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PRESENTATION 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.:  Thank you. Will the 

meeting please come to order. First of all, good morning, everyone. I am Mark Parker, Chairman of the 

Board of Directors and President and CEO of NIKE. Welcome to NIKE's 39th Annual Shareholder 

Meeting. I'd like to introduce you to the Board of Directors. So, first of all, we have our lead independent 

director, Tim Cook, the CEO of Apple. Next to Tim is John Rogers, our newest board member, and John 

is the CEO of Ariel Investments. Next to John is Michelle Peluso, the Chief Marketing Officer at IBM. Next 

to her is John Donahoe, CEO of ServiceNow, and next to John is Beth Comstock, the former Vice Chair 

of GE. 

 

In the second row, we have Cathy Benko, a former Vice Chair and Managing Principal of Deloitte. We 

have next to Cathy, Peter Henry, Dean Emeritus of NYU's Stern School of Business, and next to Peter is 

Travis Knight, President and CEO of LAIKA. Then next to Travis, is John Connors, a partner at Ignition 

Partners and former CFO at Microsoft. Then finally, next to John, is Alan Graf, CFO at FedEx. 

 

John Thompson, Jr., we call coach, is unable to attend the meeting as he is a bit under the weather. So, 

we do hope coach feels better soon. I should also note that John, Dr. John Lechleiter is not present 

because he retired today after a decade of service on the board. I'd like to thank him for his valuable 

insights and his tenure on the board at NIKE. He will be greatly missed. We also have with us our outside 

auditor, Kelly Keller from PricewaterhouseCoopers. PWC has been NIKE's outside independent 

accounting firm for many years. We also have Lisa Porter of Computershare. She's here and she will 

serve as the Inspector of Elections. Before we get started, I'd like to ask our Corporate Secretary, Ann 

Miller, to remind you of the ground rules of the meeting. 

 

Ann Miller, NIKE, Inc., Corporate Secretary: Thank you, Mark. Good morning, everyone. First, the use 

of cell phones, computers or audio or video recording equipment is prohibited at all times during the 

meeting. A transcript of the meeting will be available on our website shortly following the conclusion of the 



meeting. Second, unless you have been recognized by the chairmen, we ask that you remain seated and 

quiet during the course of the meeting. Third, management welcomes and will answer as many questions 

as time permits. As a matter of procedure, questions should be submitted on a question card, which you 

should have received when you registered to attend the meeting this morning. Those question cards 

should have been collected as you entered the meeting. If your card has not been collected or if you have 

not received a question card and would like to submit a question now, please raise your hand and an 

usher will assist you. 

Let's see an usher.  

 

Where one or more questions is submitted about a particular matter, we'll consolidate those questions 

and answer them together. A failure to observe these rules is a basis for removal from the meeting. We 

appreciate your cooperation. Finally, please raise your hand now if you would like a ballot. It is not 

necessary to ask for a ballot if you have already sent in your proxy. If you've previously sent in a proxy, 

please do not execute a separate ballot unless you mark your ballot to show that a proxy was previously 

submitted and that you desire to revoke it now. There are separate ballots for Class A and Class B 

shareholders. The ushers will collect any ballots and question cards after all voting matters have been 

presented. Thank you, Mark. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Thank you, Ann. All right, 

let's get onto business. The agenda for the meeting will be first, to consider three matters to be voted on 

by shareholders. Second, to hear a report on the state of the business, and finally our Chief Financial 

Officer, Andy Campion and I, will answer questions from the shareholders. The results of the balloting will 

be announced shortly after voting. I've been advised by our Corporate Secretary that the notices of this 

meeting were duly and properly given, being mailed in accordance with the bylaws on August 8th, 2019, 

and that a quorum of both Class A and Class B common stock are present today. Since a quorum is 

present, I declare this annual meeting of the shareholders of NIKE, Inc. duly convened. 

 

We will dispense with the reading of the minutes of the last annual meeting and proceed to the matters to 

be voted on. There are three matters to be voted on at this annual meeting, each of which is described in 

your proxy statement. One, the election of the directors; two, an advisory vote to approve executive 

compensation; and three, ratification of the appointment of PricewaterhouseCoopers as NIKE's 

independent public accounting firm for the current fiscal year. Ann, I'd like to ask you to present to the 

Board of Directors' recommendations to the shareholders at this time. 

