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Jeanne Jackson – President, Product & Merchandising 
 
Good morning. I'm Jeanne Jackson.  I am President of Product and Merchandising here at Nike.  
And it’s nice to see all of you again.  Welcome to Nike and welcome to the center of sports 
passion in one of those months where the entire world is paying attention to sport.  I mean you’ve 
got to love October.  Sunday, the NFL gave us some nail biters.  I'm just glad I had a recovery 
day after my Steelers almost gave me a heart attack on Monday night. 
 
But we are we’re getting a chance right now in this, in this wonderful sport month to watch those 
new rookies in global football and in the NBA show their stuff and for us to get a peek into the 
future of those sports.  And of course the, the Mets are playing the Dodgers in a must-win game 
five tomorrow night, and those Cubs.  Everybody is now a Cubs fan.  So sport is got the attention 
of the world and this is a great time to have you here to join that passion with us. 
 
Both Mark and Trevor talked earlier this morning about how we serve the athlete and the 
consumer, and how Product is at the core of those relationships.  They restated how we have a 
commitment to innovate and to keep our promise to those athletes and those consumers.  I now 
get the privilege of being able to dive just a little bit deeper into how we obsess that product and 
to ensure that relationship grows, and that we line up to that commitment that we’ve made. 
 

 
 
The creation of brilliant products that are borne of innovation, shaped with a passion for craft, and 
always keeping the athlete at the center of our work, well that’s what we are, that’s who we are.  
I'm going to spend some time on our innovation, our creativity, and how that innovation and 
creativity is the driving force behind our business. 
 
So the last time we met, a couple years ago, we used the example of taking the simple but 
profound insight that’s behind our technology Free, and showed how we built that insight into over 
a one billion dollar franchise that is alone bigger than 7 of the top 10 footwear brands.  We’re 
going to spend a little bit more time today on how we do that, with yet another of our growth 
platforms.  We will also introduce you to the idea of a performance system that will further create 
separation from us and all the other competition. 
 



 

 

And we’ll talk a little bit about how we plan to bring our innovations to the market in a more 
directive and productive way, across all channels and price points.  So you all know the numbers 
that are associated with the size of our business.  We are the world’s largest footwear business at 
$18.3 billion dollars.  We are the world’s largest athletic apparel brand at $8.6 billion dollars.  We 
have the leading share in the sports that dominate the global landscape. 
 
Our global basketball business at $3.7 billion dollars holds the number one market share in both 
footwear and apparel.  Our $4.9 billion dollar running business and our $2.2 billion dollar global 
football business hold a substantial lead over competitors in footwear, and we are gaining 
dramatically in apparel.  And at almost $5.7 billion, our women’s business is already the largest 
women’s athletic brand in the world. 
 
However, sustained profitable growth isn’t guaranteed by being the biggest, and you know that.  
It’s sustained by being the best.  Now you will hear every one of us today talk about the voice of 
the athlete.  Here is the voice of some of our greatest athletes talking about how they feel about 
the products that we create for them.  You know, LeBron James, I love this one from LeBron, 
“they make me better by just pushing the envelope.” 
 

 
 
So two years ago, we talked a lot about innovation, how we incorporate innovation into everything 
we do, how we work to ignite innovation into every category.  We gave you some examples that 
demonstrate how innovation at Nike isn’t just about new for the sake of new, but that innovation 
at Nike is always grounded in a passion for making athletes better.  And we talked about how 
innovation at Nike is a very real business strategy that drives growth and margin. 
 
Ultimately, we invest in innovation, and we have always invested in innovation, because 
innovation is our engine for growth.  So, everything starts with an athlete insight.  You know, it’s a 
popular misconception sometimes that we invest in athlete sponsorships for the sake of brand-
building.  And while that’s certainly important, the real advantage it gives us is the access to these 
athletes, to have them sit in a session like this and share what it is that hinders their peak 
performance. 
 

