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OVERALL OBJECTIVES & STRATEGIES

Growth Opportunities
FY10PROJECTIONs  FYMPLAN  %cHANGE

SALES $700 M $725 M +3.6 %
GM % 44.0 % 45.0 %

GM $ $308 M $326 M +5 %
TURN 2.85 2.95

RUNNING
$117 M 16.7% $129 M 10%
NSW

$239 M 34.1% $239 M 4%
JORDAN 30% $215M 2%
$239 M

KIDS

$78 M 1.3 % $81 M 4%
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Guiding Principles

Amplify Running.

Drive energy around Nike Running + Nike Sportswear products
as a single proposition. Elevate the brand in a youthful way.

Stay disciplined.

Focus on the Sport Runner consumer to drive product and

experience executions.

Let product drive the brand.

Access to best level running performance and NSW running

assortments. Period.

2010 is an in-store roll out year.
Deliver 500+ Premium Retail Experiences; Store in Store,
Shop in Store, and Footwear Walls/Windows

OVERALL OBJECTIVES & STRATEGIES

Ignite Apparel Growth.
Online and In-store roll out are a blue print to unlock the
opportunity in apparel.

Accelerate e-commerce business.
Maximize the Nike Running and Nike Sportswear digital
experience on finishline.com.

Message Consistently.
Ensure integrated, consistent and seamless messages in

all communications — from online to in-store to outbound.

®
®
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What Do We Want To Be Famous For...

In-Store/Digital/Magalog

NIKE SHOP DNA

Create a shop within Finish Line to become the destination for the sport runner
and everyone who loves an everday sport style

EXCLUSIVE FOOTWEAR FOOTWEAR & APPAREL BLOWN OUT IN COLORS
MERCHANDISED AS
COLLECTIONS

STORE LAYOUT / PRODUCT / MERCHANDISING / BRAND COMMUNICATION
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OVERALL OBJECTIVES & STRATEGIES

Target Audience

The Sport Runner, Male and Female, ages 17-23, sweet spot is 17
— Sport runners run for their sport, not as a sport. They run to gain a competitive edge
— Style and comfort are the most important factors in choosing footwear/apparel
— Nike Products are expected to perform
— The sport runner brings sport to style and style to sport
— They define their style as casual

— Visible technology has high value and communicates benefit
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OVERALL OBJECTIVES & STRATEGIES

Mission.

Create energy in the mall and online by establishing Finish Line
as the premium destination for the sport runner to experience
Nike Running.*

* NIKE RUNNING = PERFORMANCE AND NSW RUNNING

Vision.
Create an ownable concept within Finish Line to become
THE DESTINATION for the Sport Runner.

Position.
Finish Line is the market leader for Nike performance and
NSW Running products.



OVERALL OBJECTIVES & STRATEGIES

Marketing Objectives

Create brand energy with the 17-23 year old, Young
Runner consumer. Leverage NIKE Running and NSW
products and unique experiences. Create energy

at the Mall.

* The Running experience brings the best Nike Performance and Nike Sportswear
products to life though impactful product presentation, product communication,
and other consumer touch points.
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Marketing Strategies

Digital.

Create a premium and innovative digital experience on finishline.
com that amplifies Nike Running (performance + NSW) and inspires
the sport runner.

In-store.

Create in store environments, branding, and in-store
communication inspired by the digital experience that reflects the
energy of the sport runner and amplifies Nike Running Performance

and NSW Running.

Customization.
Deliver a first ever NIKE Tee/Apparel customization experience at
Finish Line that elevates the brand in a youthful way.

Amplify Running / Finish Line Marketing Plan Summer 10

OVERALL OBJECTIVES & STRATEGIES

Consumer Incentives.

Connect with the sport runner by partnering with Finish Line

on their customer loyalty program, events, contests and/or gift
with purchase during key running Nike running performance and
sportswear running launches.

Magalogs.

Leverage the digital Nike running performance and sportswear
running product communication/content in Finish Line magalogs
during key launches.

Sales Associates.