 

Ann Miller, NIKE, Inc., Corporate Secretary: Thank you, Mark. The first matter we will vote on is the 

election of directors. The Board's nominees for election by the Class A shares are: Cathy Benko, Beth 



Comstock, John Connors, Tim Cook, John Donahoe, Travis Knight, Mark Parker, John Rogers, Jr. and 

John Thompson, Jr. The Board's nominees for election by the Class B shares are: Alan Graft, Jr., Peter 

Henry and Michelle Peluso. 

 

I move that these nominees be elected to the Board of Directors. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Is there a second? 

 

Unidentified Speaker:  Second. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: We have a second. In 

accordance with the company's bylaws and corporate governance guidelines, the Board has reviewed 

and considered all other nominations received by the company. Therefore, I declare the nominations 

closed. 

 

Ann Miller, NIKE, Inc., Corporate Secretary: The second matter to be voted on is an advisory vote on 

executive compensation. I move that the compensation of the named executive officers, as described in 

the proxy statement be approved. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Is there a second? 

 

Unidentified Speaker:  Second. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: We have a second. 

 

Ann Miller, NIKE, Inc., Corporate Secretary: The final matter to be voted on is shareholder ratification of 

the appointment of PricewaterhouseCoopers as the company's independent registered public accounting 

firm for fiscal 2020. I move that the selection of PricewaterhouseCoopers be ratified. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Is there a second? 

 

Unidentified Speaker:  Second. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Okay, we have a second. 

The ushers will now come around to collect any ballots or question cards. I now declare the polls closed. 

The Inspector of Elections will now tally all votes on the measures and return the results to the Secretary. 



Thank you, Ann.  

 

While the votes are tallied, I'd like to share and review our performance in fiscal year 2019. As you know, 

at the heart of NIKE is a mission unlike any other and that is to bring inspiration and innovation to every 

athlete in the world. As Bill Bowerman said, "If you have a body, you're an athlete". This is what drives us 

to support the dreams of everyday athletes, the billions who dedicate themselves to chasing goals and 

challenging barriers. At the same time, our mission gives us the platform to support the world's greatest 

athletes, the ones who make history in the biggest moments. This year, Megan Rapinoe, Alex Morgan 

and the U.S. women's national team electrified the world, inspiring us all at NIKE and millions more 

women, men, girls and boys. 

 

Giannis capped his improbable rise with his first MVP title. He showed us that no matter where our stories 

begin, no dreams are out of reach. Then Tiger Woods battled his way back to a 5th Master's title, 22 

years after transforming the sport with his first. They reminded us that the brilliance has no boundaries, 

that our voices can ignite generations and that our greatest victories are shared. 

 

In fiscal '19, we channeled that energy into a year of broad-based growth and incredible momentum. So, 

let's take a look at the numbers. In fiscal '19, NIKE, Inc. revenues rose 7% on a reported basis to $39.1 

billion, and up 11% on a currency neutral basis. Gross margin expanded by 90 basis points to 44.7%. Net 

income increased to $4.0 billion and diluted earnings per share was $2.49. Adjusted ROIC expanded over 

400 basis points to 37%. Added up, it was a defining year for NIKE, and really, I think an inflection point in 

our transformation. 

 

Our team delivered outstanding results across our portfolio. We deepened our competitive advantage in 

key dimensions of our business and we invested in strategic capabilities to fuel long-term growth. In a 

very dynamic business environment, these results didn't come around by accident. Performance begins 

with the right strategy. Following our first full year of executing our Consumer Direct Offense, we're 

confident that we're on the right track, accelerating toward our vision of serving consumers faster and 

more personally at scale. 

 

Across our 12 key cities and 10 key countries, we're changing the face of retail and connecting 

consumers with the NIKE brand in new and powerful ways. We're transforming core business areas 

through our triple double offense and accelerating the impact of innovation, deepening direct connections 

with consumers and increasing our speed to market. We're seeing the returns. 

