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

FORM 8-K
CURRENT REPORT

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

Date of Report (Date of earliest event reported): March 18, 200¢
[
NIKE, Inc.
(Exact name of registrant as specified in cha
OREGON 1-10635 93-0584541
(State or other jurisdiction (Commission (IRS Employer
of incorporation’ File Number) Identification No.)

ONE BOWERMAN DRIVE

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

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

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

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

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




Item 2.02 Results of Operations and Financial Caoorali

On March 18, 2009, NIKE, Inc. held a public telepbaall to discuss its financial results for trexél quarter ended February 28, 2009. The
transcript of the conference call is furnished hétte as Exhibit 99.1.

Iltem 9.01 Financial Statements and Exhibits

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

99.1 Transcript of earnings release exrfce call on March 18, 2009.
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FY 2009 Q3 Earnings Release Conference Call Transpt
March 18, 2009

This transcript is provided by NIKE, Inc. only for reference purposes. Information presented was cuent only as of the date of the
conference call, and may have subsequently changethterially. NIKE, Inc. does not update or delete atdated information contained
in this transcript, and disclaims any obligation todo so.

PRESENTATION

Operator :

Good afternoon everyone. Welcome to NIKE's fis@02third quarter conference call. For those whedrte reference today's press release,
you will find it at www.nikebiz.com

Leading today's call is Pamela Catlett, Vice Prasidinvestor Relations. Before | turn the calloieMs. Catlett, let me remind you that
participants of this call will make forward-lookirsjatements based on current expectations, and fit@ements are subject to certain risks
and uncertainties that could cause actual resuliiffer materially.

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

In addition, it is important to remember a sigrafi¢ portion of NIKE, Inc.'s business including gmuent. Most of NIKE Retail, NIKE Golf,
Cole Haan, Converse, Hurley and Umbro are not deduin these futures numbers.

Finally, participants may discuss non-GAAP finahaomeasures. The presentation of comparable GAARsurea and quantitative
reconciliations are found at NIKE's website. Tral might also include discussion of npoblic financial and statistical information, whiig
also publicly available on that site, www.nikebant.

Now | would like to turn the call over to Pamelatiet, Vice President, Investor Relatiol

Pamela Catlett:

Thank you everyone for joining us today to discNHSE's fiscal 2009 third quarter results. As theemdor indicated, participants on today's
call may discuss non-GAAP financial measures. Ydufind the appropriate reconciliations in our pserelease, which was issued about an
hour ago, and at our website, nikebiz.com.

Joining us on today's call will be NIKE, Inc. CE@daPresident, Mark Parker, followed by Charlie Bmmdresident of the NIKE brand. And
finally you will hear from our Chief Financial Oéfer, Don Blair, who will give you an idepth review of our financial results. Followingit
prepared remarks, we will take your questions.

| will now turn the call over to NIKE, Inc. Presioieand CEO, Mark Parker.

Mark Parker:

Good afternoon everybody. | see our third quartest anapshot of how to deliver value in a voladenomy. Today's results have a lot of
parts, but underlying all of them are excellentrafiag results, driven by healthy revenue growttare gains for the NIKE brand and flexible
and prudent business management.

In tough times having strong brands and sound bssiprinciples is just the beginning. We have hadsame simple and powerful strategy
for years. Stay close to the consumer, drive intiomanto the marketplace, operate with excellergeel manage with financial discipline.

Q3 proves that NIKE can be opportunistic in therskerm and position the Company to deliver comsistlong-term value to shareholders.

| feel very good about our performance and ourm@e It is good to be in the business of spartpecially now when core values ¢



passions gain so much importance. And becauseexta@iteader and the innovator in the businessewesitioned to catalyze and expand
growth.

It is not enough to be a legacy player in todaldba economy. A company's history is not nearlyngsortant as its potential. There is a new
premium being defined and it is based on trushenticity, innovation and a deep connection wiea tbonsumer. These are the things that
people value and the things that NIKE delivers tsiastly.

Q3 illustrates more than our performance over dlsethree months, it shows how we've managed thied®s and executed our growth
strategy over the last three years. We consistéaiBrage our portfolio to grow the market. We gstiare, outperform the industry, and
position ourselves for long-term growth.

A big part of that strategy is aimed at being ddretmore responsive organization. You have alédsfourself the question, can NIKE really
cut costs and still deliver growth?

Last quarter | told you we would take a flat plppepach to expenses. We did better than that. V¥egaudown hard on headcount, travel and
meeting costs and tightened overall SG&A. And wesereing the results of that discipline. But ias just about cutting costs, if that is all
you're doing, that is nothing more than businesssasl, and that won't win the day in this enviremi We're more ambitious than tr

So we are streamlining and realigning the entiganization on a global scale to target growth dfettvely manage expenses at the same
time. We're making some tough decisions, like amdal reduction in staff and moving to consolidaternanufacturing base. They are tough
decisions and they are smart decisions that witeb@osition the Company for sustained growthaAssult, we expect to incur a
restructuring charge of $175 million to $225 mifljawith the majority of that charge occurring in.Q4

If you're wondering. does that mean NIKE is cuttiagk on innovation? | will be perfectly clear, ahdt is absolutely not. We're not backing
off. In fact, we are accelerating our innovatiomriaga. When we invested in innovation to help a¢islét Beijing we knew those ideas would
translate to consumers all over the world, and trexe.

| have seen very clearly how our category offenskld strong businesses. Our brand and productsaiions are huge competitive
advantages and absolutely essential to our sudg&sare going to continue to leverage them to riiséar for ourselves and for the indus

| want to be clear that innovation isn't limitedthe NIKE brand. It is the organizing principle thie entire NIKE, Inc. portfolio. It drives
product creation. It defines how we manage eveandbiand how we connect with consumers. We use atiwovto build brand equity and
integrity. That brings strength to each individbeand, but even more important, it builds flexityiland diversity into the portfolio.

That means we can reach consumers in multiple rteagceoss cultures and up and down price pointat iBtreally valuable in an economy
like we have today.