Training and incentives that engage the sales associates and
make them want to be ambassadors of the Nike brand.
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V

NIKE FINISH LINE
BRAND RETAIL STRATEGY—

ONLINE I

EXPERIENCE—

DIGITAL FLYTHROUGH, AMPLIFY RUNNING STORY,
PRODUCT BREAKDOWN, VIDEQOS,
EXTRACTABLE CONTENT

PREMIUM
RETAIL
EXPERIE

CUSTOMIZATION TO
PRODUCT VIDEQOS, PR
MOBILE INTEGRATIO

AMPLIFY RUNNING

o . i

MOBILE—

CUSOMIZATION TOOL, NEARBY-NOW SHOPPING
EXPERIENCE, IN-STORE MOBILE EXPERIENCE




In-store

Objective.

—Create in store environments, branding, and in-store
communication inspired by the digital experience that reflects
the energy of the sport runner and amplifies Nike Running
Performance and NSW Running.

—Create dominant product presentations that break through
the clutter.

—Provide ongoing product stories and compelling content
to the sport runner consumer.

— Drive traffic to online and vice versa.

Amplify Running / Finish Line Marketing Plan Summer 10

MARKETING PROGRAMS

Strategies.

—Create a Nike brand identity at Finish Line that
incorporates both Nike running + Nike Sportswear
POV in a single proposition.

—Develop Nike fixture elements to create a cohesive
platform that can highlight Nike performance + Nike
sportswear running products.

—Development of a seasonal creative visual center that
can be interpreted to feature product leadership styles
and brand 1 programs to drive energy and engage the
sport runner consumer.

—Leverage digital content to communicate features/benefits
and history around Nike products (performance and NSW)

13



In-store ..

DELIVERABLES / Shop environments that consist of the following elements*

Footwear Walls/Windows:

— New footwear walls

—Front window 365

—Key item fixture at lease line

Shop-in Store:
—600-800 sq ft free standing apparel/footwear

shop environment
—New footwear walls
—Front window 365
—Key item fixture at lease line

—Apparel fixtures

Amplify Running / Finish Line Marketing Plan Summer 10

MARKETING PROGRAMS

Store-in Store:

— 1,200 sq ft enclosed apparel/footwear
shop environment

—New footwear walls

—Front window 365

—Key item fixture at lease line

—Apparel fixtures

— Custom Tee bar

*shop rollout calendar in appendix.
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NIKE / FINISHLINE GREENWOOD, IN
1.19.10

1ST AMPLIFY RUNNING LARGE SHOP

Amplify Running
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MARKETING PROGRAMS
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MARKETING PROGRAMS
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MARKETING PROGRAMS
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MARKETING PROGRAMS
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MARKETING PROGRAMS
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CUSTO ' IZATION
&~

NIKE AMPLIFY RUNNING CONCEPT AT FINISH LINE

Amplify Running



WHY?

Amplify Running



MARKETING PROGRAMS

USER INNOVATION is Innovation by Consumers,

rather than suppliers.

IT'S ALL AROUND US:

— Open Source Software
— iPhone Applications
— Threadless.Com

_ American ldol

Amplify Running



MARKETING PROGRAMS

What do all these have in common?

The consumer decides...

Amplify Running



MARKETING PROGRAMS

CUSTOMIZATION IS A BALANCE OF
ART AND SCIENCE.

The science lies in putting an innovative, engaging tool in front of the consumer.

The art is giving enough choices so that the
consumer feels that he or she is designing...
NIKE needs to lay out the right choices so that
we are proud to be part of their creation.
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WHY ELSE?
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TEES ARE THE MOST UBIQUITOUS AND
EXPRESSIVE ITEM IN THE UNIFORM OF YOUTH.

BOTH ON THE PLAYING FIELD AND ON THE STREET.

Amplify Running / Finish Line Marketing Plan Summer 10

28



TEE GRAPHICS ARE EMOTIONAL. THEY ARE THE MOST DIRECT
PRODUCT OPPORTUNITY WE HAVE TO CONNECT THE NIKE BRAND
TO THE ART AND CULTURE OF YOUTH.

Amplify Running / Finish Line Marketing Plan Summer 10
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TEES ARE THE
SINGLE LARGEST
GROWTH
OPPORTUNITY
WITHIN

NIKE APPAREL.

Amplify Running



THE GLOBAL
TEE MARKET
IS HUGE:

$32 BILLION*

Amplify Running



OUR CONSUMER:

MY TEE=
MY IDENTITY

| NEED EXPRESSION.

“l want great graphics on a tee and LOTS of options.”

| NEED TO FEEL FRESH.

“l like to go back again and again to find out
what's new.”

| NEED TO SHOW I'M
NOT A POSER.