 
 



 

 

You know - tell us what problems we can solve for you.  That is a conversation that fuels our 
innovation.  No one studies the body in motion more than Nike Sports Research Laboratory.  We 
have 60 researchers, some the most respected in the fields of biomechanics and physiology.  We 
have some of the deepest reserves of human performance data. And we have a team of 700 plus 
designers who can turn that knowledge into products that fuel innovation. 
 

 
 
Now, 700 designers might sound big, but the category offense allows us to have a good number 
of those designers operating in small, flexible teams to create new business opportunities.  You 
know, Trevor talked about our ability to identify and exploit segments of the business, that’s what 
these teams are empowered to do.  Just in the time since we last met, these category teams 
have seen opportunities in areas like small-sided football and men’s training that have led to new 
opportunities in almost every area of the business. 
 

 
 
Let’s talk about small-sided.  You know, in markets like Mexico, Brazil, and Spain, small-sided 
football is a big deal.  And we’ve built a successful non-cleated business over many years.  But 
the team realized that to fully realize the opportunity in this market and to accelerate our growth in 
this business, they felt we should make better use of our strongest assets; which were the cleated 
Silos that we were creating for global football. The results have been incredible, with our 
statement level futures in small-sided football growing by over 101%.   
 



 

 

 
 
In men’s and women’s training, we introduced the Metcon to meet the needs of athletes who are 
pursuing fitness through this high intensity training.  These athletes told us that they needed 
footwear that would allow them to be stable as they run, cut, jump and as they lift at high 
intensity. 
 
Since the launch, the Metcon has become a cult phenomenon in gyms around the world.  In 
Spring ‘16, we will evolve the Metcon, incorporating insights from athletes who told us they need 
additional protection from the rope climb and a product that will enable them to perform wall push-
ups.  When you get to the product rooms, if you haven’t already, you’ll see the new Metcon and 
see what we mean. 
 
Now we all love to geek out on the science, you know that.  But one of the clear distinctions we 
have here at Nike is our equal dedication to the art, to the aesthetic of what we create.  That 700 
plus design team is inspired by all the beauty the world has to offer, by the beautiful lines in a 
chair, the subtle mixture of color tones in a sunset, or the smooth lines of an Italian sports car. 
 

 
 
You know, nature gives us some of our greatest design inspiration. In an example that Mark 
Parker, our Designer in Chief, shared with some of our footwear designers, he was inspired by 
the iridescence of beetles, and yes, that’s the bug kind of beetles.  It was a display he created 
with a friend and shared it with some of our designers.  That translated into a search for iridescent 
materials, and if you saw nike.com this morning, you saw the iridescent Air Force One show up 
on nike.com.  I assure you, it is going to be a hit. 
 
And when you go to the football room, if you haven’t already, you’ll see the iridescence show up 
in a lot of our football boots.  In this football example that’s just about to come up, I know you’re 
going to see the texture and the beauty of the color collision showing up in the eye of the snake, 
and in the boot.  We translate what we hear from the athlete and what we see in the world around 
us into products that are both useful and beautiful, products that are both craved and coveted. 
 



 

 

 
 
So, a big part of our culture is the relentless pursuit of that which actually can never be achieved, 
which is perfection.  And that same curiosity we just talked that inspires creativity also admires 
the work of others, where a great partnership can augment our good work and we can deliver 
even better results for our athletes and our consumers.  You heard both Mark and Trevor talk 
about the importance of partnerships, and Eric will hit this as well this afternoon. 
 
I am really excited that I get to announce a new partnership that we have formed with 
DreamWorks and their newly formulated technology company, NOVA.  Using the NOVA 
visualization platform, we are building a 3-Dimensional digital design system that will transform 
our product creation process.  This partnership will deliver new capabilities for our designers.  It 
will create digital print applications in seconds, photo-real 3-Dimensional visualizations and ultra-
rapid prototyping. 
 

 
 
Having premium, on-demand 3-Dimensional imagery will further unleash our team’s ability to 
obsess their craft, to fuel their imagination and deliver performance innovation for our athletes.   
 