We take the same smart and aggressive approaclevétly brand in the NIKE portfolio as well. For thearter Converse leads the way,
growing 33%, including strong momentum in our ONr$roduct. Hurley continues to outperform the petition and pick up share in a
tough action sports market. Cole Haan and NIKE @éffeeling the downward turn more acutely as wonwess reduce their discretionary
spending on luxury products.

The diversity and flexibility of our portfolio alles NIKE, Inc. to remain on the offense in a variefycircumstances. And it allows each brand
to be opportunistic in its own field of play.

The same potential exists for Umbro. We're makiogdgprogress on the brand, the product and on tipesaln ten days a new Umbro will
make its debut with the launch of England's redesignational team kit. It is one of the most valaand visible assets in the entire world of
sport. And this 85-year-old brand is injecting itwa whole new level of drama and innovation. Rejaist a taste of what is to come.

Has the business turned the corner? Not yet. Uislgoing to require more work and time to optimigepotential. And while we continue to
view Umbro as a vehicle for long-term growth withie NIKE portfolio, we have concluded that thewesabf the Company's investment in
Umbro has declined.

As a result, in the third quarter we have takeafter-tax impairment charge of $241 million to reduhe carrying value of the Umbro assets
on our books. Don will take you through the details few minutes.

On balance | continue to see Umbro as a rich safreenovation and authenticity for football aroutid world, and a solid growth asset in
the NIKE portfolio.

By aggressively managing every NIKE business, vabite to leverage our strengths and go after grawspite of that macroeconomy. In
other words, we see rich opportunities that NIKE parsue while the economy rebuilds itself. We tbave to wait until after the recovery.

That requires an aggressive and holistic approacharketplace management. For NIKE that meansrdyiwinovative product into the mar
more quickly, leveraging our brand strength, anlildeng premium experiences to consumers wherthay touch the brand, in store and
online.

We remain committed to elevating and scaling otgalito-customer business. We continue to work withwholesale partners to further
differentiate our portfolio of brands across ouy kecounts and around the wot



It is more important than ever for NIKE to stayero its values and to leverage its competitiveaathges. And we have a lot of advantages,
innovative product, deep consumer connections,dostnength, financial discipline, and a united deédply competitive management team.

We are incredibly focused on managing the busin@3shows that the action we take to edit the tssirtan amplify opportunity. In other
words, we are able to build a better company, deifieiency and cost savings into the business,raimest in clear and present
opportunities, whether it is in product innovatipggorts marketing, demand creation or at retail.

These are the things that put us in a positiorctelarate our strategic vision, rather than hatingeinvent it. And | see that as an enviable
position.

Now here is Charlie to give you more depth on thi€ENbrand.
Charlie Denson:

Good afternoon everybody. The bottom line is thergjth of the NIKE brand has never been more olsvimumore valuable. As Mark said,
we are on the offense when it comes to leveradiagstrength. Q3 shows that when consumer confadips, trust in authentic brands rise.
And that is a solid foundation for growing the mesis in a skittish economy.

Looking at our results on a constant dollar bassNIKE brand generated revenue of $3.8 billion2%p Global Footwear was up 6% to a
new Q3 revenue record of $2.6 billion, with revegains in the US, China, Japan and the UK. Glolmdakel was down 4%. More about that
in a minute.

Year-to-date revenues are up in every region armsagiearly every category, led by revenue and etstilare gains in running, basketball,
and sportswear. And by the way, when we said thvaepotential for NIKE in action sports, it showeslf in Q3. NIKE SB is now number
one in core skate shops, and NIKE 6.0 was thedagt®wing footwear brand in the action sports base

| want to expand on something Mark mentioned abeouelerating our innovation agenda. At the tophaf aigenda is product. For the current
season, spring '09, it is the first time we haketaproduct that was created completely insidenhve category offense and delivered to the
consumer. And consumers are responding. Baskethdlfunning, two of our largest global categorégs,leading the way.

Let's go to basketball first. There's a lot of giyan this category right now. It is hard to bekethat just two years ago people were saying the
business had peaked. But we looked at it diffeyeiitle knew that the Gold Medal Game in Beijing \@asopportunity to use as a catalyst to
re-energize basketball. And that is what has hagghen

| really like where our basketball business is rigbw. First, we have really strong product in tharket and more on the way. The Kobe IV
Low-Top, the Jordan True Flight, the AJF6 are alfprming extremely well.

Second, we have identified -- we are identifiechviite best players in the game. Guys like Kobe,rbeBCarmelo, Chris Paul and Dwayne
Wade are all leading the new game, wearing NIKEjao and Converse.

Third, we are seeing consumers respond to an inregrosnsumer experience at retail. We are seeirggytdramatically at the House of
Hoops stores, where revenue increased double-diggté three locations. And all of this contribdteo NIKE basketball being up double-
digits, led by the Jordan brand.

Looking forward, we are seeing double-digit futugeswth in both NIKE basketball as well as Brandddm. Basketball is back in a big way.
March Madness starts tomorrow with 52 teams in NIKEat is the most ever. There's no doubt thab#sketball silhouette is reasserting its
dominance. And with a 80% share and our brandsedidike they are, we are ideally positioned tetage that energy.

The running category continues to be a source &f parformance for the serious runner. For exanguiepiggest performance running
franchise, the Air Pegasus 25 is a great efforglioing performance and sustainability. And the oo+, which is now the number one
selling shoe at running specialty shops here int8eBasketball and running are great exampleswofgdwhat we do best, and that is master
the science of sport, and create energy aroundmesid performance. We did the same thing in Bgijsome of you have asked me, NIKE
invested a lot of time and money in creating pradacthe Olympics. But do you really get out ¢f it

Here's two quick examples, Flywire technology, whig migrating across categories, brands and ptagpes, as well as lightweight design.
The best example being the Hyperdunk, still onthefhottest selling basketball shoes in the game.