 

In fiscal '19, for instance, new innovation platforms drove 100% of incremental revenue growth. NIKEPlus 



membership expanded to 170 million members and investments, such as RFID, are making us a more 

agile company. The more we zero in on our highest impact capabilities, the more space we create to 

strengthen our position for the future. At NIKE, that future is being developed in our research labs, design 

studios and manufacturing facilities. In fiscal '19, our teams broke through with an impressive year of 

NIKE innovation. We didn't just see groundbreaking launches of new platforms. We also increased the 

return on innovation investments by scaling our top platforms faster. 

 

New innovation in Air Max React powered and a fast pace of top performers, including such styles as 

VaporMax, the React Element '87 and Air Max 270 amongst others. With Joyride, our most recent 

introduction, we've brought to market a new approach to personalized comfort cushioning. With Next%, 

this is the fastest platform on the planet. The newest chapter of ZoomX continues to own race day from 

fall marathon season all the way through to the Road to Tokyo, incredible performance technology. When 

it comes to apparel, we're leveraging our greatest advantages. We work with the best athletes, leagues 

and federations. We celebrate them through partnerships, such as Jordan with PSG, and leagues, such 

as the NBA, and in moments, like the World Cup. 

 

For this year's World Cup, a record 14 National teams took the field in NIKE kits that underscored our 

team's commitment to delivering more compelling and innovative women's designs. Overall, our Women's 

business grew double digits in the past fiscal year. In the year to come, we'll continue to innovate and 

unlock even greater potential. More than ever, what drives NIKE is an expanded vision for innovation. Our 

ambition is to innovate for all athletes, all abilities, body types, all needs and aspirations. You'll see more 

as we head into the Tokyo Olympics, where we see an opportunity for more athletes to push the limits of 

possibility and invite the world to join in to something very special and much bigger. 

 

For now, all I can say is stay tuned. It's going to be an exciting year ahead. From record-breaking 

innovation to transformative retail experiences, we're investing intentionally in the dimensions that are 

most pivotal to NIKE's future. In fiscal '19, that included over $1 billion invested in new digital capabilities 

and consumer concepts. As we accelerate digital capabilities within our teams, we've also made several 

strategic acquisitions to sharpen our ability to anticipate consumers' needs. For example, our acquisition 

of Invertex powered this year's launch of NIKE Fit and this is a digital scanning solution that helps 

consumers solve the problem of inaccurate sizing in footwear. 

 

All told, these strategic investments are expanding our digital advantage and they're fueling about 35% 

growth for NIKE Digital in fiscal '19 and an opening up new lanes of opportunity ahead. Within our 

NIKEPlus ecosystem, for instance, the SNKRS app more than doubled its business in fiscal year '19. It 

has more new members than any other NIKE digital channel and users are checking in daily. This year, 



we'll expand the NIKE App, our comprehensive one-stop shop for NIKE product, by launching in China 

and 13 new markets in Europe. Across the marketplace, we're amplifying digital and physical experiences 

to lead the future of retail, bringing these together in a seamless service through the NIKE App at Retail to 

new brand experiences at our House of Innovation in New York and Shanghai. 

 

What ties us all together is membership. It's how we build stronger, direct relationships with customers 

and better serve them more personally at scale. For all of our success this year, we're just scratching the 

surface of the digital opportunity for NIKE. As we look forward, our ambition goes beyond the value that 

we deliver to our customers and shareholders. We're equally dedicated to deepening the impact we 

create for an even wider community of stakeholders. What fuels us is a greater purpose, uniting the world 

through sport to create a healthy planet, active communities and equal playing fields for all. It's a 

commitment that's foundational to how we operate our business and pivotal to how we deliver sustainable 

growth over the long term and best serve our shareholders. If we ever needed proof of the power of sport 

to move the world forward, this year was our answer. 

 

Our “Dream Crazy” campaign took the world on a year-long journey, elevating the voices of athletes and 

igniting a global conversation about the bigger meaning of sport. In our Impact Report, which we will now 

release on an annual basis, we detailed our progress against our commitments to take on some of the 

world's most far reaching challenges like climate change and getting kids active. At the global level, we 

are determined to help protect the future of sport. For decades, we've invested in scaling sustainable 

innovation across our business and instead of the occasional collection of one-off product, we deeply 

embed lower impact materials and methods of make throughout our most popular products, like Dri-FIT 

and NIKE AIR and NIKE Flyknit amongst others. 

 

Across our teams, we're pursuing ambitious goals to lessen our environmental footprint while driving even 

broader change through strategic global coalitions and partnerships. It's all part of our move to zero, our 

journey toward a zero carbon, zero waste future. At the grassroots level, we're tackling the challenge of 

the least active generation ever by harnessing the power of sport, helping more than 17 million kids 

worldwide get active through Made to Play, our commitment to getting kids moving. Over this past year, 

we also help nearly 100,000 community coaches access training and coaching tools, so they can help 

kids build their confidence through sport and play. We're focused, especially on girls who have so much 

potential to change their communities and change the world. 

 

As I look ahead, my optimism begins with our teams right here at NIKE and how we're continuing to grow 

together. Moving forward, we'll continue to invest in our employees, focusing on growing and developing 

diverse, inclusive and empowered teams. It's how we realize our brightest future as a company and it's 



how we bring the best of NIKE to meet the most pressing challenges of our time. By so many measures, 

fiscal year '19 was a transformational year and yet, as proud as I am of the results that our team 

delivered, I'm even more excited about the opportunities ahead. So, thank you. 

 

I'd like to now invite Andy Campion, our Chief Financial Officer to join me on stage so he and I can 

answer some of the questions from the cards that you've submitted. 

 

QUESTION AND ANSWER SECTION 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Okay. Let's go from... very 

popular topic here. "Given us China trade tensions, are you concerned about your ability to sustain 

growth in China?". 

 

Obviously, this is a major priority. I'll jump on this and Andy, you can add if you'd like. Obviously, China's 

one of our most important markets in the world, one of our greatest growth opportunities as we look 

forward. The good news is, NIKE is the top sports brand in all of China. We have an incredibly strong 

brand position. We're growing our business in multiple dimensions, both physical retail, digital. We are a 

brand that is of China for China. We've been there for decades, so we've built a really strong foundation. 

That said, we don't take the position we have, the incredible strong position we have for granted. 

 

There are other factors that create our success in China. Product innovation is resonating with 

consumers. We continue to have healthy brand momentum. We've had 20 consecutive quarters of 

double-digit growth in China, which is truly amazing, incredibly strong digital growth. Chinese consumers 

one of the most digitally savvy consumers on the planet, and that is obviously a top priority for us, and we 

have strong partnerships in China that help fuel our growth and success partners, like WeChat and Tmall, 

for example. So, feel very good about our position. We are cognizant of the challenges that we've faced 

from a global macroeconomic and trade standpoint, but I might ask Andy to comment a bit more on that. 

 

Andy Campion, Executive Vice President & Chief Financial Officer, NIKE, Inc.:  Yeah, just echoing 

what Mark said. Our business remains incredibly strong in China. At the same time, amidst to these 

dynamic, we're closely monitoring consumer sentiment most importantly and specifically, the sell through 

of our products at retail. We're engaging with all of our constituents across China very deeply. All remain 

in very strong position. We see a great affinity for the NIKE brand amongst consumers in China, as Mark 

noted. Our sell through remains strong. We continue to have strong growth and we have great 

relationships with those constituents. 

 



We've found the best risk mitigation is to stay authentically focused on the consumer in China, and maybe 

most importantly, to fuel greater sport participation in China. That's also a goal of the government. So, 

we've been partnering very closely with the government to continue to fuel increasing sport participation, 

with the ultimate goal of being just a better life for the consumers that we engage with in China. So, in 

short, I think as Mark noted, we continue to extend our brand leadership and we continue to closely 

monitor the dynamics, but we continue to see a strength in our business and strong brand momentum 

amidst the dynamics that we see in the more macro environment. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Okay. "Product innovation 

is driving a majority of NIKE's growth. What are you most excited about?". 

 

I'm excited about a lot. I'm not going to use today's platform to announce any new technologies, unveil 

anything that is yet to come to market, but I will say my excitement is around the success that we've had 

with the incredible year of innovation this past year. I mentioned that we doubled our investment in 

innovation and we're seeing tremendous returns for both the brand and the business. The speed at which 

we innovate has actually accelerated. Also, the ability to actually get the most out of the investments we 

make in innovation by scaling and leveraging across multiple categories. So, we're much smarter and 

efficient in how we innovate. We're also more connected through the digital connections we have. So, 

you'll see a lot of our innovations are actually more coming from some of the digital data and feedback 

that we get from consumers that we actually take into account as we look at new innovation opportunities, 

so it's very targeted. 