“| want to be connected to real brands. | like Nike
because it's true to what | love: Spc:rfﬁ."

Amplify Running / Finish Line Marketing Plan Summer "10



““MY FACEBOOK PAGE ON MY CHEST"

TEE GRAPHICS ARE EMOTIONAL. THEY ARE THE MOST DIRECT
PRODUCT OPPORTUNITY WE HAVE TO CONNECT THE NIKE BERAND
TO THE ART AND CULTURE OF YOUTH.

Amplify Rur
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MARKETING PROGRAMS

Customization

Objective. A tee/apparel customization experience that only NIKE could execute.
Deliver a new experience to the consumer that leverages our rich vault of content.

Strategy. A Tee/Apparel customization experience that is accessed via 3 major touch points:

RETAIL ONLINE MOBILE

Amplify Running



MARKETING PROGRAMS

Customization ..

DELIVERABLES

RETAIL CONTENT STRATEGY
LAUNCH PLAN

ONLINE

MOBILE

Amplify Running



MARKETING PROGRAMS

Customization Desired Results

—Drive brand heat through creating an experience that resonates with our sport runner consumer.
—The opportunity goes beyond tees. customization of fleece is what we would like to get after in fall 10-hol 10.

—The ability to provide invaluable information by tracking consumers choices of graphics, logos, colors, placements etc. to help us plan and
execute our business more profitably.

—Utilize the ability to push graphics live with an email. this gets nike to market immediately and allows us to capitilize on
sport and cultural moments (when applicable).

—Create a new business model for customization that is highly profitable for both nike and the retailer by cutting a middle man out of the
supply chain.

—Create with the big picture in mind. the entire customization and online consumer experience can be replicated and “re-skinned”’ with the
appropriate categorical veneer. now that the r & d has been completed, all that is needed is to create content/product differentiation by

concept at account.

@ Finish line the content amplifies the sport runner consumer
@ House of hoops the content amplifies the basketball consumer.
@ Nike sb/hurley/converse retail the content is centered around the action sports consumer.

@ etc.

Amplify Running



MATERIALS & FIMISHES

A - Dioor 1o change cut cartridges
g - Brother T-shir prinkar

L - Hatranix draw heat press

2- 24" pullout shirt cubbles

£ - 36" touch sereens

F - Brrpanined oy

s - Lephac
- Nike Dranga PMS 172

- Slisals

fraird sae iyl i DS

NIKF | T-5HIRT CHSTOMPATION STATION FINISHIL INF
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NIKE FINISH LINE KIOSK / [NITIALIZING
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THE LOVE MASCOTS ARTIST

| &« WRESTLING ﬁ’!

ATHLETICS

WEST

TT1

VIEW ANGLES

ATHLETE T-SHIRT SIZE T-SHIRT COLOR DESIGNS NAME/NUMBER PRICE
FRONT | | SLEEVE

T-SHIRT WITH...

1LOGO (REQUIRED)

[TITITT]

i EDIT LOGD > EDIT LOGOD i EDIT LOGD
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THE LOVE MASCOTS ARTIST

TENNIS

INTRY FIELD HOCKEY

TT1

VIEW ANGLES

T-SHIRT COLOR DESIGNS NAME/NUMBER

FRONT SLEEVE

ATHLETE T-SHIRT SIZE

BASEBALL
(S

[TITITT]

i EDIT LOGD > EDIT LOGOD i EDIT LOGD
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PRICE

T-SHIRT WITH...
1LOGO (REQUIRED)
2L0GOS

SKIING




THE LOVE MASCOTS ARTIST
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KEY 1+ SOFTBALL 1 « WRESTLING
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THE LOVE MASCOTS ARTIST
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THE LOVE MASCOTS ARTIST
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ATHLETICS

WEST

CHOOSE YOUR 5I1ZE

Salell

Medium

== TT0

VIEW ANGLES

XX-Large

ATHLETE T-SHIRT COLOR DESIGNS NAME/NUMBER PRICE
FRONT | | SLEEVE

T-SHIRT WITH...

1LOGO (REQUIRED)
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THE LOVE MASCOTS ARTIST
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T-SHIRT WITH...
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~ HEAT THE LOVE MASCOTS ARTIST ‘

WEST ()

|1 « WRESTLING ‘.i’!