As Mark said, we are seeing our Beijing innovaticesonate throughout our entire product line. Tharics have always been a great stage
to innovate, and our Spring '09 product line praveAnd yet the best is still to come.

| said | would touch on Apparel, where we are sgéatus and improvement. Again, we're masteringstfience of performance. Our Pro
Combat product is a great example. It is fundaniignthanging the role of base layer apparel. Yaigoing to see Pro Combat on some of
the best college basketball teams this tournameagos. You will see a lot more of it going forwasiPro Combat moves into soccer and
football. It is going to give athletes a compettiedge in the games that they play. And it is gbingive NIKE that same advantage in the
marketplace.

As | said, we are also able to create energy argueat design. The Eugene Track Jacket has gedexdde of buzz in the world of spoi



culture, with its iconic V for Victory design. THact that it is popping up on marquee athletes Risdael Nadal, Roger Federer, and Cristiano
Ronaldo, proves its cross category appeal. Iigieat example of delivering the youthful and cortippet energy of sports through apparel.

We talked a lot about how we edit the businessriplifly our growth. That is something we are alsindgoon the product front, reducing the
total number of SKUs to really focus on the mosioivative and high potential concepts across Foatwgaarel and Equipment.

| am very pleased with the progress we're making,hespecially in Apparel. Even though sales aedl@hging, we're doing a good job
managing down inventories and elevating desigmdwa healthier Apparel business. We're driving #hicellence and clarity across the
entire product creation process, all the way thhotagthe retail floor.

| think when we look back at this time in NIKE'stary, we will see it as a period of great chafige NIKE brand and consumers are
moving into a new world and a new relationship. Vakie equation transcends just price. We are gabarise of new expectations based on
quality, performance and sustainability in produgisd we are seeing consumers gravitate towardseatit brands that work hard to earn
their trust and keep it.

We are also building a better and more responsiganization. As Mark said, cost-cutting in todagfwironment is just business as usual.
We're aiming a lot higher. We're using our categiffgnse as a dominant lens to review and refir@®4.0f the NIKE brand's operations
worldwide. We are still a growth company, and we positioning ourselves to be more competitive tbaer.

When we're done we will have a simpler, global aigation, fewer layers, faster decision-making, anduch more effective go to market
process. We will be able to get much closer tacthressumer and to the market at every turn.

So the moral of the story for Q3 is brand strength powerful asset in turbulent times. The bragitita will be our competitive advantage for
the long term. We will be ready. Here is Don toetgbou through the numbers.

Don Blair:

Today's environment challenges every company tptaglackly to maintain profitability and preservapital. Some companies also have the
opportunity to increase competitive separation emedte long-term value. We're convinced that fd{Bthe current environment represents
both a challenge and an opportunity.

To meet the challenge we're maintaining our finaingiscipline and making the difficult decisionsn@intain profitability and position NIKE
for sustainable, long-term growth. To realize thpartunity, we're sharpening our focus on our camens, delivering innovation to the
marketplace, and raising the bar on operating &es. | believe that our third quarter resultsibég demonstrate our ability to both meet
the challenge and realize the opportunity.

Reported third quarter revenues declined 2% to Bdlidn, but currency neutral revenue increased EXeluding currency changes, NIKE
brand revenues grew 2%, while revenues for ourrdthsinesses, which include Converse, Cole HaareiAUWNIKE Golf and Umbro, grew
3%. In a tough retail environment, our productgpetfiormed the market on both sell-in and sell-tiglguas consumers moved to the leading
brands and we gained marketshare.

Third quarter diluted earnings per share decling¥ 40 $0.50. But included in our results is a $&4llion after-tax non-cash charge for
impairment of the assets of Umbro, which reducedliQBed earnings per share by $0.49. Excludingrtiairment charge, diluted earnings
per share would have increased 8% to $0.99.

Although we expect Umbro's financial performancefigcal 2009 to be slightly better than previousdgnce, projected future cash flows
have fallen below the levels we expected at the tthe acquisition. This erosion is a result afhbthe unprecedented decline in global
consumer markets, particularly in the UK, and oegiglion to adjust the level of investment in theibass.

In addition, financial market volatility has redacleoth the estimated present value of those futasé flows and the market value of
comparable businesses. While we continue to vievbtdras a vehicle for long-term growth within the<is portfolio, we have concluded
that the value of the Company's investment in Unfita® declined.

On a currency neutral basis NIKE brand footwear apyphrel futures orders scheduled for delivery fidarch through July 2009 declined
2%. Futures were lower in comparison to a priorr ykat included orders related to the Beijing Olyospand the European Football
Championships. They also reflect the impact ofdifecult consumer environment. Real dollar futufesthe period declined approximately
10%, as the US dollar has strengthened signifigaghinst most world currencies.

Gross margin for the third quarter declined 120spsints to 43.9%. Currency hedging delivered i the quarter, but that upside was
more than offset by higher product costs, discoantsobsolescence reserves. Lower margins in dwer@usinesses also contributed to the
gross margin decline.

SG&A for the quarter decreased 4% versus the gaar. Excluding FX effects, demand creation, opegatxpenses, and total SG&A each
grew about 1%. This rapid deceleration of spendéfigcted our actions to refocus resources andceedpending.

Net interest expense in the third quarter was $Bomicompared to $19 million of net interest incehast year. The change was primarily
to lower interest rates on investments.



Consistent with previous quarters, other incomef8rwas comprised largely of gains and losses amiecy hedges. The net impact of hedge
gains and losses, and the translation of foreigreaay profits from our International units incredsyear-over-year pretax income by $25
million for the quarter and $120 million year-totela

Our effective tax rate for the quarter was nega®i@o, driven by the tax benefit on the impairmemrge. Excluding this factor, the effect
tax rate would have been 23.9%, reflecting incrégsefit from operations outside the US, and resmtuof open audit items. Our current
estimate for the fourth quarter tax rate is ab®@%2

Our balance sheet remained robust as of the e@®0ofis cash and shderm investments totaled $2.6 billion, or about3®&5er diluted shar
Net of outstanding debt of $800 million, that esatio nearly $3.69 per sha

Our return on invested capital for the twelve marghded February 28, 2009 was 20.4%, 3.9 pointsmtble previous year, driven largely
the impairment charge. Excluding the impact ofithpairment charge, return on invested capital wdade been 23.2%.

