
A Commitment to�
Community Investments 
Dear Reader,�
�
This report on Nike’s community investments – the term we use to describe our philanthropic 
efforts – is for two fiscal years, a period that began June 1, 2001, and ended May 31, 2003. �
�
As the report shows, we’ve taken steps to bring greater focus to our community investments, 
concentrating on two key areas: increasing the participation of young people in physical 
activity to improve their lives, and developing and investing in innovative solutions to the 
challenges of globalization. This narrowing allows us to increase our learning and deepen our 
commitments. It also allows us to more closely match our community investments with the 
interests and passions of Nike employees.�
�
Our hope with this report is to continue a dialogue with not only consumers and those 
interested in our work but also non-governmental organizations, foundations and other 
companies. To this end, we tried to keep it simple, nix the clichés and be open about 
challenges we face. For example, our discussion of managing employee match programs �
may be of interest to philanthropy managers in other companies. We also intend for the�
report to help NGOs in a process of self-selection as they decide whether to use precious�
time applying for grants.�
�
While our community investments have been a genuine source of pride for Nike employees, 
they have not, and should not, distract from the company’s bigger challenges. Our greatest 
impacts in communities around the world are through the operations of our business. We’ve 
made significant improvements in the manner in which we operate our business over the past 
decade, but those steps are not covered in this report. For more information about Nike’s 
current corporate responsibility efforts, please visit: www.nikeresponsibility.com.�
�
As always, please feel free to contact me, or others at Nike, if you have questions or comments.�
�
�
�
�
�
�
Robert T. Speltz �
Director, Global Community Affairs
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I. Commitment, With a Sense
of Perspective

FY01 FY02 FY03
Total Donations $29,132,291 $29,550,099 $30,665,183
As % of Profits 3.2 3.2 3.0
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The Target is 3% of Pre-Tax Profits
�
We keep it simple. �
�
Our target for these community investments is to give the equivalent of 3% of the preceding 
fiscal year’s pre-tax profits, through a combination of cash, products and in-kind services. 
Since setting this target in fiscal year 2000, we have hit it in each subsequent fiscal year. �
�
In Fiscal Year 2002 (FY02), which ended May 31, 2002, Nike contributed more than $29 million to 
more than 2,200 organizations around the world. 34% of the donations were in cash; 66% 
percent were in product or in-kind donations. 38% of the total was distributed to groups based 
outside of the United States. (For comparative purposes, 51% of Nike revenues were 
generated outside the U.S.)�
�
In Fiscal Year 2003 (FY03), Nike contributed more than $30 million to more than 1,500 
organizations. 47% of the donations were in cash; 53% were in product or in-kind donations. 
39% of the total was distributed to groups outside of the United States. (During the same 
period, for comparative purposes, 56% of Nike revenues were generated outside the U.S.)�
�
�
�
�
�
�
Cash grants in both years varied in size. Some grants were small, including a $1,000 gift to the�
V Foundation, which supports cancer research, and a gift of similar size to the Greater Memphis Arts 
Council. Among the larger ones was a $250,000 grant to the Jackie Joyner Kersee Youth Center 
Foundation, which supports leadership programs for youths in urban areas. These grants are 
unusual for Nike, at least in terms of size; the vast majority of Nike gifts are between $5,000 and 
$50,000. In FY02 and FY03, we supported a wide variety of groups, including the following.�
�

• Variety Club Tokyo. The group supports and facilitates sports activities among physically 
challenged youth.�

• Wings of America. Using running as their vehicle, they teach leadership, self-esteem, 
wellness and cultural pride among Native American youth across the United States and 
Canada.�

• Memphis-Mid South Junior Golf Association. The association promotes life skills, higher 
education and leadership through the game of golf, primarily serving youth who have 
neither exposure nor access to the game.�

• National Head Start Association. Our $800,000 FY03 grant for their Start Line Program will 
provide more than 400 computers for children and families participating in Head Start 
programs.�

• Oranje Fonds. Based in the Netherlands, this foundation is the vehicle for all of our grants 
in the country; they helped identify projects in which small groups of disadvantaged 
young people set up team-oriented, community-oriented sports projects.�
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Giving More Than Cash
�
Nike donated products to a wide variety of groups around the world. Quite often, the fit is 
perfect: We support many sports-related groups, and our products can help bring the benefits 
of physical activity to more people. Sometimes the fit isn’t perfect, but the timing is: Many 
product donations are for disaster relief efforts. We often pull from in-line stock, with grantees 
receiving products that are on store shelves right then, but we also send discontinued or over-
runs. (For reporting purposes, we use a sliding scale to determine the dollar value of these 
contributions.)  The following are among the many groups to receive Nike products.�
�

• Bus Stops Here Foundation. Named for its founder, Pittsburgh Steeler Jerome “The Bus” 
Bettis, it helps underprivileged young people develop self-esteem, a sense of 
responsibility and employability. Because they rely in part on athletics to develop these 
characteristics, we supply athletic footwear.�

• Shan King Children & Youth Center. Serving underprivileged youth in Hong Kong, they use 
athletics, and Nike gear, to help build a sense of responsibility and employability.�

• Shelter Partnership. We send footwear and apparel to this consortium of shelters serving 
more than 40,000 homeless women and children in Los Angeles County.�

• Memphis Chapter of the YWCA Abused Women’s Services. They provide shelter, clothing 
and other necessities for women fleeing abusive relationships and who often arrive at the 
shelter with just the clothes on their backs. �

• Esperanza International Foundation. This group works with impoverished youth and 
families throughout South America. �

• We make donations to help the victims of disasters and work with many groups to do so, 
including Gifts in Kind International, Mercy Corps and Opportunity International.�

�
We also make in-kind contributions, often the kind of gift that can provide a boost that money 
alone might not deliver. Athlete appearances at charitable events fit in this category; playing 
matchmaker between athlete and charity is sometimes the most appropriate contribution we 
can make. The Tiger Woods Center, a state-of-the-art meeting facility at Nike’s World Headquarters, 
often plays hosts to charitable events or meetings convened by non-profit groups. Nike’s 
Employee Communications Center has hosted annual meetings of the Memphis Interscholastic 
Athletic Association in each of the last three years. Other in-kind contributions include, but are 
not limited to, computers, vehicles, furniture, auction items, t-shirts and banners designed and 
produced by Nike staff. �
�
Narrowing the Range of Issue Areas
�
In 2002, we made a series of decisions to ensure that our philanthropy is increasingly strategic. 
While retaining the depth of funding, we will narrow the range, focusing on two key issues. �
�
We will work to increase the participation of young people in physical activity to improve 
their lives. This would seem an obvious step for Nike, but it comes with a twist: The emphasis is 
not on the games themselves, but on the life-long benefits they bring to those who participate.�
�
We will develop and invest in innovative solutions to the challenges of globalization faced by 
women and girls. In part, this recognizes that Nike is often at or near the center of debates over 
globalization; it also recognizes that we may be uniquely positioned to serve as a catalyst for 
the study and development of the issues. �
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A narrowing of focus allows us to help leverage one grant with another, and to more efficiently 
match employee interests and experiences with the needs of grantees. While it forces us to say 
no to groups we’ve supported in the past – with the resulting bruised relationships perhaps 
affecting Nike – we believe the narrowing will ultimately make the acceptance or rejection of 
grant proposals easier for all involved. �
�
There is a potential downside to our focus. Some might view the move cynically, seeing it as a 
means to use charitable contributions to achieve marketing gains; the focus on youth activity, 
they might say, is less a charitable contribution than a way to get our products in front of young 
athletes. The challenge is legitimate, and there is no doubt that the focus on physical activity  
is helpful to the company’s reputation. But we take a different view, seeing no valid reasons to 
separate our passions and expertise from our charitable efforts – and many reasons to 
combine them. �
�
In addition, we are exploring ways to measure our impact in these areas of focus. Nike’s EMEA 
(Europe, Middle East & Africa) staff has engaged a team of consultants to gauge the social 
impact of our grants and programs in the region. The in-depth evaluations, undertaken in five 
countries, will rely on a series of surveys and interviews – including confidential interviews of 
community partners – as well as independent sources about social conditions where available. 
The reports will also provide an opportunity for thoughtful feedback from grantees and�
other activists. �
�
Putting Community Investments in Context
�
What does it mean for a corporation to target 3% of prior year’s pre-tax profits to charitable 
purposes? For comparative purposes, U.S.-based corporations gave an average of 1.2% of 
pre-tax profits in 2001, according to the Center on Philanthropy at Indiana University. (It is 
difficult to make global comparisons, largely because corporations supporting charities 
overseas do not always categorize the gifts in a separate budget line item.)�
�
In 2002, large companies tended to give less in cash and more in products and services than in 
previous years, according to the Chronicle on Philanthropy, which expects the trend to continue 
at least through 2003. This was not the case at Nike – cash donations, as a percentage of our 
total giving, actually rose in FY03 – but it raises an important issue. Because many non-profits 
depend on contributions from the corporate sector, what steps can businesses take to reduce 
the fluctuations in funds available to the NGO community? (The question should not suggest an 
obligation of funding, but instead notes the burden of expectations.)�
�
There is another form of context that should be acknowledged as well. Our biggest potential 
impacts on nature and humanity, and our greatest opportunities to effect positive change, are 
through the operations of our business. How workers in contract factories fare, what materials 
and processes we use to produce goods, how we deliver products to markets and to 
consumers – these are the issues on which we can, and will, be judged. We’re proud of the 
community investments we make, and are pleased when the company gets credit for making 
those investments. But these should in no way serve as a distraction from, or a hedge for hiding 
from, the greater goal to conduct everyday business in an ethical and responsible manner. To 
imply anything otherwise when discussing corporate philanthropy would be misleading, at best.�



Year Employee Employee Total Match Increase Over
Contributions Hours Previous Year

FY02 $1,769,045 51,165 $2,195,364 11%

FY03 $2,251,504 67,212 $3,030,559 38%
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II. Our Employees Lead 
�
A Rise in Community Activism
�
While the company has established two issues of primary focus for community investments – 
globalization and youth activity – we also answer to another authority: our employees.�
When they lead, we follow. And, lately, they have been leading. Community activism and 
philanthropic contributions by individual Nike employees, at least so far as we can measure 
them, substantially increased in FY02 and FY03; much of this increase may be related to 
company efforts to support activism. �
�
If a U.S. employee contributes to a qualified non-profit organization, we match their 
contribution, dollar for dollar, up to $5,000 per employee per year. In FY02, we matched $2.3 
million in charitable contributions made by Nike employees, an increase of 19% over the 
previous year. In FY03, we matched $3.0 million in employee contributions, an increase of 32%. 
Among the larger match recipients were the Environmental Federation of Oregon and several 
colleges and universities. �
�

When a U.S. employee volunteers for a qualified non-profit organization, we match their time 
with money. For every hour of volunteer work, we donate $10, up to $5,000 per employee per 
year. In FY02, we matched more than 51,000 hours in volunteer time; we matched more than 
67,000 hours the following year. Among the hundreds of groups benefiting from this match are:�
�

Community Cycling Center. In December 2002, Nike employees collected, repaired and 
cleaned 150 bikes, which the Portland, Oregon-based Center then gave, along with 
helmets, to underprivileged children. The Center received more than bikes; Nike volunteer 
hours were tallied, and the company sent a check for $2,200. (This was in addition to a 
$5,000 grant already given to the group.)�

�
Habitat for Humanity. In the summer of 2002, more than 1,200 Nike employees chipped in to 
build a 4-bedroom, 2-bath home in North Portland, Oregon. During the same period, they 
provided enough volunteers to assist in building three additional houses. Because this 
qualified under the volunteer match, Nike sent Habitat for Humanity a check for $97,440 – 
which, in turn, helped build more homes in rural Thailand.�

�
Nike’s EMEA (Europe, Middle East & Africa) staff encourages activism through their 
Sport4ACause Fund. The principle is the same: Our money follows the employee’s time. If an 
employee engages in a charitable sporting event – road race, golf tournament, soccer match, 
etc. – the company will match funds he or she raises. In some cases, our employees participate 
as a team; in others, dozens of Nike employees have made contributions to support a 
colleague’s efforts.�
�
We also take the time to effectively play matchmaker between our senior managers and�
non-profit groups needing Board members. These aren’t ex officio placements – they reflect 
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the passions and interests of the Nike employee – and they tend to have a positive impact. �
Since beginning this effort in 2000, we’ve helped place more than 40 employees on �
charitable Boards.�
�
The Implications of Following�
�
Some of these programs present challenges, and potential problems, for Nike – or any 
company interested in supporting employee activism. �
�
They expose a contradiction in our strategy. On one hand, we choose to focus our resources,�
in the hopes that our dollars will be spent with the greatest impact. On the other hand, when 
employees support diverse groups and causes, focusing is a challenge. This is especially true 
when their activism increases and our U.S. matching funds program takes up a greater 
percentage of our community investment budget. With this in mind, we are exploring ways�
to strike a reasonable balance. �
�
In addition, the matching program occasionally leads Nike to send checks to organizations the 
company would not otherwise support (see VI. Giving Guidelines). As a company, we typically 
do not offer financial support to religious organizations – but our employees do and, because 
many churches qualify as legitimate non-profit organizations, we match their contributions. At 
our Memphis, Tennessee, distribution center, for example, more than 50 percent of the 
matching gift donations went to faith-based organizations. These groups provide a diverse 
variety of services – homeless shelters, food bank distribution centers, disaster relief, etc. – to 
people in and around Memphis. Conceivably, our policy could lead us to send checks to 
controversial groups or some that we might oppose outright, but we accept the potential 
contradiction willingly. We recognize that we cannot inspire our employees to community 
activism – and then tell them that we’ll only support select groups or causes. While there may 
be risk of embarrassment if any such group receives funding, we trust that, on the whole, 
encouraging our employees to be active will lead to positive ends, for communities and for Nike.�
�
Nike Athletes in the Lead�
�
In the same way that we follow our employees, we follow the lead of our athletes. In both FY02 
and FY03, we gave more than $1 million to the Jordan Fundamentals Grant Program. Named for 
Michael Jordan, the program annually distributes 400 grants in the amount of $2,500 to teachers 
(and other professionals) of grades six through twelve. These teachers must demonstrate 
instructional creativity and build high learning expectations among economically 
disadvantaged students. �
�
We sponsor the Casey Martin Award, named for the American golfer who competes despite 
suffering from Klippel-Trenaunay-Weber syndrome, a rare degenerative condition that causes 
chronic leg pain and makes it physically impossible for him to walk during tournaments. When 
presenting the award, we give a $25,000 gift to a non-profit of the recipient’s choice. �
�
We made several cash grants of varying sizes to other foundations associated with Nike 
athletes, including Alonzo Mourning, Carl Lewis and Dawn Staley.�
�
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III. Bringing the Benefits of Physical
Activity to Young People�
�
The Quiet Epidemic of Inactivity
�
We choose youth activity as an area of focus for a simple reason: Kids the world over need to 
move. Running, jumping, walking, climbing, cycling, ballet, hip-hop, sports with a ball, foot 
bagging, Double Dutch, skate boarding, even pogo sticking – whatever and wherever, if it 
involves kids in motion, it’s good. �
�
While physical activity is essential when brain and body are developing, kids often don’t get 
enough. This is not merely the complaint of a sports company; it is an issue with great consequences:�
�
1. Kids born today are expected to have a shorter life expectancy than their parents due to 
inactivity and diet. (Obesity Week, Feb 3, 2002: v2, #5)�
�
2. Kids today spend an average of 5-1/2 hours a day in front of a TV or computer. (Kaiser Family 
Foundation, 1999)�
�
3. Daily attendance in P.E. dropped from 42% to 25% among high school students between 
1991 and 1995. (U.S. Department of Health and Human Services, 1996)�
�
4. One in four children does not attend any school P.E., and fewer than one in four children get 
20 minutes of vigorous activity every day. (National Association for Sport & Physical Education)�
�
Our response: Build and support efforts to increase physical activity among young people. 
The task is simple and measurable, but must involve more than rolling out the basketballs and 
letting kids play: We see this not as sport for its own sake, but sport as a means to an end. As 
we consider this issue in a global context, we see different opportunities and challenges. �
�
NikeGO Leads the Way in the U.S.�
�
Our U.S. response is NikeGO, a national program offering thousands of children, ages 8-15, the 
support and motivation to become physically active, stay healthy and have fun. We jump-
started the multi-year program in 2003 with grants, totaling $1.7 million in cash and products, to 
Boys & Girls Clubs in 16 cities. The programs are designed for and with the help of kids – they 
help supply the ideas, and we supply the means to make them happen. As important as the 
money is the time: More than 2,000 Nike employees contributed a total of more than 10,000 
hours to help inspire youth activities. �
�
The programs vary, reflecting the character and personalities of the kids who helped create 
them and benefit from them.�
�

• In Southern California, NikeGO helped the Boys & Girls Clubs of Whittier develop Re-biCYCLE. 
Kids meet three days a week to repair and rebuild donated bicycles. They do all the work, 
and end up owning their own bike. Now, they’re hitting the streets for four- and six-mile 
road races.�

• Because African-American youth drown 2.5 times more often than Caucasian children of 
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the same age, NikeGO helped the Boys & Girls Club of Atlanta refurbish five swimming 
pools, and brought swimming lessons to more than 500 youth. A similar program in New 
York helped 20 teens be trained and certified – and hired – by the Red Cross.�

• When budget cuts led to the elimination of physical education (P.E.) at Boise-Eliot 
Elementary School in Portland, Oregon, Nike employees partnered with SPARK (Sports, 
Play and Active Recreation for Kids) to learn, and then teach, P.E. to kids in grades 3-5. 
Class sessions involved a full 30 minutes of constant movement. �

�
Around the World: Different Approaches for Different Cultures
�
In Europe, Nike views sport as an opportunity to build social cohesion among different 
nationalities and ethnic groups, particularly at a time when long-settled cultures are absorbing 
floods of immigrants and refugees. Their version of the program, called Move & Include, 
focuses on this opportunity.�
�
Staff at Niketown Berlin coach kids living in some of the city’s poorest areas, many of them first 
generation immigrants to Germany who are struggling to find a real home. The project is an 
oasis of enthusiasm in a place where crime and drugs often take over.�
�
In South London, a Nike-affiliated program attempts to tackle racism, bullying and destructive 
play on primary school playgrounds. Playgrounds are refurbished, relying on Nike designs, into 
“Zoneparcs.”  Zoneparc leaders – who are kids themselves – use toolkits to orchestrate play 
activities. Many kids participate simply because the association with Nike adds luster to the 
project, another reminder that we can, and should, offer more than just financial help. In May 
2002, the UK government announced it would invest £10 million in Zoneparcs, making 475 
schools across the country eligible for the concept. �
�
In Asia and in the developing world, where huge masses of people live in dense mega-cities, 
the issue is one of access. If kids want to move about, where is there room? The Nike Football 
Park, part of the Dong Dan sports facility in the center of Beijing, is available to community 
soccer enthusiasts for two hours daily free of charge. We continued and extended our Open 
Courts program in Shanghai, where most of the city’s open-air basketball courts are located on 
school campuses – which had in the past remained closed after school and on weekends. In 
FY02, we renovated two courts at one school, creating a basketball park used late into the 
evenings. The opening celebration was a delightful event – Hip Hoop, they called it – with 
music, deejays and large crowds. The playground had become a center of youth activity.�
�
Having previously funded construction of the Chris Hani Sports Complex in Orange Farm 
Township near Soweto, South Africa, our FY02 and FY03 contributions supported upkeep of 
the facility, as well as school and community sports activities. Prior to our initial investments, 
no recreational facilities existed in this community of 350,000 people – the absence a legacy 
of apartheid.�
�
 �
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IV. Developing and Investing in Innovative 
Solutions to the Challenges of Globalization 
Faced by Women and Girls�
�
The Biggest Challenges Are in Business Operations
�
A focus on the issues surrounding globalization does not require a shifting of resources within 
our community investments; we’ve been funding organizations active in this field for many 
years. But consciously elevating the issue does change things. It reminds us that we have 
something to offer in the study and practice of these issues. After extended periods during 
which we, as a company, were at times defensive, these are helpful reminders.�
�
It is important to note once again that the production and distribution of our goods is where we 
have the greatest impact. Many of our most sizeable contributions in this arena, then, are 
made not as community investments, but through our business operations. That is, we fund 
many NGOs that are developing programs designed to address the problems of globalization, 
but do so as straightforward business expenses; we do not include them in the 3% figure. �
For example:�
�

• Our contributions to the Global Alliance for Workers and Communities are helping 
identify new ways to support workers across Asia. �

• Our support of the Global Reporting Initiative is helping to establish mechanisms for 
transparency in businesses. Ultimately, we hope this work will help NGOs and consumers 
hold businesses accountable for their actions in a consistent manner. �

• We work with Business for Social Responsibility to help identify best practices for water 
treatment in the apparel industry. �

• Our support for the World Wildlife Fund is helping establish the best methods for tracking 
a company’s climate impact. �

�
All of these relationships directly aid and benefit Nike in obvious ways, which is why we do not 
categorize them as charitable donations. �
�
Helping Individuals Grow Their Own Businesses
�
In Southeast Asia, Nike’s micro-loan program is playing a small, but direct, role in building the 
numbers of locally owned businesses. �
�
Loans have reached more than 10,000 largely female borrowers in all three countries since 1997, 
and the number is growing. Nike has distributed over $1 million in funds over the last five years. 
According to Opportunity International, Nike is one of the largest corporate funders of micro-
enterprise development programs in the world.�
�
Our grants to key NGOs partners, including Opportunity International and the Vietnamese 
Women’s Union, become small loans, generally a hundred dollars or less, to individuals starting 
their own business. The overwhelming majority of loan recipients have been women, who may 
gain the flexibility to work at home with the goal that they can then draw an income while still 
rearing children. In many cases, the loan recipients benefit from training and education 
provided by the NGO, and they meet to collaborate with, or learn from, other loan recipients. �
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An example is useful to show the potential impact of these loans. Ngoc Anh lives with her 
husband and two children in a rural village two hours from Ho Chi Minh City. Her husband, a 
farmer, earns the equivalent of $21 per month. With a micro-loan equivalent to $71, Mrs. Anh 
bought 100 chickens, chickenfeed and materials for building a coop. After three months, she 
sold the chickens for $179, and continues to raise chickens and ducks. Her business is now 
self-sustaining.�
�
In FY02 and FY03, our micro-loan funding totaled $100,000. Since beginning this program in 
1997, the program has reached more than 5,300 disadvantaged families in Vietnam, Thailand 
and Indonesia. 
�
In Thailand, we support work by the Population and Community Development Association 
(PDA) designed to improve lives in rural areas. While more businesses are relying on larger 
contract factories in already-crowded cities, PDA is helping build networks of smaller factories 
in rural areas – which means families stay united and young people can stay at home and find 
meaningful work. With Union Footwear, a key Nike footwear supplier, they helped create “Nike 
Village,” a collection of small stitching centers that has become a center of economic and 
cultural activity that in addition to micro-loans includes a vegetable bank, tree bank, women’s 
development programs, a school and accompanying lunch and scholarship programs.�
�
A Growing Interest in Girls’ Education�
�
We regularly provide funding, apparel and footwear as assistance to communities ravaged by 
disasters. Much of this support tends to go to the victims of natural disasters, but we have also 
supported victims of human-caused disasters. In FY02, for example, a large percentage of 
these donations went to communities affected by the terrorist attacks of September 11. �
�
In some cases where we provide product to aid organizations, we have begun working with 
them to build in a sporting component to these donations. For example, our products are 
being used in programs that rely on sport as a tool for conflict resolution by the United Nations 
High Commission for Refugees (UNHCR) and Mercy Corps. Nike gear is used in a Kenyan 
soccer league in which refugees and local residents compete together; teams improve their 
chances of making the championship match by chalking up volunteer community service points.�
�
In addition, in 2003, Nike’s EMEA offices partnered with the UNHCR to pilot a sports program 
for young girls in refugee camps in Kenya. The goal is to use sports as a tool to promote girls’ 
integration in education; sports can begin a process of opening doors and building respect. �
�
This work connects with our interest in helping young people gain the benefits of physical 
activity. Equally important, it reflects a commitment by the Nike Foundation to begin focusing 
on girls’ education. A great deal changes – for the better – when girls and young women in 
developing countries gain full access to education. With contract factories staffed largely by 
young women, we see Nike as well positioned to help, and to learn. Over time, with a focus on 
girls’ education, our goal is that young women may enter the job market with more choices and 
more power.�
�
 �
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V. In Our Own Backyard:
Support for Groups at Home�
�
We have a special relationship with our hometowns. All of them. �
�
While narrowing the list of issues we’ll consider, we still cling to a geographic focus, reserving a 
portion of our community investments for projects close to home that focus primarily on our 
commitment to getting kids active. In the past two years, we’ve engaged in hundreds of 
projects focused on our communities. Here, we describe a small number of them.�
�
Nike’s European headquarters is located near Europe’s largest asylum-seekers camp, Crailo. 
Often exceptionally crowded, Crailo houses residents from more than 80 countries, with 