ATHLETICS

WEST

TT1

VIEW ANGLES

ATHLETE T-SHIRT SIZE T-SHIRT COLOR DESIGNS NAME/NUMBER PRICE
FRONT | | SLEEVE

o A T-SHIRT WITH...
2 EE 1LOGO (REQUIRED)

LA uuuas | 210605

i EDIT LOGD > EDIT LOGOD i EDIT LOGD
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ATHLETE T-SHIRT SIZE

Amplify Running

THE LOVE MASCOTS ARTIST
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ATHLETE T-SHIRT SIZE

Amplify Running
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THE LOVE MASCOTS ARTIST

|1 « WRESTLING
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BENJAMIN - ooNE
poenee

L

SPACE

ATHLETE T-SHIRT SIZE T-SHIRT COLOR DESIGNS NAME/NUMBER PRICE

FRONT
/N T-SHIRT WITH... S PRINT
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ATHLETE T-SHIRT SIZE

Amplify Running
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Amplify Running

Pending Design

Athlete

T-Shirt Size

T-Shirt Color

Front

Back

Sleeve

Male
X-Large

White

ID 2748
TEXTID 9573

ID 7485

BENJAMIN 24




Amplify Running

Pending Design

Athlete Male

T-Shirt Size X-Large

The authorization code entered is incorrect.
Please try again.

Sleeve ID 7485

BENJAMIN 24




Amplify Running

Pending Design

Athlete Male

T-Shirt Size X-Large

You must enter an authorization code.

Please ask a store representative for assistance.

Sleeve ID 7485

BENJAMIN 24




Amplify Running

Pending Design

Athlete

T-Shirt Size

T-Shirt Color

Front

Back

Sleeve

Male
X-Large

White

ID 2748
TEXTID 9573

ID 7485

BENJAMIN 24




Congratulations, your design is complete!
Please check-in with a sales associate to print your design.

OTHER MERCHANDISE YOU MAY LIKE:

(..'.'jc""i't. )

NIKE FREE 5.0 V4 MEN'S RUNNING SHOE P NIKE+ SPORTBAND 4 NIKE LUNARELITE+ MEN'S RUNNING SHOE W MIKE AIR MAX 90 CURRENT MEN'S SHOE P

~ FINISH START NEW DESIGN

** We will also have ability to ** collect email/mailing addresses and the ability to post finished designs $215M
on facebook, flickr, twitter etc.
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House of Hoops

THE LOVE MASCOTS ARTIST

ATHLETE T-SHIRT SIZE T-SHIRT COLOR DESIGNS NAME/NUMBER PRICE
FRONT BACK

g BENJAMIN T-SHIRT WITH...

S LLLLT L[ I.1
[TT TV [T]

© EDIT LOGO > EDIT LOGO  EDIT LOGO
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Digital Landscape

/9% ONLINE SHOPPERS PLAN TO
USE THE INTERNET AS A TOOL
FOR HOLIDAY SHOPPING - ECHO
RESEARCH, NOVEMBER 2009

MARKETING PROGRAMS

Over 20 million iphones and 40 million ipod touches have been sold in 2 years.

e Over 3 billion apps have been downloaded.

® The number of text messages sent/received daily exceeds the total

population of the entire planet.

39% of online shoppers (18-29) plan to access the

Internet via their mobile phones to research products

and prices - Retailer Daily, Nov. 2009

Over half of all U.S. consumers

96% OF GEN Y HAS JOINED
A SOCIAL NETWORK.

reviews and ratings influence

e FACEBOOK IS THE 4TH
LARGEST COUNTRY IN
THE WORLD.

e THERE ARE 31 BILLION
SEARCHES ON GOOGLE
FACH MONTH. Deloitte, Dec. 2009

e TWITTER DID NOT EXIST 3

YEARS AGO.
Cyber Monday sales

were 13.7% higher
compared to last year -

and 69 percent of Millennials

will reach nearly 100

believe that online customer million unique users

per month in 2010
- Millennial Media,

their buying decisions more Dec. 2009
than any other type of online

advertising, and 51 percent

have purchased products based

on an online recommendation. -

E-commerce sales rose 5% from Nowv.
1 through Christmas Eve, to $27.8
billion from $25.8 billion. From Black
Friday through Christmas Eve, sales
grew 3.5%. - comScore, Jan. 4, 2010

Coremetircs, 2009 - eMarketer, Dec. 24, 2009

Amplify Running / Finish Line Marketing Plan Summer 10

The U.S. mobile Web

Mobile sales of
ohysical goods

in North America
in January 2009
reached $544M, up
57% over 2008.