Our business model is exceptionally capital effiti&ince we don't have large investments in fixeshufacturing and retail assets, managing
working capital is the key to driving cash flowsdaROIC. We're particularly focused on managingdbmponents of working capital in this
macroeconomic environment.

For the first nine months of fiscal '09 free casiwffrom operations was below prior year levelsyein largely by higher investments in
working capital.

Accounts receivable at the end of Q3 were 4% higinem the prior year. When compared to our straigction performance over the last
few years this has reduced cash flow. Tough econconditions are placing increasing pressure ailees and licensees.

Actual losses have been fairly minimal thus fart ®e will continue to focus on strict enforcemehpayment terms and proactive collection
efforts to conserve capital and minimize loss expes

At the end of the quarter inventories were 3% highan the prior year quarter and relatively heatitierall. NIKE brand footwear accounted
for the majority of the increase, partially as suleof early factory deliveries.

NIKE brand apparel inventories declined y-over-year due to our strong focus on clearing sxéeventory and tightening our buys. On a net
basis, inventory growth did not have a materialastpn year-over-year cash flow.

We don't often talk about payables, but shiftsise accounts can also affect our cash flows. Alsave reduced inventory purchases and
SG&A spending, our payables have declined, reduitegcash flow from operations. As we begin toieenmsary these lower spending lev:
the impact of lower payables on cash flow shoukkea

So now let's take a look at results in our opegatinits, starting with the US. Revenue in the redgicreased 3% in the quarter, a remarkable
performance. Sales to nine of our top 10 accountteased, while one was essentially flat.

Revenues at NIKE-owned retail stores grew 2% fergbarter, reflecting growth in@mmerce and new store openings. For the quantep
store sales for NIKE-owned in-line stores decli@8&bo, driven largely by lower traffic. Factory stamemps were down 3%.

US Footwear revenue grew 8%, and we continue tofgigntly outperform the competition. Driven byetproduct innovation Charlie
highlighted, NIKE and Jordan brand footwear togetfeve gained 2.4 points of market share in theWS the twelve months through
January. And the NIKE brand is now over three tithessize of our closest competitor. Incidentallpnverse also gained 0.9 of a point over
the same period.

US Apparel revenue declined 9%, as growth in rugaind Jordan was more than offset by lower salesost other categories. While we
certainly aren't satisfied with lower revenues,hage made significant progress streamlining anebéileg our product line and reducing
inventory. In addition, over the last 12 monthshewe gained share in a tough market.

Overall futures for the US region fell about 1%gaswth in footwear was offset by lower orders fgparel. Pretax income in the US rose
as the impact of revenue growth and lower SG&A paasially offset by higher sales discounts.

In our European region, which includes the MiddésEand Africa, third quarter revenues declined 1wt 10 points of the decline due to
currency changes. Excluding the impact of curreRoptwear revenues were down slightly and Appaetnues declined 7%.

Although revenues declined, we continue to outperfthe market here as well, as both our FootwedrApparel shares increased in the
largest five countries of Western Europe.

European futures for the next five months fell 9%Gocurrency neutral basis. This drop was primatilyen by lower Apparel futures,
reflecting weaker market conditions, and the consparto strong orders in advance of last year'jiean Championships.

Pretax income for Europe declined 18%, reflectmgdr revenues, investments in demand creationetad, rand weaker European
currencies.

The Asia region delivered solid third quarter ravegrowth of 8%, including 1 point of growth fromreency. On a currency neutral ba:



revenues for every product type grew, as did maghties in the region. As expected, third quareenue growth in China moderated to
about 10% versus over 50% growth in the prior ypearter. Revenues in Japan declined slightly 2%.

For the quarter pretax income for the Asia regicewgl1%, driven by revenue growth and lower den@aedtion spending.

The Americas region continued to deliver excellgmrating results in Q3, although weaker curreniciése region dampened reported
results. On a currency neutral basis revenueseimetpion grew 15%, as both Footwear and Appareleach of the Latin American countries
grew double-digits. For the quarter reported reesmieclined 5%, and pretax income declined 22%.

Third quarter revenues from the businesses repadddther increased 1% to $592 million. For thertiguahese businesses reported a pretax
loss of $344 million, driven primarily by the impaient charge at Umbro.

Among the continuing businesses in the group, CaeveCole Haan, Hurley and NIKE Golf, strong groatiConverse was offset by declil
at Cole Haan and Golf. Overall these businességedet! 5% revenue growth on a currency neutralshasit reported pretax income fell 21

Excluding the impairment charge, losses at Umbrnewgenaller than expected for both Q3 and year-te-da

As we have managed our business over the lasta@mhs, we focused on two primary financial managgngeals, delivering appropriate
financial performance in these challenging econdimies, and positioning the Company for sustainginefitable growth over the long term.
Our objective is to manage our business exceptionall today, and to take the opportunity to sg#iren our Company and improve our
competitive position for tomorrow. To achieve thgsmls we're taking action in four key areas. Nundme, we maintaining our cautious
approach to planning revenues and buying invenfomp, we're tightening our supply chain to managemkide risk, maximize profitability,
and position ourselves for the future.

Three, we are streamlining our management strutturerease speed, move closer to the consumefre® up resources for investment.
And four, we are managing our capital resourcesfally to preserve liquidity and flexibility.

Let me expand on each of these a bit. First, pfaprévenues and inventory. We're very encouragdtidgtrength of our brands around the
world, but we're taking a cautious view of the @llemarket and planning revenue to be roughlydiat currency neutral basis for the bale
of fiscal 2009. Hence, we're buying inventory tlglts we work with our retailers to keep inventsriealthy.

Second, we're tightening our supply chain. The cgdn of worldwide demand for consumer productalisady having an impact on factories
and workers in the developing world. And our mactifeing partners are not immune. To maintain athgahanufacturing base for the
present and the future, we're taking proactive mmegsto consolidate production with our strongestst efficient and most innovative
sourcing partners.

These capacity consolidation actions will requiggmificant amount of operational attention ove hext 18 months, and may result in some
additional tooling and logistics costs. Howeveesh steps will put us and our suppliers in the pesition to navigate current challenges and
position ourselves for the future.