 

I mentioned some of the great innovations of the past year. Air has been a part of NIKE for a long time, 

but we've completely re-energized that platform. Some of the new technologies coming under the 

umbrella of Air over this next year are phenomenal and I don't use that word lightly. Most recently, I 

mentioned Joyride, incredible response to that launch last month. We have adapt technology that actually 

conforms to your foot digitally with a partnership with Apple too, that's looking at how we can actually 

have adjustments made more remotely to your shoes, so that you don't have to interact directly. For a lot 

of people, that's really important for us. So, the ease of actually adjusting fit is a priority for us going 

forward for many reasons. 

 

We're investing in our women's innovation, in Apparel and in Footwear and seeing some tremendous 

results there. We are under penetrated in the women's side of our business and I think the upside there 

through the power of innovation is actually quite tremendous. I mentioned Next%. I'm a product geek. 

That's where I started at NIKE, in design and this is one of the most dramatic innovations in performance 

in our history as a company. So, helping runners run more efficiently and the results of working with these 



athletes and this innovation have been nothing short of incredible, the results around the world through 

times and performances. 

 

That's going to move up a notch as we head into Tokyo. I'll end it there. I think the Road to Tokyo, as we 

call. Tokyo's sort of when the term papers due, so we have to really shine on the world stage. So, it's 

really a pivotal point for the company to really showcase our innovation and performance, innovation and 

style, and you're going to see both. This year too, we're actually dialing it up in terms of innovation around 

sustainability. This is incredibly important to the company. I'm excited that innovation is so much a part of 

our performance innovation. Those two things you don't have to compromise sustainability when you 

make advancements in performance. 

 

Okay. "How do you expect Digital to impact NIKE's financial model over time? Andy, do you want to- 

 

Andy Campion, Executive Vice President & Chief Financial Officer, NIKE, Inc.:   

 

Sure. I'll take that one. Well, digital's transforming everything we do and it's, frankly, transforming how we 

operate, how we create value for consumers and how we create value for shareholders. We really benefit 

from the business model that Phil Knight created decades ago and that leaders like Mark have shaped 

overtime in that NIKE's always been focused on those dimensions of our value chain that have the 

greatest potential impact, drive growth, they're high margin and they're high return on invested capital. 

Those have always been product innovation and brand marketing. Mark, always says, "It all starts with 

product". Well now, everything is also impacted by digital and digital is now included in that same 

equation. It's a driver of our growth. It's a highly profitable business and it's a high return on capital 

business. So, it's a creative financially, but most importantly, it's a creative strategically. It is the single 

greatest enabler of our one-to-one, more direct connection with consumers and it's changing everything 

we do, as I said, from product to marketing to distribution, from an operational and consumer connection 

perspective. 

 

As for the investment side of the question, which is often where the questions arise from shareholders, it's 

a highly scalable investment platform. We're primarily investing in, you can really categorize it into two 

areas, consumer facing applications, like the compelling SNKRS App and NIKE App that's really 

transforming our industry and as we make those investments their then scalable in a very efficient way 

around the world as we're seeing over the past year and actually over this past quarter. They are also 

impactful in the sense that our digital investments aren't all consumer facing. Many of them are in 

capabilities like, digital demand sensing, connected inventory and other elements of how we do the work 

that ends up in the term paper, as Mark said, that comes to market in front of consumers. That 



investment's highly scalable. It helps us better assess demand, ensure that our product is selling through 

more at full price, manage inventory. So, in short, digital's incredibly creative financially and again, more 

importantly, it's really a creative to the value that we create for consumers. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Okay. Next question. 

"We've seen a lot of marketing support from NIKE around World Cup this summer. What else is NIKE 

doing to support women's sport and unlock the women's business opportunity?". 

 

Well, I touched on that in the year-end review. I will say that the World Cup was a huge moment for NIKE 

and women's sports around the world. We were very proud to be such a central part of that, celebrating 

women's sports and helping to kind of generate more momentum going forward. That momentum, we 

continued to look at how we can accelerate the momentum in women's sport, continue to support 

women's participation, equal opportunities, advocacy for women in sports, active women. We have many 

sponsored female athletes over a thousand and many teams and leagues that we also work with as well. 