- Mobile Commerce
Daily, Jan. 11, 2010

E-retail sales will grow by nearly 10% a year through 2013.



Digital

Objective.
—Create a premium and innovative digital experience on finishline.com that amplifies

Nike Running (performance + NSW) and inspires the Young Runner.
—Create dominant product presentations that break through the
clutter and impacts buying decisions.

— Drive traffic to in-store and vice versa.

Amplify Running / Finish Line Marketing Plan Summer 10
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MARKETING PROGRAMS

Digital Strategy

Communicating NIKE as the lead brand to the young runner
on finishline.com through the following elements:

1. HOLISTIC AMPLIFY RUNNING DIGITAL SHOP/MICROSITE
2. INNOVATIVE PRODUCT VIDEOS

3. NIKE/FINISHLINE iPHONE APP (NEARBYNOW)

4. ONLINE AND MOBILE T-SHIRT CUSTOMIZATION

THE DESIGN AND VISUAL DIRECTION WILL INCORPORATE CONSUMER ENGAGING ELEMENTS THAT DRIVE ENERGY
AROUND NIKE RUNNING + NIKE SPORTSWEAR PRODUCTS AS A SINGLE PROPOSITION WHILE STILL ALLOWING FOR THE
AMPLIFICATION OF KEY PRODUCT STORIES (e.g. LunarElite, Air Max 2010, FREE)

NIKE FREE 5.0

THE SHOP

DIGITAL PRESENCE COMPELLING CONTENT MOBILE ACCESS

Amplify Running / Finish Line Marketing Plan Summer "10



MARKETING PROGRAMS

Digital Shop/Microsite

New NIKE “shop” or microsite will need to be developed in order to create a online
representation of the amplity sport in-store experience

DIGITAL EXPERIENCE MUST CONSIST OF BUT NOT BE LIMITED TO THE FOLLOWING ELEMENTS*
— ENTRY POINT OFF OF THE FINISHLINE HOMEPAGE

— PRODUCT SHOWCASES FOR KEY INITIATIVES OR COLLECTIONS (INTERACTIVE CONTENT)
— EASY AND OMINPRESNT ACCESS TO PRODUCT DISPLAY (SELL) PAGES

— PRODUCT CUSTOMIZATION ENTRY POINT (TBD)

— "WHAT IS NIKE+" TUTORIAL

— iPHONE APPLICATION TUTORIAL

*Each element must have the ability to communicate brand messaging or product features and benefits

- - [ ) - m ?H:;I'
Finish™tine :
[ newssuoes T womewssuoes | waos'suoes | cLomanc | ranswoe | accessomies | smanos | saie | winwew'sciecie |
\ Search over 3,000 shoes ---> SHGTCTTWENTCN

\ FREE SHIPPING Everyday on select Siyie FREE SHIPPING Everyday on select Sty

OUTRUN THEM TO
OUTPLAY THEM.

—
EVOLUTION

Amplify Running / Finish Line Marketing Plan Summer "10



MARKETING PROGRAMS

Innovative Product Content

Development of product technology content (interactive flash/videos) for key
initiative products and product leadership stories

——
i 8 N

Amplify Running



MARKETING PROGRAMS

Nike/Finish Line Amplify Running iPhone App

DEVLOPMENT OF NEARBYNOW iPHONE APP

\IIIIIII




MARKETING PROGRAMS

Nike/Finish Line Amplify Running iPhone App

DEVLOPMENT OF NEARBYNOW iPHONE APP




Online Customization And iPhone App

DEVLOPMENT OF ONLINE CUSTOMIZATION AND iPHONE APP

FEATURES WILL CONSIST OF BUT NOT BE LIMITED TO THE FOLLOWING ELEMENTS*

— ONLINE SUSTOMIZATION EXPERIENCE EMBEDDED IN THE AMPLIFY RUNNING MICROSITE
— FUNTIONALITY AVAILABLE INSTORE

— ADDITIONAL T-SHIRT AND GRAPHIC CHOICES

— ABILITY TO SHARE DESIGNS WITH FRIENDS ON ALL MAJOR SOCIAL NETWORKING SITES
— WALLPAPER

— FORWARD TO A FRIEND FEATURE

— TRACKING ENGAGEMENT AND CONVERSION

wrsT

The Customization Experience
£ o

E
et

B

k7 IR

\

MARKETING PROGRAMS
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Consumer Incentives

Objective.