Third, we are streamlining our management strucive're looking at every aspect of our cost stmecta ensure we're investing resources
against the highest potential growth opportunitidsaamples of the steps we have taken include maiigihe impact of product creation
resources by editing assortments and reducingsstgkfting demand creation investments from trad#l media to higher impact digital
executions. Reducing T&E and meeting expensestangding up our focus on procurement.

Our performance on SG&A cost management in thd tipirarter illustrates the progress we're makingw&snnounced last month, we are
also evaluating our deployment of people. To enbaonsumer focus, drive innovation more quicklyniarket and establish a more scalable
cost structure for the future, we are reducing rgangent layers and leveraging support services sicasbusiness businesses globally. We
expect to complete the majority of these changethéyend of our current fiscal year.

As we move to implement these restructuring adéisjtwe expect to incur charges of $175 millio$225 million over the next several
guarters. We anticipate the majority of these obskgill occur in the fourth quarter of this fisgadar.

When fully implemented, we expect to generate aliwethsavings of a comparable amount, which wenmt® invest behind our strategic
priorities. This reinvestment will allow us to cante to support the future growth of our businegs)e holding SG&A flat with current
levels.

Finally, we're managing our capital resources &serve liquidity and flexibility. That begins withsharp focus on managing working capital
and making capital expenditures carefully in lighthe changing market environment.

We did not repurchase our stock in the quarter. vkhide we believe today share price is well beltw intrinsic value of our Company, we
believe it is prudent to maintain liquidity givemetcurrent uncertainty in the financial markets.

These actions will be the key drivers of our expdaeesults for the fourth quarter. We expect cuyareutral revenues for the fourth quarter
to be roughly in line with the prior year. As wevkaseen with our reported futures growth, reverliaswe report would be less at current
exchange rates. These revenue growth expectagfiestrcomparisons to reported mid teens revenowthrlast year in advance of the
Olympics and Euro Championships.



Fourth quarter gross margins will likely be welldoe prior year levels, driven by adverse FX rated higher discounts and off-price sales.
We expect SG&A, however, to decline at a mid teahs, as we continue to focus on reducing expeaisg@nniversary the heavy demand
creation investments in last year's fourth quarter.

As we move into the first half of fiscal 2010 wellface some very challenging comparisons to thebtk-digit growth we delivered in the
first half of fiscal '09, as well as the advers@aut of the stronger dollar. As a result, we expepbrted revenues for the first two quarters of
fiscal 2010 will most likely be below prior yeawis.

It is difficult to make hard predictions, but weg®oto see a return to top line growth in the sedwifiof our fiscal year, as industry conditic
improve and our prior year comparisons get a lsteza

While we maintain a cautious view on the market gnedrevenue outlook, we will continue to work teeers of our P&L to deliver
appropriate financial performance for this enviremt while positioning the Company for long-ternegth. That means managing our
supply chain to maximize gross margins, tighter@rgenses, and continuing to improve the tax efiiyeof our International operations.

Without question, we are in unprecedented timesré&keain prudently cautious, but no less confiderthe long-term growth prospects for
our industry and our Company.

Our business is driven by sports. And sports costito grow and evolve, creating inspiration forsimers and opportunities for our brands,
even in tough times. We have confidence in our etaskctor and in our ability to outperform that ketby focusing on what we do best,
deepening our consumer connection, driving innovatstrengthening our brands, and proactively miagagur business to create value for
our shareholders.

With that, we will open it up to answer your quess.

QUESTION AND ANSWER SECTION

Operator: (Operator Instructions). Robert Drbul, Barclays i@&p

<Q - Robert Drbul>: A couple of questions. First, on the SG&A, Don, gan give us the breakdown -- I'm not sure if yédi@h this
quarter's demand creation dollars versus overhead?

<A — Don Blair>: What | did say is the growth rate for both demarehtion and operating overhead, they were bothinlconstant
dollars, and they were both down low to mid sindjigt in reported dollars. So overall we're down f8total SG&A.

<Q - Robert Drbul>: Some questions on the International business. Garyyys elaborate a little bit more on the Europeamds, the
United Kingdom, Russia? And could you give us aemmlor on China as well in terms of the businbsse?

<A — Charlie Denson>:This is Charlie. Yes, let's just start with Eurofe. Europe, challenging environment. The most ehgihg markets
are Spain or Iberia, Italy and France. UK, we'rkelimg our own. It is a tough marketplace, as wekatiw, but the overall year-on-year
business comparisons are relatively flat. And thetually we are seeing some nice growth right ro@érmany. And we feel good about the
brand's position going through and looking at Gerymna

We are gaining share, we feel, and we are as Ddn both pointed out, anniversaring some prettyrhighbers in Europe last year as we
started to ramp up towards the European Champipnshi

In China, again, a little bit of softness coming otithe holiday period. | think everybody has &dkabout that and everybody is pretty much
up to speed. Starting to anniversary some of gp@fstant ramp up for Beijing. | think we have tatkabout that as we have -- over the last
quarter or two.

That being said, | think our brand strength corgmto be very strong. We have a very good positidhat marketplace competitively
speaking with regards to the brand strength. Andegéreally good about that. As we sort througthimk, some of the overhang from
Beijing, we're very optimistic as we look at Chiama growth vehicle going forward.

<Q - Robert Drbul>: Then just one more question is, when you look lami where you are, when we start to see a bdnaiit the lower
sourcing costs in the business?

<A — Mark Parker>: | think you'll probably start to see that more gigantly as we move into fiscal '10. You may réd¢hht when oil was
spiking in the spring and the early summer of 2@@8re not seeing significant flow-through impatte talked about the delay at that point in
our ability to negotiate with factories when thémice came down. We're going to see the bendiiitiea more slowly as well. But we do
definitely see improvements in oil prices cominddrour fall and holiday seasons.

Operator: Omar Saad, Credit Suisse.

<Q — Omar Saad>: | am hoping you could talk a little bit more abdie restructuring you alluded to on the call, Maknd how it fits in



with your prior realignment you have announced witbpect to focusing more on sport categoriesodf gould help give us maybe a little bit
more color on how you're thinking about proceediritp that prospect.

<A — Mark Parker>: First of all, a lot of this work that we have seattwith the restructuring goes back to 2007, asmgeationed, with our
focus on elevating the category dimension in tlgapization, trying to make NIKE more consumer cae@, more competitive in each of
segments of our business. This work that we'reémtiddle of right now is really following the sariee of thinking.

First of all, you have to recognize that our susaa®d our potential is based primarily on our gbtth build our brand strength, innovative,
compelling products and experiences, really coningechore deeply with consumers. And the work weting to reengineer the Company is
focused on doing all those things better.

So that is really the driving force behind all tH® it is creating a more responsive, more effectnore competitive, and again a more
consumer focused organization.

So as we like to say, and it is absolutely the casenot just about cutting costs. And as wekalbbw, this is a period of time where it is not
business as usual. So it is about adapting andyotpand evolving to be a better company.

And | think personally to allow the great talent haeve here, the passion and the competitive dffitieeopeople here at NIKE to really realize
its greatest potential. So we're doing some thingéreamline the organization, flatten the orgamim and de-layer, in some cases minimize
any redundancy in positions. And really make NIKfaster, more nimble, more efficient Company ovefidiat really falls very much in line
with the work that we started in bringing more fe¢a the category dimension of the business.

<Q - Omar Saad>: So, Don, you mentioned the retooling and the sugipain, and that process could last over 18 nmrBat a lot of the
expense is going to be running through the P&Llheriext quarter. Did | understand that correctly?

<A - Don Blair>: Actually, if you think about what we're doing oretfactory basis, the impact in terms of chargemiag to be minimal.
The cost, if any, will really be in terms of howfldws through our logistics costs and margins.

At this point we're working very hard with our soimng partners to make this an orderly transitiondAve have planned this very carefully,
but one of the things that happens when you wakuiih a process like this is that there will be samcertainty involved.

But we are very confident we have done the planphogerly. And we're hopeful that we're going toalide to make this minimally impactful
with the business. But this is not going to be pffant charge issue. This is something that, dioiés happen, it would flow through margins.

<Q — Omar Saad>: Mark and Charlie, | wanted to ask you about thiecept of -this concept that we might have been in a sporiblieLthe
last 10 years. That people were so crazy aboutsspod corporations were chasing dollars aftergeito be involved in sports. And
landmark multibillion dollar stadiums were being pp. And huge athlete contracts to play profesdigports. Now you're seeing stadiums
with unsold seats. New stadiums that can't selséads, and NBA franchises that are running impaidiity issues.

Do you think -- how do you think about in this kinfinew paradigm that we're in, the role that spptays in society. And how does it impact
you from a cost and marketing perspective, and fitan a demand side? Do you see there being ancinapghe consumer level in hc
people view sports?

<A — Mark Parker>: First of all, | think we remain very bullish on tpewer of sports and its role in the economy, tterest of sports from
a consumer standpoint. Some of the assets that arel around the world of sports might be changingesetting in terms of value in some
cases. But overall the robust and interest in sportl the commercial opportunities around it, veeaar bullish about that now as we have
been, setting aside the recession that we're lith nigw.

But looking at just sports itself and its populaidind the consumer interest, and the participdéeels, we see that not is dwindling at all. If
anything, we are seeing more of an appetite fortwieére doing. We're not seeing dramatic decreiasggerage selling prices in our product.
We're not seeing any real falloff in terms of thportunities we see in front of us.

| wouldn't say there has been a dramatic shifat. lIf anything, | think the interest in sportsisong and healthy. But again, | think you
might be seeing some of the assets in and arowrtsgmoperties, event sponsorships and that $dnirgy, some of that value being reset in
these times.

<A — Charlie Denson>:l would just jump in on a couple of things. It is imteresting idea, sports bubble, that you meetiomBut | think
when you think -- you mentioned a couple of thifggendance may be down in some cases, but | thakership is actually up. | think that
is something that you have to think about a libite

You talk about traditional access to events, wiiak been a metric that most people use versuy veladit may be a new access is, which is
more like immersion. We are seeing kids onlinegfioywhere from 20 minutes to two to three hourdag immerse themselves in the new
access points to sports, whether it is throughathketes, through communities that are talking afoénd it is 24 hours a day. That has
changed incredibly.

| think the other thing that you think about todhe traditional sports, the stick and ball spugssus the new action sports, and the different
communities and environments that are being cremtgghd some of these. And some of things thatave talked about as we build our
brand in some of these new are



For us it is all about a focused effort around eawh of these sports and their communities. | tekhave talked a lot about that consumer
experience and how we continue to build the bramtrainvent the brand, connecting with these kids.

| think the bubble may not be as much a bubble.tbéafyou are in the old and not transitioninghe hew, you may feel like you are in a
bubble and it is about ready to burst. But if yoel jpart of the new, it is really almost an infinis@dscape from which to engage with the
consumer in new and energetic ways.

<Q - Omar Saad>: Thank you. Congrats on a great quarter and tengironment.
Operator: Robbie Ohmes, Merrill Lynch.

<Q — Robbie Ohmes>Actually a couple of quick questions. The firsji$t wanted to followdp on Bob's question at the beginning on Ct
You guys have broken out China futures the laspleaf quarters. | was wondering if you would dattfor us today.

Also, are there any changes in your plans for ggooevth in China this coming quarter and into ngedr?

Then my second question would be on the futureslovin When you look at the futures you guys puttoday, the sort of three-month
forward versus the six-month forward, so that wien look at the fiscal first quarter and you conpeagainst the Olympics, is there a
dramatic shift or weighting where you're down rgdlig in futures in the forward three-month period?

If you have time for a third, | would love any gkicomment on Jeanne Jackson and sort of expectejel in D-to-C, as she is heading that
up. Thanks.

<A — Pamela Catlett>:l just want to make sure we have them straight. Want China --?
<Q — Robbie Ohmes>China, just to follow-up on Bob, just the futurexiastore growth plans in China.
<A — Pamela Catlett>:Got it.

<Q - Robbie Ohmes>The second question is just the futures ordergmgikie second half of the window of the futuregpgsagainst Beijing
Olympics, is the minus 10 consistent, or is it vemsighted to that second half of the window?

And then just Jeanne Jackson taking over the D-bwiginess, any changes expected there?

<A — Charlie Denson>:This is Charlie. | was ready to go. Pam was jusiirgeeverything cleared up here. As far as retgdansion goes, v
have slowed down a little bit in China, as you

would expect, what the conditions the way they @re.still will continue to grow our retail footptim China through our partnership door
program maybe not quite at an accelerated rateasgd seen over the last 18 months. So that isenthat is.

With regard to the futures window, the actual biggember comparisons are against the first hatfiigfreporting window on the futures
piece. Because there was really a ramp up goingh fall and not necessarily all hitting in tladl futures piece -- fall holiday piece.

We did see some softness in those numbers, buawedctually seen those numbers improve as yottstarove towards the holiday
booking period next year. That is really where@téna business sits right now, which is what gimessome optimism as we look out in the
future based on our brand strength and our cordipuesuit to the Chinese consumer.

<A — Mark Parker>: | will take the question on retail and Jeanne JaickBirst of all, | just want to take the opportyrto reiterate our
commitment to making our direct-to-customer busireseal competency that we can better leveragestde a healthy and profitable
marketplace.

We're going to continue to invest prudently duringse periods, but invest in the formats that ledld the market. We will stay focused on
intensifying our commitment to this real criticaépe of our business. So that is not wavering dnérbfact, | think the recent appointment of
Jeanne to lead our overall NIKE, Inc. direct-totouser business is another big step in that diractios another big commitment that we're
making to that competency for NIKE. Across the fmdid, not just within the NIKE brand. And certaynphysical stores, as well as the e-
commerce opportunities that we have been fronsof u

| have worked with Jeanne closely on the Board.&sebeen on the NIKE Board for eight years. Attdrik very close with Jeanne, know
what she -she comes in here with a tremendous retail expegiehnd | think her leadership will, again, addraal deal to our commitment
that direct-to-retail -- or direct-to-consumer mess. So very excited about that.

Operator: Kate McShane, Citigroup.

<Q - Kate McShane>:Just very quickly, how much of the SG&A guidanceliate for the fourth quarter you gave today is eiiven by a
reduction in media rates, and how much is beingedrby just a reduction in spend?

<A — Don Blair>: | don't have this analytically. My sense would bis is really a spend issue. Two reasons | wowdlsat. Number one is
last year we were doing a tremendous amount of etiackaround the European Championships and the@its so you have got a fai



heavy calendar. We're also evolving away, as vikedsdbout in the prepared remarks, from more imadit media to more online and digital.
We still are on air to some degree, but that isasdbig a driver as you might think.

<Q - Kate McShane>:l know this is has been asked before in many cenfar calls over the years, but | was wonderingif gould talk
about futures, and if they're becoming even lelevamt as a way of assessing topline growth -eplie future growth in the context of the
environment?

| think one of your competitors recently said ttiedy are not reporting backlog numbers any longeabse of the amount of at-once that they
are seeing. Can you comment on that?

<A — Mark Parker>: | would say first of all that futures are an imgort part of our business model, so that is somgtthiat is going to
continue. | think they have always been directiondicators. | don't think you can be literal abfuttires growth. We certainly have a large
part of our business that is not on futures. Bhirk that they are still a useful directional ioalior, but

you have to take them in the context of the broddesiness. And that is why we give you some pregdiyd indication of where we think tl
trends are going. That is why we continue to refiwin.

Operator: Jim Duffy, Thomas Weisel.

<Q - Jim Duffy>: A couple of questions. One on SG&A and anothereaxsiging. Don, regarding the restructuring, you oftdk about the
many levers that you have. | am trying to get fi@eyour strategic approach to SG&A. You mentidran objective from the restructuring to
keep SG&A flat. How did you pick flat? Is that dleetion of gross margin expectations and certg@ierating margin targets or return on
invested capital objectives? Some color there woslthelpful.

<A - Don Blair>: When we started down the road of looking at whezemanted to position the Company for the future asteially started
with directional indications financially. But ouraim thrust was how do we position the Company tasvgn the long term? How do we be
faster to market? How do we drive innovation? Hawneé eliminate layers?

So while we put a set of financial guard rails athe process, our main focus was making surestbatere in the right place for the long
haul. Because we're very confident in our long-tbrsiness prospects, and this was an opportunitysieo put the infrastructure in place to
get there.

What | would tell you is the process was bottom\Me're designing the organization we think posgias for the future. And as Mark said,
our guidance here is around flat. We're going tevbdat we think is the right thing for the businebBle key is making sure we're deploying
resources against the highest potential opporasidnd that is what we're doing.

<Q - Jim Duffy>: Then can you provide an update on your hedge positj? What are the other income expectationsdaridhrth quarter?
How far out are you hedged? And are there any diesaim the FX movements where you're feeling palkiidy exposed?

<A - Don Blair>: One of the things that | expect the pattern forftheth quarter is going to be the same as whatawe seen for the last
couple quarters. Which is the nature of our hedggnam when you have a strengthening dollar sitnative're going to see weaker
translation of international profits. We're goimmgdet an offset back in the other income and expéns. Whenever you have that sort of
pattern on the currencies, you are going to seer aticome and expense perform as it did in thel thirarter.

Our hedge positions are actually out into fisc@l We have some positions out into fiscal '11, koow, that were put on some time ago. Itis
obviously a very complex portfolio of hedges. Bsty@u can see from results in the third quartewelsas the year-to-date, it has been very
effective for us.

Operator: Chris Svezia, Susquehanna Financial Group.

<Q — Chris Svezia>:l guess a first question here is just on the fistudest to be clear, | think you had mentionedribatwear piece of the
futures was stronger than the Apparel. Secondlybagou can just talk a little bit about ASP treimd¢he overall orderbook globally.

<A — Don Blair>: Actually, | don't have that one just to hand. Swojlist going to look that one up here, but gengra#é have seen improvir
ASPs.