families staying as long as seven years. Time spent there can be made stressful by the 
uncertainty over whether or not a family will be allowed to stay in Europe. For youngsters at 
Crailo, something else adds to the stress – there aren’t good places to play. Nike volunteers 
welcome Crailo children onto our campus for an hour of intense playtime each week, giving 
them at least a moment of pure, uncomplicated play. Through specially designed games and 
activities, our volunteers help the children develop the skills of leadership, teamwork and 
discipline. Because of the range of issues these young people face, we’ve engaged a sports 
psychologist to work alongside them. It’s noisy, but we wouldn’t have it any other way.�
�
Hong Kong is another of our homes. A vibrant city of nearly seven million, it is also a place 
where a child’s potential can be overwhelmed by crowds, inattention, crime and drugs. Since 
1998, the Slam Dunk Basketball Challenge – a project started by Nike, contract footwear factory  
Yue Yeun and Save the Children – has helped a growing number of kids realize their potential. 
Underserved youths between the ages of 14 and 18, some of them minorities, are nominated 
for the program by teachers or social workers. Basketball training, personal planning and 
community involvement are the tools as they focus on personal growth and teamwork skills. 
Originally serving only boys, the program began including girls after the first year, at Nike’s 
request. The kids play hoops, with special training from the Hong Kong Basketball Association, 
and they also help the community. Winning teams visit the Yue Yeun factory to learn about 
business – and pick up Nike shoes. For its part, Nike received a Caring Company Award from 
the Hong Kong Council of Social Services.�
�
In Australia, the Athletes as Role Models Tour (ARMtour) is organized by several Australian 
organizations – including Nike staff. ARMtour sends high-profile athletes on the road to remote 
Aboriginal communities, with a program stressing physical exercise, healthy lifestyles and 
building self-esteem. After a sport skills clinic, group games and other activities, athletes sit to 
talk with kids about community issues, education and local customs. A primary focus is avoiding 
substance abuse, a serious challenge in Aboriginal communities. The communication is two-
way, a big reason why these athletes are making strong connections with young people. 
�
In Memphis, more than 100 volunteers gave more than 1,000 hours to the 2003 Spring Fling – 
the Tennessee State High School Championships in tennis, track and field, softball, baseball and 
soccer. We also work with Experience Art in Memphis, which cultivates and encourages public 
appreciation of the visual and performing arts. Through this partnership, 5,000 schoolchildren 
gain unique educational art experiences, and create art with an item of Nike apparel (t-shirts 
and caps) serving as the canvas. �
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In Oregon, we celebrated Nike’s 30th anniversary by refurbishing all of the outdoor courts in 
the Portland Parks & Recreation system. The $2 million project gives young athletes the chance 
to play on a world-class, cushioned Rebound Ace surface, made in part of recycled shoes. In all, 
we refurbished 90 outdoor basketball courts in 35 parks. In addition to resurfacing the courts, 
Nike will provide up to $10,000 per year in court maintenance-related expenses incurred by 
Portland Parks & Recreation, through 2017. The Anniversary Project is similar in ways to our 
Bowerman Track Renovation Program. Named for the famed University of Oregon track coach 
and Nike co-founder, the program annually provides four matching cash grants of $50,000 to 
community-based, youth-oriented organizations seeking to refurbish running tracks. Through 
FY03, we had made 13 Bowerman grants. Many of these are for tracks outside of Oregon, but 
the program has its roots in the state. �
�
In the wake of the September 11, 2001, terrorist attacks, our backyard grew by a little – by 3,431 
miles to be exact. Two hundred sixty-five Nike employees, from 16 countries, ran in a relay 
format from Astoria, Oregon, to New York City. With two runners together on the road at all 
times, we averaged 90 miles a day. We stopped in at a local firehouse each night, visiting 45 
along the way. In Somerset, Pennsylvania, we planted 41 trees in memory of those who died 
when their hijacked plane crashed there, and made donations to two groups preserving area 
trails. In Arlington, Virginia, home of the Pentagon, we donated funds to refurbish a local park. 
In Washington, DC, we gave to a group refurbishing three local school playgrounds in memory 
of three sixth grade students who died in the attacks. Most of the contributions and pledges 
solicited before and during the run went to the Families of Freedom Scholarship Fund, which 
supports educational costs for children who lost a parent in the September attacks, as well as 
the Fallen Firefighters and COPS funds, both of which support families of rescue workers 
injured or killed in the line of duty. By the time we reached Manhattan, we had raised more 
than $2.6 million. �
 �
�

VI. Giving Guidelines –
Applying for a Grant�
�

�
NOTE: These guidelines are for organizations based in the United States.�
Groups based in other countries who are interested in applying for grants�
should contact us at:globalcommunity.affairs@nike.com�

�
Issue Focus�
Nike’s corporate giving has two areas of primary focus.�
�

Increase and promote physical activity among young people. It could be something as 
traditional as soccer or basketball camps. It could be dance or jumping rope. It could be 
indoors, outdoors or both. Whatever it is, it should get kids up and moving, so they gain 
access to the real life-long benefits of sports and fitness.�
�
Address the challenges of globalization. The global economy has benefits for consumers 
and producers; it also has challenges. We’re interested in working with, and supporting, 
those who study these impacts and explore the best ways of addressing them. �
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Eligibility�
U.S. applicants must be tax-exempt, non-profit organizations as defined under Section 501(c)(3) 
of the Internal Revenue Code or a unit of government if the contribution is solely for charitable 
or public purposes.�
�
Applicants outside the United States must be charitable in purpose and identified as non-
governmental organizations (NGOs) or the equivalent of a tax-exempt non-profit organization.�
�
Geographic Focus�
In the United States, we focus our corporate giving to communities where Nike has a significant 
employee or Niketown retail presence. Of 11,000 Nike employees located in the U.S., about 
5,000 work in Beaverton, Oregon, at the World Headquarters; a Wilsonville, Oregon, 
Distribution Center; and various retail venues. Another 6,000 or so work in the Memphis, 
Tennessee, Distribution Center and other retail stores around the country. Nike operates �
thirteen (13) Niketowns throughout the U.S. To view the Niketown store locator, please visit 
http://niketown.nike.com/locator.html�
�
Nike will not support organizations that discriminate against a person or a group on the basis of 
age, political affiliation, race, national origin, ethnicity, gender, disability, sexual orientation or 
religious belief.�
�
What We Don’t Do�
In order to maintain focus and achieve greater impact of corporate giving, Nike will not provide 
charitable support for: �

• Individuals (scholarships, stipends, fellowships, personal assistance)�
• Individual sports teams�
• For-profit ventures�
• Religious groups for religious purposes�
• Capital campaigns, endowment funds or memorials�
• Lobbying, political or fraternal activities�
• Team sponsorships�
• Individual study, research or travel grants �

How to Apply for Cash Grants
For those seeking cash support, we invite proposals from non-profit organizations or 
collaborations among organizations. Before preparing your proposal, please ensure that your 
non-profit or NGO organization meets the Eligibility criteria outlined in these guidelines. 
Proposals should include the following information in this order: �

1. Description of the organization, including its mission, major accomplishments, 
governance, area and population served.�

2. Detailed description of the project or activity for which support is being requested, 
including the amount of the grant request. �

3. Operating budget for the current fiscal year.�

4. Identification of funding sources for the current fiscal year and amounts received (include 
foundation, corporate, individual and public support). �

5. List of any previous funding received from Nike, Inc. or the Nike Foundation and short 
project description.�
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6. Project budget. �

7. List of current board members and key staff. �

8. Most recent financial statement. �

9. Copy of the organization’s tax-exempt notification letter from the IRS or�
    equivalent documentation.�

Nike may request additional information. Proposal materials, including photographs, videos, 
CDs and special binders, cannot be returned. �
�
E-mail or fax proposals will not be accepted. �
�
Send your completed proposal to: �
�

     Global Community Affairs�
     Nike, Inc.�
     PO Box 4027�
     Beaverton, OR 97076�

�
What Happens Next?�
Eligible proposals are reviewed throughout the year. Grant decisions are based upon 
appropriate fit with guidelines and funding availability. Inquiries about status of applications are 
discouraged due to limited staff resources. �
�
All eligible requests will receive prompt staff review and response. Generally, applicants will 
be notified of the status of their request within eight weeks.�
�
Looking for Team Sponsorship? �
Nike receives hundreds of unsolicited requests for sponsorship or marketing-related support 
each month. These unsolicited proposals are reviewed, but rarely funded. �
�
One Additional Hint�
Thank you for visiting Nike’s Giving Guidelines. You might consider thinking beyond global 
sports and fitness companies when seeking support. Many local businesses are actively 
looking to establish links with the community. While this adventure will require some research, 
it may be the best avenue for satisfying your request.�
�
�
�
�


