relationship. Anddiksaid earlier, I'm very excited about the thittggt we're talking about, as they are as well.
And so the good news is everybody is embracingpgodunity to change and go forward. So that, lanynexcited about.

John Shanley: OK. And then, just summarizing, woudd say that it's fair for us to determine or asge that in the future you're likely to s
faster or better growth in the U.S. accounts oetdig regional mall, would that be a fair assessmen

Charlie Denson: Well | wouldn't be as quick to jutoghat conclusion.
John Shanley: That's encouraging. So you do ttiakthe mall based guys could come back.
Charlie Denson: Yes, | think there's a great oppuoty for them.

Mark Parker: I'll second that. And I'd say thatnee/ery focused, as you've heard some of our resnarkbringing back the health to that
particular channel. And some of the things we hgniag in terms of retail differentiation, strondegh level partnerships with some of those
key accounts, we think, will actually help to tuhat.

John Shanley: Super. That's great to hear. Thank/goy much.
Operator: And our next question will come from Vi@ Genereux with Merrill Lynch.

Virginia Genereux: Thank you. My first question| ihay, is on other brands. You know, Don, | gugss) talked about Golf, Converse,
Hurley, Exeter were all up in excess of 20 pereamt | feel like they're most of it; was hockey dé&8o sort of growth, not only the quarter,
which I'm not so concerned about, but how shouldhirgk about the growth rates they have going fed®aNhich in the portfolio do you fe
like, what is sort of the growth opportunity sthiere?



And then, secondly, you know, margins they wereyap, know, over - been up over 500 bps year-to;daiethat's still - they still run below,
you know, the NIKE brand, obviously. What are - can margins in other brands sort of approachrtbther ship levels?

Charlie Denson: Well let me take the granular p&athe question, and then | think Mark can speakotme of the growth opportunities we see
in the other brands. But with respect to the tiqudrter, the hockey business was comparing again®iympic year last year, where we did
quite a few jerseys around the international hodkeyns.

And so if you look at the core equipment businesaryn, year out, we're having a tremendous yeltlE Bauer hockey. We've got some
great new products in the skate space. As Mark sagtve taken over leadership of the stick busimégsh is a very important element of tl
hockey equipment business. So we feel great abbeterNIKE Bauer hockey is going right now from aibess standpoint.

Obviously, there are some businesses of diffeliegassn that portfolio. You know, the hockey bussés relatively small. Converse, Cole
Haan, NIKE Golf, those are the bigger entitieshiattpool. And, you know, | think, in terms of thergin opportunity, these businesses are all
significantly smaller scale than the mother shipdAo as they grow, and as we turn those businessesre seeing improvements in
profitability. Where that ultimately lands, | cangcessarily give you a destination. We think tisesdot of profitability expansion in those
businesses for quite a while yet.

Mark Parker: Yes, and I'll just simply add, you lin@s we said at the investor meeting, that 25gmérof our growth over this next three to
four years will be coming from the affiliates oethubsidiaries. And we definitely feel very confitithat that will be the case. Led, as Don
said, by NIKE Golf and Cole Haan and Converse Jyeak the bigger drivers of the portfolio fromubsidiary standpoint.

And we're just starting, really to leverage, | thsome of the competencies, some of the sort aftimmal excellence, and systems and what
not from NIKE in through our subsidiaries. And vénk that's going to give us some good upside there

And then, | think, I'd point out too that | thinkét the focus on key product opportunities, at wielve talked about with the NIKE brand, :
then stronger management within the leadershipidiabies is also driving some of that confidencéhiat part of our portfolio.

| just spent some time, recently, back in New Ywith the Cole Haan team and came away more cortftderin the potential that brand
represents in the portfolio. And it's very obvidasee what Converse is doing, really impressiv®paance this year, with we think, lots
more potential, both in the sports culture sidéhefr business and more so, even moving forwaml,itoperformance and international will
a bigger part of their business as well. So againconfidence is quite strong with that part of partfolio.

Virginia Genereux: Thank you, Mark. And if | couiollow up, maybe Mark and Charlie, you gave us sgmat geographic color. Charlie,
you said you were very excited. You thought you sahe of the best line up of product for fall. iehipped some of that off, Mark. But
you guys can just go through again, you know, vdwayou think is driving the strength for all, yondw, in the way o- and where are you in
those various platforms? Thank you.

Mark Parker: OK. I'll try to keep this short.
Virginia Genereux: Yes, I'm sorry.

Mark Parker: No, actually, my confidence in thedarct side of the equation here, which for me isndtely the most important thing we do
in terms of effecting top line growth, and agalre tonsumer connection, we're as strong now averehave been.

That being said, | think there's a real reneweti&ognergy and focus around product that's drimgrart, by this more intense focus on the -
at the category level. So | think you'll see prddaféerings getting even that much stronger fronkKElin the seasons ahead, just as a general
comment.

You know, specifically, | mentioned, you know, wave - on some of these calls | talked about coraglfense. And, you know, it's across
categories. It's across geographies. It's up amah gioice points. It's across the genders. Andyeall strength is that we have a diversified
portfolio in a complete offense sense, that allowso sort of push and pull the levers that reatlymost relevant at the time.

So more recently we've seen some tremendous suttese been a little late to the party, as we baidre, in the low profile metro area in
terms of sport culture. The urban part of that bess is also very vibrant, beyond what you're geeith the Air Force One success. There's a
much stronger product and more complete produetiofj in both metro and urban part of sport cultarel that's resonating around the
world. So we feel very good about that.

A very, very big focus on performance, the perfanoeaside of our business, both in footwear and rgbpand | think, you'll see in the
months ahead, | mentioned some of the conceptsviidite coming to market here.

For back to school, we have a Zoom Air collectibperformance low profile product, which is a greatnbination of performance and style,
something, | think, will really resonate in the ietis for NIKE around the world. NIKE Pro is - welnethe new generations of NIKE Pro and
again, that's a very strong focus in the intermationarkets as well as here in the U.S. And we'aly looking at a 365 day focus on that te



and training and pro piece of our business, scstBtdrting to pick up even more.

Shox, Next Generation, some things | can't talkualizere, that are actually very exciting in th@$plus other category. Free - New
Generations of Free. Considered product, whicluissort of sustainable product is actually gettrigt of great response, that we see that
business accelerating and expanding going forward.

And then we have, | mentioned the sport essertakgory of apparel coming up in early April, Amécond. And that's just the beginning of
a long term commitment, an ongoing commitment tatwhe call the essentials, or the fundamentals gipparel items, and styles in our
apparel collection. Big, big growth opportunityapparel.

We just got a recent business review in apparel | drankly have never been as excited and configreaur ability to grow our apparel
business as | am today. And a lot of that is ledhigyleadership team that we have is stronger aré connected across the regions, than
we've ever had. And very, very focused on the keyvth opportunities by category, by product typgcbuntry. We're dialing down and
getting much more surgical and focused on whersetlapportunities are. And the leadership thereiig impressive.

So very bullish on the apparel side of our busirgsswell. Charlie, you want to...
Charlie Denson: See, you wound him up again.
Virginia Genereux: Yes, he chewed up the scenameth

Charlie Denson: No | think - | don't - | agree wiifark on the apparel side. | think we've - this regperts essentials program that's going into
the States, and a little bit in Europe. We've hesd feads out this first week, and early read thebughs have been fantastic, and are
exceeding our expectations.

So | think that's just the tip of the iceberg arelwe got some good things coming there too.
Virginia Genereux: That's great. Thank you alltfoe time for questions.

Pam Catlett: Thank you.

Operator: Our next question comes from Margaretéi&gm Goldman Sachs.

Margaret Mager: Hi. Nice quarter. A couple of qimss, though, and I'd like to focus on the U.S. kegrwhere the orders were up seven
percent last quarter, and the revenues came iwaypaind now your orders are still up eight. Can tadki to those numbers please? And would
we expect the revenues in the U.S. to be oncenalaiin the low to mid single digit range, desttite high single digit orders? What's the
disconnect there?

And if you could also talk about, what's your pepve regarding the issues in the mall basedtithideannel? Why is it soft, and what do
you think is the growth rate for the U.S. markéice you made it clear, you do not think it's a pevcent growth market. So I'd like to foc
on your perspective on the U.S. as number one iquest

And then, Don, I'd also like to hear from you, ytalked about a more consistent earnings per shiavetly rate by quarter going forward. | j
want to make sure | understand that comment, eslpeiri the context of fiscal '08, as you progrés®ugh the four quarters of that fiscal
year, you will start to approach spending for thegjiBg Olympics. Can you talk about the historimpiness of demand creation spending
has always been a big factor in the lumpiness of goarterly earnings growth and why would thathanging? Thanks.

Mark Parker; OK. There's a lot in there. There wsme timing elements of the U.S., Margaret, thad, know, | don't think is something tt
you should extrapolate. | think, what | would exjptecsee is just a more normal level of volatilitgtween futures and revenue. And as
know, there's really not always a predictable refethip for any one quarter. It's really - futuege really a much better indicator of overall
strength of the business. So | think, if you thafdout it that way, the two percent number in th8.We don't think is representative of the
growth trajectory we're on in the U.S. We think Kind of a mid to single digit growth rate, midhigh single digit growth in the U.S. and
that's really what | think will be more indicatied¢ the growth going forward.

I'm going to let Charlie speak to the mall basediler piece of this. But just to give you a quigkw, '08 is not baked yet. We don't have all
of our plans locked in place. We actually have ti@ms of spend in fiscal '08 that will affect thery end of the year, that's the European
championships as well as the Beijing Olympics. 8uthis stage, we're not ready to give you reatifipeguidance around individual quarters,
but what we do expect is not to have the levelrofgh rate volatility that we have this year.

Charlie Denson: And Margaret, this is Charlie.jliihp in on the mall-based, you know, outlook,ihkhone of the reasons why | think we
have struggled in the mall, as well as the maliremment is, again, | don't think we've done a ggmidcreating levels of differentiation or as
good a job as we should have or could have doneamnainly as well as we will di



And | think one of the things that we talked abduhink, during the day that we had everybody s this idea around creating points of
differentiation targeted around specific consunoatggories that we talked about while you wereheue.

And, you know, Mark alluded to it a little bit e, and | think Don may have touched on it aditiit in his prepared remarks. | think our
ability to continue to grow the marketplace in thé. really lies much in the way that we are apphirsg the new - the new approach to the
business. And if we can continue to differentiatd grow through this category strategy, which idad very confidently that we will, |
believe the U.S. marketplace will continue to grga know, at the rates that Don has alluded to theenext several years.

One of the things that you look at when you walkk thall today is a lot of sea of sameness. And dratgly, not as sharp of consumer
insights that we need to provide, going into baid product and the marketing and the merchandfiocesses that we're focusing on going
forward.

So I've been around this place a long time. I''mxasted about this new direction that we're takig@t now as I've ever been. So, you know,
you're going to hear that from me pretty regulanher the next 16 to 24 montt

Margaret Mager: OK. Thanks. And why did you not lnack more stock in the quarter? What do you lddk decide how much you will or
will not buy in a quarter?

Don Blair: You know, Margaret, we don't want to geb all of the models that we use on this thigt as I've talked about before, we hay
set of targets around how much we want to invest aweriod of time. It's not specifically a fisgalar, and that number evolves over time.
But what we do is we buy according to a perceptibinoth intrinsic evaluation as well as market ddods.

So if we have a fast run up in the stock, that magan that our purchases would slow down until vessess where we think the market
trading range is, and then we'll reset the grid.

Margaret Mager: OK.

Don Blair: | know that may not give you an exac$aer, but that's generally how we approach it. 8easically looking at it on a value
- we have an intrinsic value perspective on thelstd/e believe that the company has a lot of valug then we buy based on the perception
of trading range, and value grid.

Margaret Mager: Yes, that's helpful. Thanks. Anddygoing this quarter. And good luck in the upcagnyear.
Mark Parker: Thank you, Margaret.

Pam Catlett: Thank you, Margaret.

Margaret Mager: OK. Take care.

Pam Catlett: We have time for one more question.

Operator: Our final question today will come fromm Duffy with Thomas Weisel.

Jim Duffy: Thanks. And thanks for taking my call.

Pam Catlett: Hi, Jim.

Jim Duffy: In Don's prepared remarks, | think ther@s some mention of moderation in average sefiifges in the U.S. market. Can you
speak to the factors behind that? Is it a chaniekhift, or is there some fashion element drivingt?

Don Blair; It's really a product mix change. Anduyknow, that's normal - there's an ebb and floaverage selling price, normally with
seasons but in terms of which, you know, produtggaries and which models are selling is what'gmlgithe ASP. This is not an across the
board reduction in price. It's not a change ineéamgice points; it's really a mix change.

Jim Duffy: Would you expect that mix to continueixnshift?
Don Blair: At this point, | don't have a perspeetiout beyond the futures window.

Jim Duffy: OK. And then, one more question, if hceneak it in. Nice improvement on the inventog/yau had advertised. Can you speak to
the geographic specifics of that? Was the improveroencentrated in one particular geographic mariatwas it more balanced across all
regions”



Don Blair: All of our regions are making great pregs on inventory. And so we saw improvementsyratich across the board.
Jim Duffy: Very good. Well done.

Pam Catlett: Thank you. And thank you everyongdining us. We look forward to speaking with youaarg soon.

Operator: Thank you everyone for your participatontoday's conference. You may disconnect attitiis.

END