<Q - Chris Svezia>ls it fair to say that generally speaking your A8Bstinue to see some level of improvement in titkedook?
<A — Don Blair>: I'm sorry. Say again?

<Q - Chris Svezia>:Are you saying that you continue to see some le/&ISP improvement in the overall orderbook, a aanhg trend of
what you had been seeing in the past?

<A — Don Blair>: What we have been seeing over last couple of qsag¢he impact of some price increases that wk twer the last year
or so. So those have had a beneficial impact onsABR are now starting to anniversary that, so axelseen increases going forward. | tl
we're going to see more stability in the ASPs.

<Q - Chris Svezia>:That's helpful. Then | guess maybe if you can falst about on the US futures position; it is deidignsequentially. |
guess | was kind of curious. Is that just becadisetailers maybe just working down inventory les;ddeing more cautious as they w



through January and closed out their fiscal year?

Because it seems like we are seeing -- at leastrgvgeeing very significant growth in your Footneasiness in the US, as we have gone
through February. | was just wondering if maybe gould just talk about your thoughts as we go tgtothe quarter in terms of what might
unfold on the Footwear piece of your business iUls, relative to what you're seeing in the fut@res

<A — Charlie Denson>:This is Charlie. Right now most of the retailerssd their fiscal year ends out either calendar gedanuary. And so
some of that softness that you mentioned is carrdigink at retail our sell-throughs continue ®\ery strong. And we felt great about our
performance in February. And right now I'm certginbt going to sit in the position where I'm goigstart predicting the future in these
conditions.

So with that, we're very -- we feel very good abourt brand strength. We do seem to always be soatexfla safe haven in turbulent times.
And that seems to be playing out in the early pafrtsalendar year '09.

<Q — Chris Svezia>:That's helpful. Then last question, real quicktyisljust when you look to US and European markaig,have a very
fluid operating structure in terms of bringing puatito market. And then if necessary moving produnt moving inventory through your
outlet business.

As you look to China, | am just kind of curiousyghn what is going on there and kind of trying tov@and flow inventory, can you just talk
about the opportunities to maybe improve how y@iagerating and moving product in China? | beligme are opening up a new facility
sometime in the next year or so to improve fulféimh. So it looks like there's an opportunity. Seals wondering if you could just talk a little
bit about that.

<A - Charlie Denson>:As that business matures and goes into its nexaegpbgrowth, we have announced a new distribut@rter which
will, to your point, aid us in managing the busimesd the fulfilling demand at the appropriate lewe timely fashion.

And we are also building an outlet program, a facttore outlet program in China as well. | think are -- we have some stores in place
today. I'm not prepared to go into the specific rhers. We also have some partners with stores. Angede building that circulatory system
that has given us the ability to manage the brandature markets like the United States and We&arope. And putting ourselves in the
same position in that marketplace we call Chinagctvs still going to be one of the fastest-growmgrkets for us over the next -- certainly
the next couple of years.

<A — Pamela Catlett>:We have time for one more question.

Operator: Michelle Tan, Goldman Sachs.

<Q - Michelle Tan>: First on the SG&A side, just to clarify, the goélfflat applies to fiscal 20107
<A — Don Blair>: That's right.

<Q - Michelle Tan>: Then can you elaborate little bit on some of thpastunities, the bigger buckets that the environnienreating that
you're looking to reinvest some of those savingstds, in just big picture

<A - Charlie Denson>:We still believe that there are tremendous oppdrasfor us in a lot of our International markeétge're obviously
going to be mindful of the environment that is thdyut building our brands and our businessesaoegsl like China, that is a long-term play.
That is a place where we are going to continuestadgressive.

We talked about developing our action sports bssin€harlie talked about success we've had séviathink there's a lot of additional
opportunity there.

We have really consistently talked about how weédbnnore compelling marketplaces, an integratednsi®eof owned retail and partner retail.
We're going to continue to invest in places likatth

So the investment portfolio is a lot of the areashave been talking to you about for the last a@oplthe years. As Mark said, this is an
opportunity for us to accelerate execution of drategies, not to reinvent them.

But we are being very mindful of the current enmimeent and making sure that we bring the resourtesemve think they can do the most
good in today's world.

<A — Mark Parker>: | will just add, we are looking at being yet motggical in terms of product/categobased opportunities as well, anc
we like to stay, staying on the offense. So weing/ keenly aware of where some of the upside oppiits from a product and category
standpoint are in the key geographies around thiédwo

So we're going to be taking advantage of those ppities with some demand creation spend agaiastihm the year ahead as well. So we're
not saving our way to prosperity here. We're gaoge investing where we think, as Don said, therneis the greatest.

<Q - Michelle Tan>: Understood. That is very helpful. Then on the groasgin side, any sense of the magnitude of impfstarkdowns
versus currency? And then does currency impaadntientory number on the balance she



<A - Don Blair>: I'm sorry, Michelle, do you mind rephrasing thaedar me?

<Q - Michelle Tan>: Yes, sorry, so the first question is on the groasgin expectation. Magnitude of the hit from cuognersus
markdowns, is one bigger than the other in thetfoquarter?

<A — Don Blair>: | think both of those will be key drivers of the rgim. | can't tell you what the exact proportionkst certainly from a
currency standpoint, the hedging program we hasgekan very, very helpful for us over the lastéhwe four quarters. We're going to see a
little more flow-through in the fourth quarter dfat dollar strength.

And, yes, it does affect the value of the inventmmthe balance sheet, both in terms of when yquitbit turns into, for example, more pes
And then when you translate it back into dollaeré&s another piece of delta. That is why inventasywe say to you, when we look at it on a
unit basis and we look at it country by country aategory by category, we feel very good about wloer inventory is right now.

<Q - Michelle Tan>: Great. Thanks for the help, and good luck.

<A — Pamela Catlett>:Thank you. Thanks everyone for listening. And wé speak with you soon.

Operator: Thank you. Ladies and gentlemen, thiglcoles today's teleconference. You may disconraat fnes at this time. Thank you for
your participation