DreamWorks and NOVA are innovators in their industry, just as we are in ours.  So just consider 
it.  DreamWorks designs for the animated body in motion while we design for the human body in 
motion.  That creates a successful recipe for transforming the way we design and bring 
innovation to our athletes.  DreamWorks is the kind of partnership you’d only see from Nike.  This 
is how we lead.   
 
Part of our core competency at Nike is our ability to innovate, but sometimes we clearly do better 
than anyone else to scale that innovation.  Mark alluded to this in his introduction and you’ve 
seen us do this with technology platforms that transform the marketplace before, like Air, Free, 
Lunar and Dri-Fit. 
 
But as Mark said, the technology platform that, to date, has most dramatically transformed the 
way we approach product design and the business is Flyknit.  So I'm going to take you a little 
deeper on our Flyknit journey.   
 



 

 

In the last two years, you’ve seen us bring to life new Flyknit products that have fundamentally 
already transformed performance footwear, and we’ve just begun. 
 

 
 
At the 2012 Olympics, we brought the world of sport and our consumers a brand new proprietary 
technology called Flyknit, a new method of making a shoe upper that is impossibly light and 
incredibly strong.   
 
By Spring of 2013, we were able, with this new technology, to make and bring to market 330,000 
pair of Flyknit shoes.  When we saw you in Fall of ‘13, we had 6 Flyknit models in the line: Lunar 
1 Racer, still one of our most popular shoes, Trainer, Free, Hyperfeel, and Chukka.  And we had 
gone from that initial run, that very first 60,000 pair in Fall of ‘12 to 1.1 million pairs in one short 
year.   
 
During that year, we learned a lot.  We learned that consumers loved the lockdown feel of the 
shoe.  They felt the knit, with our embedded construction, and they felt it hold their foot in place, 
while being unbelievably light. 
 
Something we’ve known since the birth of Nike is that weight is the enemy of speed.  So light is a 
really, really good thing.  This was the first time we could offer our consumer the performance 
lockdown that they sought, with a lightness that would ensure speed at the same time.  In Fall of 
‘14, just two years after introducing Flyknit to the world at the Olympics, we added another 
brilliant chapter to the Flyknit story. 
 
The introduction of the Flyknit Magista forever changed the way athletes think about their football 
boots, and was the innovation spark that sent Nike into the number one position in global football, 
even in Germany, an advantage that we have sustained, now leading in all of Western Europe by 
a wide margin in market share. 
 

 
 
 
Our share of the pinnacle statement boots, the best of the best boots, worn by the best of the 
best football athletes is 70%, a clear and significant separation from the rest of the marketplace.  



 

 

Spring ‘15, we brought Flyknit to the modern comfort of our sportswear business, where the 
lockdown was less of a benefit, but the lightweight, sophisticated aesthetic was an immediate hit 
with the sportswear consumer. 
 
We created even further distance with this application between us and all those other brands out 
there.  This Fall, just three years after introducing this revolutionary concept of knitting yarns 
together for the upper of a shoe, we have 28 models of Flyknit shoes in our product offer.  It took 
us 10 years to build Free into a billion dollar franchise.  For Flyknit, it’s just been 4 years. 
 
One of the things that is best about a new technology is when you can help the world’s best 
athletes perform at their very best.  So whether it’s Ronaldo scoring his 500th goal, a feat only 24 
footballers have every achieved, or whether it’s Kobe who’s any minute now going to 
demonstrate his incredibly quick speed, Flyknit is helping the world’s very best athletes perform at 
their very best. 
 
We have often talked about how sports moments are those times when our very best work shows 
up.  An unforgettable one for us was the winning goal scored in the 2014 World Cup by Mario 
Götze, and you guessed it, in Flyknit, the Flyknit Magista.   
 