—Connect with the sport runner by partnering with Finish Line
on their customer loyalty program, events, contests and/or
gift with purchase during key running performance and
sportswear launches.

— Capitalize on finishline.com running consumer database and
site traffic that is 1.5 million strong.

—Strengthen customer relationships and encourage repeat
Nike purchases.

Amplify Running / Finish Line Marketing Plan Summer 10
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Strategies.
—Leverage Finish Line’s running consumer database and

develop an e-mail/mobile blast plan for key running performance
and running sportswear launches.




MARKETING PROGRAMS

Consumer Incentives ..

DELIVERABLES

Amplify Running



MARKETING PROGRAMS

Magalogs

Objective. Strategies.

Amplify Running



Magalogs

—Co-0Op Support

Book Co-Op

Spring Break $ 475,000.00

BTS $ 750,000.00

Holiday $ 750,000.00
$ 1,975,000.00

Amplify Running / Finish Line Marketing Plan Summer 10 70



MARKETING PROGRAMS

Magalogs

Less technical information N i s el T o e i

TP wue by ey ieeeews e - PR AP o b T BT e e v s e e s T e
B P A MO | B e e o b mke e e B B vl M el it i B A S e
e e e b Y e EOOROE TR P O S

Lo o L iy W i ol e il s L i s s e L e roarE DR R T R

More fashion/trend-related content e S S S S

Designer insights & interviews

)
v
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MARKETING PROGRAMS

Magalogs ..

DELIVERABLES

Amplify Running



MARKETING PROGRAMS

Sales Associates

Objective. Strategies.
—Training, incentives, and contests that engage the sales —Sales associate seeding of key running products
associates at Finish Line and make them want to be ambassadors (performance and sportswear) through EKIN team.

of the Nike brand.
—Seasonal sales associate training via EKIN visits and SKU training.

—Sales associates that reflect the sport runner and provide expert
product knowledge and service. —Sales associate incentives to finish SKU training on key styles.

—Capitalize on and leverage Finish Line's existing sales incentive
contests during key retail moments.

—Leverage Nike developed product collateral for key running
. and sportswear launch styles.

Amplify Running / Finish Line Marketing Plan Summer 10 73



MARKETING PROGRAMS

Sales Associates ..

DELIVERABLES

Amplify Running



MARKETING CALENDARS
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In-store Roll Out

SP 10 SP 10 SP ‘10 SP 10 CY2010
(Jan-Mar) (Jan-Mar) (Jan-Mar) (Jan-Mar)
FINISHLINE.COM
Store-in Store 1 6 8 5 20
— 1200 sq ft enclosed environment Barton Creek Sq: NYC NYC Tuttle Crossing: Colum-
— Custom Tee bar Austin, TX LA LA bus, OH
— New footwear walls Finish Line : 4 stores CHI Finish Line: 4 stores
KEY MALL — Front window 365 Finish Line: 5 stores
AND/OR — Key item fixture at lease line
KEY MARKET
7,500+ sq ft
Shop-in Store 2 20 40 38 100
— 600 sq ft environment Castleton Sg Mall: Indy Castleton Sg Mall: INDY LA: 2 stores LA: 3 stores
— New footwear walls To determine NYC: 2 stores NYC: 2 stores NYC: 2 stores
— Front window 365 (See target list) LA: 2 stores CHI: 2 stores CHI: 3 stores
KEY MALL — Key item fixture at lease line Finish Line: 16 stores (See target list) (See target list)
AND/OR (See target list) Finish Line: 34 stores Finish Line: 30 stores
KEY MARKET
4,000+ sq ft
Footwear Walls/Windows 0] 150 175 100 475
— New footwear walls Lloyd Center: PDX LA: 1 door Finish Line: 175 doors Finish Line: 100 doors
— Front window LA: 4 doors NYC: 4 doors
— Key item fixture at lease line NYC: 4 doors CHI: 3 doors
KEY MALL CHI: 4 dOOFS FInISh Line: 142
AND/OR Finish Line: 37
KEY MARKET
4,000+ sq ft
53 176 223 143 595