So, the insights that we get from women, as well as men, but just our athletes in general, are really what 

drives the innovation. We're seeing that resonate in Women's in multiple dimensions, in footwear and 

apparel, in performance, in sportswear, style. 

 

I think some of the work we're doing to push forward on the women's side of the business is actually 

helping on the men's side and vice versa. So, it's mutually beneficial. We've seen some really good 

results in terms of the product sales in soccer, building momentum there, important for us. Also, in 

basketball, big opportunity for us. We continue to add and shift resources to get after accelerating what I 

think is an under-indexed opportunity or an opportunity that NIKE's under-indexed on currently. So, you 

can see this continue to be a big priority for the company over this next year. I think I'll be excited to 

announce some results when we meet next year. 

 

Let's see here, "Why did you pull the Betsy Ross shoe from sale over the 4th of July?". I'll just give a 

simple answer. We saw many people raising concerns and we made the decision to halt distribution. We 

didn't want to unintentionally offend or detract from the 4th of July holiday, and that's simply the reason 

that we made that decision. 

 

"Can you make some ladies' pickleball shoes?". Okay. That's a good one. We do not. Therefore, the 

question at this stage, we'll take that under consideration. In the meantime, I might suggest the tennis 

product line as an alternative, but again, we'll take a look at pickleball. I understand it's actually one of the 

rising, new emerging sports. So, we're taking a look at, thank you for that question. 

 



"You're excited about signing...", let's see here, "... excited about signing Zion Williamson. When should 

we expect to see a Zion signature shoe?". 

 

Well, we are excited about Zion coming into brand Jordan. We've been working closely with Zion. He's 

going to start this season, actually play this season in the Air Jordan 34, the signature Air Jordan 

basketball shoe. He loves the product from all the feedback we've been getting, but we're working closely 

with Zion on new product creation and I'm excited for what's coming in that area. No announcements to 

be made here today, but I think we're going to see an exciting future with Zion in terms of product creation 

and the impact that he's going to have on NIKE basketball, on Jordan basketball, I should say, and the 

game of basketball in general. So great to have Zion within the NIKE family. 

 

"What do you see in NIKE's future in terms of design?". Oh, boy. Well, as I said, that's where I started in 

this company. I think the work we do in terms of product innovation is ultimately what drives the success 

of the company. That's how consumers vote. You know, how strong is your product? They vote every day 

at retail or online. I would say, and I don't say this lightly, but I am more excited about design and design's 

impact on NIKE's future today at this moment than I've ever been in my almost 40 years with the 

company. People used to ask me back when I first started at NIKE, "What more can you do with shoes 

that hasn't already been done?", and today, I see so much more possibility, not just in footwear, but in 

terms of apparel. It's incredibly exciting. 

 

I referenced briefly, the excitement around Road to Tokyo, summer Olympics. This is going to be another 

banner year of innovation from NIKE, again, in both performance, incredible performance breakthroughs, 

as well as style. Those two things should go together. So, it's one of the most important areas of the 

company. It's foundational. I'm biased, but I think we all probably would agree that you're as good as your 

product, but that's not enough. Obviously, there's other aspects of our business that are critical, but the 

design, I would just say, rest assured we have incredible product coming from NIKE design. I'm so proud 

of that group and everybody that supports NIKE design to make the concepts and the sketches and 

prototypes come to life at scale in front of the consumer. 

 

So, I think that is actually it with the questions for right now. I see that the Corporate Secretary has 

received the report from the Inspector of Elections, so we will conclude the Q&A portion of the meeting 

and review the balloting results. Ann, will you please share the results? 

 

Ann Miller, NIKE, Inc., Corporate Secretary: Sure, Mark. The 12 nominees have been duly elected as 

directors of this company for the ensuing year. The compensation of the named executive officers has 

been approved and PricewaterhouseCoopers selection as the independent registered public accounting 



firm for the current fiscal year has been ratified, Mark. 

 

Mark Parker, Chairman, Chief Executive Officer and President, NIKE, Inc.: Thank you, Ann. Since we 

have not received notice of any other business to come before the meeting, the meeting is now 

adjourned. Shareholders who would like a brief tour of the NIKE World Headquarters can join the tour as 

you exit the meeting room after this closing video. Thank you all very much. 
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