 
 
So what does the future hold for Flyknit?  We already hold 500 global patents related to our 
Flyknit technology. And are working with programmers and yarn suppliers as only the market 
leader can, figuring out how to bring new technology to create even greater levels of 
performance.  
 
Now we’ve talked about how the brilliance of Flyknit is not just the technological superiority, but 
the aesthetic beauty of the knit.  And in a company where we are intent on staying small and 
nimble, while using every advantage our size gives us, nowhere is this more evident than Flyknit. 
 
We have small pods of designers, Portland, Asia, London, where we have access to the finest 
knit design schools in the world.  Each of these pods is devoted to bringing brilliant new knit 
design to a particular category, for a particular consumer.   
 
The lightweight comfort of Flyknit lends itself beautifully to our sportswear business, where we 
have re-mastered the platforms in our shoes to bring flexibility and lightweight comfort to our most 
iconic silhouettes. 
 
Now, we can geek out on product like nobody else, as you’ve seen for the last few minutes, but 
something we also geek out on is the financial impact something like Flyknit has on our business.  
As I said earlier, we expect Flyknit to be over a one billion dollar franchise in 2016, a premium 
business that lifts the premium nature and the financial impact of premium products on every 
category in our business. 
 
So as you know, premium products with a broad consumer appeal have an integral part of the 
revenue, average selling price, margin equation in lifting all three of those elements in our 



 

 

financials.  Roshe, as an example, which is our single most popular model, retails in its normal 
construction for $75.  But in the premium Flyknit edition that you see here, it sells for $120 and is 
our fastest-selling edition of Roshe. 
 

 
 
So Flyknit is the perfect example of how we shape our tools and how our tools shape us.  Flyknit 
has transformed the business, much like Air, Free, Lunar and Dri-Fit have before.   
 
So we’ve talked a lot about footwear and we have a lot going on in footwear, you know whether 
it’s revolutionizing the upper construction in Flyknit, or bringing platform innovation to every 
athlete in every category. 
 
Last time we met, I had the opportunity to share with you how we obsessed the University of 
Oregon football uniform, which set us up to change the performance proposition for the NFL.  You 
know, as a long time apparel person, I’m very proud of the work that we’ve done in developing 
truly innovative, leading apparel propositions across our categories.  One thing we’ve learned 
from our relationship with the world’s best athletes is that their entire system of dressing really 
matters. 
 

 
 
No single item makes their performance the best it can be, it’s how those individual pieces work 
together.  And we call that the system of performance. 
 
So as you know, we will bring, and I think if you’ve had a chance to go over to the product room, 
or when you do get a chance to go over to the product room, you’ll see what we mean by the 
system in almost every single sport that we touch.  But let’s take one example, let’s take training.  
So as you know, the sport of training has really brought appeal globally.  Young consumers 
everywhere are working to be their very best versions of themselves, whether it’s for the sport 
they play, or whether it’s for a great Instagram image. 
 
But we’ve studied the training consumer in depth, and as only Nike can, are bringing the best 
possible system to that training consumer.  So we’ve studied the 6 basic moves that occur in high 
intensity training.  We know we need to solve for the enemies of a brilliant workout.  We need our 



 

 

products to be as light as possible.  We need them to prevent fatigue so the consumer can train 
longer.  We need them to provide mobility so they can move. 
 

 
 
So we are introducing some new tights in both men’s and women’s that are the result of 
extensive tests in our Sports Research Laboratory.  We have knit in control elements exactly 
where the consumer needs them to reduce muscle vibration, which is the enemy of a long 
workout because we know excessive muscle vibration brings on fatigue.  You’ve seen athletes 
with the tape on their thighs or their calves or wherever. The physical therapists call it 
proprioception.  We call them Run Forever Tights and Train Forever Tights.  
 
We also know that a woman feels the most important part of her training system is her bra.  We 
know she wants it to be lightweight, but she wants the feeling of lockdown.  Now we at Nike know 
something about creating a lockdown feel, having introduced Flywire to the world at the Beijing 
Olympics.  Now we have added support and removed distractions to create the bra for our 
training and running consumer so she can have the workout that makes her feel great. 
 
The other enemy of a good run or a workout is temperature.  Now we are introducing this season 
a proprietary technology we call Aeroreact, and you’ll see that over in the product room.  This is 
where the fibers actually expand and contract as your body needs cooling or warming.  And with 
Hypercool, our go to base layer, we’ve discovered that putting a reflective treatment on the 
shoulders and ventilation in all the right places creates the best possible base layer, reflecting 
heat where you need it and allowing air in where you need it. 
 

 
 
 
And while each of these products is impressive in its own right, when you put them together, 
especially when you pair them with the amazing training footwear like our highly sought after 
Metcon, you get a system of performance that only we, Nike, have the technological capability 
and innovation capacity to bring to market.  Now we’re taking this idea of the performance system 
one step further, to what we call Athlete 365. 
 
 



 

 

You know by now that no one studies athletes like we do, and we’ve learned that they want more 
from us.  They want us to be part of their life and their regimen all throughout their day, their 
month, their year.  In season, they want us to develop for them the right system, head to toe, for 
before, during, and after practice, during warm-up and pre-game, during the  game , not just while 
they’re on the court, field, or pitch, but time on the bench during recovery, and of course post-
game. 
 

 
 
Plus, we know they care very deeply about what do they wear to and from the field, court, or 
pitch, so they want the world to know they love their sport.  All right, well you’ve heard me talk a 
lot about innovation and how it enables people to be better.  That is of course core to everything 
we do.  But the product we make also plays a critical role in inspiring our consumer.  How do we 
feed the consumer’s passion for sport? 
 
How do we keep them coming back?  How does the product make them feel?  Over the last few 
years, we’ve created a stronger and stronger bond with our consumer by editing our product offer 
and creating a point of view, balancing what they expect to find with what they count on us for, 
and then at the same time giving them something unexpected that entices and excites them.  We 
are getting better and better every day at making sure the consumer is seeing the right product in 
the right place, at the right time, at the right price. 

 
We began this journey of a more directed approach to merchandising a few years ago, first with 
our own stores, then applying what we had learned in our own stores to controlled spaces at 
wholesale.  These controlled spaces are almost twice as productive as the rest of the 
marketplace.  Elliott and others have shared with you over the last few years some very effective 
executions of this directive approach, where we’ve dramatically edited our product offer to focus 
on what the consumer should find in each consumer touch point. 

 

 
 
 
 
 
 



 

 

China is one of our greatest examples. Christiana and Elliot are going to walk you through more 
detail on how being more directive at the door level has really propelled the consumer reception 
and corresponding productivity as we reset that very important market.  Our future plan is to do 
this on a more comprehensive basis.  Let's look at an example of the Stratford Westfield Mall to 
bring this to life for you. 
 
Today, there are 14 points of distribution that carry Nike in this mall, including one of our own 
stores.  We the Nike brand do 27 million dollars across all of those points of distribution in that 
mall.  It’s a great mall.  If you’ve ever been there, there are lots of Nike consumers there, 
sportswear consumers, basketball consumers.  It is a great spot for the Nike brand. 
 
But for many of the stores, there is some duplication.  There are products that are the same from 
account to account.  And in some cases, the editing that the buyers have done may have resulted 
in an uninspiring presentation for our consumer, their consumer.  So if we apply the directed 
approach to every consumer touch point in this mall, and they only get half the productivity lift we 
have already experienced in China and other directed spaces, this mall alone would add 5 million 
dollars for Nike. 
 
Across the entire mall’s base fleet, that opportunity is a one billion dollar opportunity in being 
more directive.  So that’s about the right product at the right place at the right time.  What about 
the right price?  An important part of the consumer formula is pricing.  Our merchandising teams 
are responsible for pricing, both recommended global price and execution in territory, taking into 
account things like currency, inflation, commodity and duty fluctuations. 
 
We have dramatically improved our capabilities in this zone, adding economists, tools, teams in 
the geographies dedicated to ensuring we hit that right balance in what the consumer expects to 
pay, with ensuring that we, Nike, get paid for our investments in innovation, our creativity, and our 
brand strength.  So in our time together this morning, we’ve hopefully gained some greater insight 
into how we create and innovate, how we merchandise and price, all of which give us a pipeline 
of unbeatable product consumer connections. 
 

 
 
We have the advantage of having sport’s biggest moments, the world’s stage, to showcase our 
work, to drive global energy for our brand and for our business.  Only Nike is there with the 
athlete and the consumer at all of the major sport moments, all those times when the world is 
watching, when the world cares, and when they care deeply.  These moments keep getting 
bigger, the world keeps getting smaller, and this coming year gives us lots of opportunity to 
showcase the products that we’ve created to inspire our consumers with the innovation, the 
impact on performance, and the beauty that creates desire. 
 



 

 

 
 
We have Super Bowl 50 in San Francisco.  What an amazing opportunity to deliver for the athlete 
on the field, to create visibility for the key items on the sidelines, and to inspire fans to connect 
with their teams through product.  NBA All Star Weekend in Toronto. All Star Weekend is one of 
those great moments where we are building the experience around the fan.  This is when the 
Nike Basketball and Jordan Brand both really shine, through the energy around our footwear and 
our athletes and our connection to consumers who love the game. 
 
March Madness, when the entire world watches intense rivalries and unbelievable performances.  
Then Euro Champs ‘16 and Copa, two major football moments where rivalries are at their 
highest.  And everybody’s already excited about the teams that are already in.  We have some 
amazing new apparel innovations in the National Team Kits.  And of course we always bring out 
our best boot  innovations when the world’s greatest are playing for national pride. 
 
Oh and then there’s this little thing called the Rio Olympics.  The Olympics give us the opportunity 
to deliver our very best.  This is when we bring to life the platforms that can drive the company for 
years to come.  This is when we get the opportunity to innovate for the athlete across many 
sports.  We get to inspire the consumer.  We get to accelerate the business through our product.  
Remember the story a few minutes ago about the introduction of Flyknit in the 2012 Olympics?  
Look forward to Rio. 
 

 
 
It’s going to be a great year. It’ll be a great next few years.  Our innovation pipeline is full.  Our 
aesthetic design acumen is sharp.  We’re exploiting the balance of knowing when to take 
advantage of our bigness and when to be small.  We’re creating scale around our innovations to 
drive future growth.  We are partnering with world class talents that will make us better.  We’re 
creating integrated systems of performance that we will celebrate on the biggest stages in sport.  
And we are bring direction and science to what the consumer sees and where they see it.  So I 
want to thank all of you for your time and I want to introduce you to Jayme Martin. 

  



 

 

Presenters during this meeting made forward-looking statements based on current expectations 
and those statements are subject to certain risks and uncertainties that could cause actual results 
to differ materially. These risks and uncertainties are detailed in the reports filed with the SEC, 
including forms 8-K, 10-K, and 10-Q. 
 
Presentations may discuss non-GAAP financial measures, including references to certain 
components of NIKE Brand revenues, which are expressed in wholesale equivalents.  NIKE 
Brand wholesale equivalent revenues consist of (1) sales to external wholesale customers and 
(2) internal sales from our wholesale operations to our Direct to Consumer operations, which are 
charged at prices that are comparable to prices charged to external wholesale customers. 
References to NIKE Brand wholesale equivalent revenues are only intended to provide context as 
to the total size of our NIKE Brand market footprint if we had no Direct to Consumer operations 
and should not be relied upon as a financial measure of actual results. Participants may also 
make references to other non-public financial and statistical information and non-GAAP financial 
measures. Discussion of non-public financial and statistical information and presentations of 
comparable GAAP measures and quantitative reconciliations can be found at Nike’s website, 
http://investors.nike.com. 
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