Digital Marketing Map

SPRING ‘10 SUMMER 10 FALL ‘10 HOLIDAY ‘10
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
CATEGORIES JAN FEB FEB MAR APR APR MAY MAY JUN JUN JUL JUL AUG AUG SEP ocCT ocCT NOV NOV DEC
11 01 22 15 05 19 05 17 08 22 06 27 10 31 A 05 26 09 30 28

Key Initiatives
(content delivered from

Global)

ShoxTurbo LunarElite 17K

Product LunarSwift Air Max 2009  Tail-wind 10 LunarSwift 33K Air Max 2010 Shox Turbo Lun‘ar Air Max

Lead hi 667 doors All doors 556 doors 556 doors LAl All doors 1 Swift 2010
eaaership 58K 86K 26.7K 51K 633 doors 66K 78K Refresh Refresh
. Nike+

Nike+ Refresh

Key Initiatives
(content delivered from

Global)
Shox O'Nine Skyline Shox O-Nine 19K
Product 550 Doors — 31K All doors 60K AM 2009 Leather Rejuvenate AIR and SHOX
Leadershi , AM 2009 Leather All Doors — 68K Visual Centers
eadership Men's only 10K
600 doors 34K

Energy Moments

Sports Moments

CONTENT 10/6 10/20 11/11 12/8 12/29 1/12 2/5 2/10 3/7 3/7 3/28 4/20 5/15 6/8 6/16 7/13 7/18 7/18 91 9/14
DEADLINES



Overall Marketing Calendar

SPRING ‘10 SUMMER ‘10 FALL ‘10 HOLIDAY ‘10
CONSUMER JAN FEB FEB MAR APR APR MAY MAY JUN JUN JUL JUL AUG AUG SEP OCT OCT NOV NOV DEC
TOUCH POINT 1 01 22 15 05 19 05 17 08 22 06 27 10 31 A 05 26 09 30 28

Nike Micro Site

Customization
Expericence —
Online

Customization
Expericence —
In-store

Product Videos

Mobile Experience

In Store
Communication

Consumer
Incentives

Magalogs

Sales Associates



Rhythm of the Game

SPRING ‘10 SUMMER ‘10 FALL ‘10 HOLIDAY ‘10
JAN FEB MAR APR MAY AUG SEP OCT NOV DEC
MOMENTS JAN FEB FEB MAR APR APR MAY MAY JUN JUN AUG AUG SEP ocCT OoCT NOV NOV DEC
11 01 22 15 05 19 05 17 08 22 10 31 21 05 26 09 30 28
1\5\7ir'1\lteHrL 4/3 NCAA Final Four 6/11 FIFA World Cup
. 2/6 3/9 Big 12 & Pac 10
Key Sports Classic Super Bowl XLV Tournaments 4/5 MLB Opening Day SR e Sl 6/19 College World Series 7/3 Tour de France 8/30-9/12 10/30 12/4
Moments 1/2 BCS 5/29 NCAA Lacrosse US Open SEC Florida vs. SEC Championship

(College and Pro)

Football
Basketball
Baseball
Softball
Soccer
Tennis
Wrestling
Golf
Swimming
Lacrosse
Track & Field
Cross Country
Volleyball
Cheer
Dance/Dirill
Water Polo

Skiing

2/18 NBA 3/10 ACC, Big 10,

Nefene All-Star Weekend | Big East Tournaments

Champion-
ship Game V

Basketball Regular Season: Dec-Mar

Wrestling Regular Season: Dec-Feb

Swimming Regular Season: Dec-Feb

Cheerleading Regular Season: Sep-Feb

Dance/Drill Regular Season: Sep-Mar

Skiing Regular Season: Dec-Feb

4/17 NBA Playoffs Begin 6/21 Wimbledon

Championships

4/22 NFL Draft 6/24 NBA Drafts

Baseball Regular Season: Mar-June

Softball Regular Season: Mar-June

Tennis Regular Season: Mar-May

Golf Regular Season: Mar-May

Lacrosse Regular Season: Mar-May

Track and Field Regular Season: Apr-May

7/13 MLB All-Star Game

Georgia

Football Regular Season: Sep-Dec.

Soccer Regular Season: Sep-Nov

Cross Country Regular Season: Sep-Nov

Volleyball Regular Season: Sep-Nov

Basketball

Wrestling

Swimming

Cheerleading Regular Season: Sep-Feb

Dance/Drill Regular Season: Sep-Mar

Water Polo Regular Season: Sep-Nov

Skiing
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