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P R E S E N T A T I O N

John L. Stauch - Pentair plc - President & CEO

Thank you. Excited to be here. 21 days into the job, so we're ready to go and tell you about the focused Water. So I want -- just whatever Fortive
said, that's what I want to be 2 years from now. That's what I want to do. So that gives you a picture.

So real quickly, I think the main purpose of us deciding to separate the company was clear in the sense that we felt we needed both focus on our
businesses differently, and we have the opportunity to be a pure-play water company. We have the opportunity to go into a space that has a lot
of good growth dynamics in it, and really separate ourselves from the competition by focusing differently on what we're going to do to provide
value.

Being a pure-play is very important. We have good businesses. We have good products. We have powerful brands, and we have to demonstrate
the power of the organic growth that those businesses can provide.

We have the Pentair Integrated Management System. Its framework is off of the Danaher Business System. It's lean-based, clearly not going to
declare victory that we're as far as long as Danaher built it out, but we've made a lot of progress and our next wave is what we can do around
commercial excellence and building out the growth capabilities in the company.

We have a large installed base, 70% of our business serves the installed base and nearly 80% of our business goes through a traditional distributor
dealer trade channel install methodology. The value of that is we usually have a little moat around us when it comes to the price-cost relationship,
and we'll talk about that a little further. And we have a strong capital structure, and we have the ability to generate a lot more cash, and we're going
to be very disciplined in how we put that to work. And I know you guys want to hear what we're going to do with our capital, and I'll share a little
bit about that later in the presentation.

So the need for water touches nearly everything we do. Our access to clean safe water is essential to life, the health of our world depends on it,
and that's where we come in.

Pool season is opening, so we used a pool picture here. So thank god, the Midwest is finally opening and the Northeast is finally opening, and this
is kind of jumping in.

We have good scale. We're in 130 locations, 34 countries, 10,000 people globally. And I think now, allowing this 10,000 people to focus on a particular
theme and a particular business structure is really how we think we're going to differentiate ourselves and create value.
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We play primarily in Residential and Commercial with sustainable solutions, but we also have about 20% of our business in the Industrial, Infrastructure
and Agricultural space. I know there's been a lot of talk about this 20%. And does this mean then it's going to exit the portfolio? I would say not
likely. The one thing that we have to understand is, although we have core businesses that we invest in as companies, we also have other markets
that utilize and leverage technology, and the technology that goes in those markets are often very beneficial to bring back into your core. When
they don't provide that value and they become too much of a distraction and they're not generating return for share owners, then I think you have
to make a decision to try to exit those businesses, but we don't think we're in that position right now.

We did take around 10 or 11 product lines out over the last 15 months, and we reduced $65 million in revenue that's in this year's 2018 forecast,
and the total profit loss on that was about 0. So we have optimized the portfolio some, but we really feel like we've got a good portfolio and good
coverage and good focus.

We have a very powerful purpose, being a pure-play water company allows us to focus on the health of the world and making sure that people
have reliable access to clean, safe water, but we also are a public company, which means return to share owners is crucial to everything we do.
We're not a charity.

Our mission is smart, sustainable solutions, and you'll see that we're starting to move out on the Internet of Things, automation. It's a big part of
who we're going to be as a water company. And also making sure that our vision is clear, and that is to be the leading Residential and Commercial
water treatment company.

A lot of thought went into that, a significant strategy of looking market back. Where do we play? We play in Residential and Commercial. Even
though the largest market for Filtration is Industrial, it's very hard to take $100 million of your portfolio and say we're going to be an Industrial
filtration company. The profit margins in our space is really rich, and we have the opportunity to do really well inside these markets.

So here's our strategy on the page. Starting from the left-hand side, just a little cut to what our revenue is by segment, by vertical and geography.
And then in the middle, this pure-play water company focused on $3 billion of revenue; fairly high operating margins; really strong cash flow,
greater than 100% of adjusted net income or about 125% of GAAP income. And 3 strategic growth themes that I'll spend a little bit more time on,
and then 2 themes that cut across the entire organization, which is innovation and what we're going to do about digital transformation.

It's all about value creation, and you can see on the right-hand slide that it's about base growth. It's about making sure that we've got a core amount
of differentiated growth that's really market share or share take. And then ultimately, doing better on tuck-in M&A.

When we take a look at the sustained performance, operating margin is still critical. I don't think we can focus on growth without also improving
margins, and then generating our cash flow and then putting that precious capital to work as it is truly precious.

Here's the market trends. Most of all of these things are in our favor right now. We're looking at a global economy that I don't think has ever been
stronger. I think we keep getting asked, what are your concerns? I think the concerns we have are just out of our control. They're mostly political,
things like tariffs, et cetera, but from a core overall business portfolio, we're in a really good position right now and our markets are really growing
strong.

Here's our $3 billion global leader in Residential Commercial water treatment business. We do believe we have industry-leading products and
brands. We do believe that aftermarket installed base is significant to our ability to have a more recurring revenue stream, and we also believe that
our free cash flow is not yet valued, and I know we have to prove it to you and demonstrate that our cash flow should be how we're measured as
a company, and that's a huge opportunity for us to create shareowner value.

Our Pool business is a global leader, but more importantly, it's a leader in the #1 market in the world, which is North America. We created this
leadership position through our dealer intimacy and our aftermarket support. We have a Net Promoter Score across our dealer channel of high
80s, it's greater than 85. That's a terrific thing. We got there because we're there as a technical support for all of our dealers, and we help our dealers
make a lot of money.
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Our next opportunity within Pool is to get more consumer-led through digital marketing campaigns and make more consumers aware of what
Pentair is, and then draw that demand back to the dealer channel to create a win-win scenario.

Our global leader position at Filtration Solutions is about $600 million of water filtration, which we're really highly focused on around Residential
and Commercial. And the rest of this portfolio touches Food and Beverage, Industrial and the Infrastructure markets.

And then we can't forget about our Flow business, which is a well-positioned business in North America, and then we have niches around the world
that create value for us and also create technical capability.

We are founded in PIMS, which is Pentair Integrated Management System, which is based upon lean enterprise. I think that we have advanced
ourselves in the operational footprint side. I think we have not done as good a job, which is our opportunity, by transforming lean into the front
end side of the business. And we're building our commercial excellence process on the foundations of lean, which really thinks about where we
are in the current state, what does the future state look like and then how do we build the right transformational plan to get from Point A to Point
B.

What commercial excellence means is more market segmentation, really understand the personas of our customers and really understanding how
we differentiate ourselves versus our competition in the customers eyes.

Here's our top priorities for 2018. This was not a typo. It starts with 0, which is delivered 2018 financial commitments. I think without delivering on
your commitments, it's hard to think about what you can do for the future. And so as an organization, we're spending a lot of time saying how do
we make sure that our 2018 commitments are the bare minimum of what we're expecting as an organization, and then how do we work over the
next 3 to 5 years to really build the capabilities around this process.

You heard Jim talk about culture. I think any time, as a new company, you want to make sure that your culture is foundational to what you do, and
what we want to do is take all the skill sets that we've embodied in lean, and transform them into how we're going to grow.

And you don't just snap a finger and tell people to wear shorts and flip flops and bring a dog to work and then you grow. It's really about understanding
what the customer needs and why do we have a right to solve that customer solution for them.

So here's are a couple snapshots of those 3 strategic growth priorities. Advancing growth in Pool, as I mentioned, is about taking a 5-million pool
installed base, and so 5 million pools that are out there, installed base. To put that in perspective, new pools should be somewhere around 140,000.
So although as new pools are important, and we've been able to raise content around $2,500 per pool to in the neighborhood of 7,500 to 10,000,
depending on the size of your pool, that creates more content for the future. It's also about going into those 5 million installed base pools and
building out the capacity around variable speed pumps, which even though are hugely successful in saving energy are only about 20% penetrated
today.

We think the optimum level would be around 50%, and that's a lot of headroom for us to really grow from 20% to 50%. And making sure that we're
connected to automation. Not trying to become the next Amazon Alexa or Google Home. Those devices are already there, but making sure that
every one of our products can be intelligent and every one of our products can connect to whatever device you want to use to control your pool
from.

In accelerating Residential and Commercial filtration, it's about taking our strong brand for food service, which is Everpure, and making sure that
we can build a branded offering, a branded solution in the Residential side.

We are the world's leading provider of water purification product, but you don't know we exist in Residential because we're a component in
somebody else's system.
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We believe, in this day and age of the consumer-led decision and choices, that we have to build that brand out in the consumer market and pull
that brand across an affiliated channel. And our investments are there around products, making sure we get digital marketing capability and getting
this dealer and brand loyalty up.

China and Southeast Asia is really just about getting back to our roots. We used to run this business very locally. We then tucked it into our Global
Business Unit, and now we're going back to creating a local focus so that it can focus on what's important to the local Chinese market.

For those of you who've spent a lot of time in China, China's extremely advanced. They're doing all digital currency today around transactions, a
very consumer- and brand-oriented and savvy, and our products have to look a lot more appliance-based than they do technical-based.

When you walk around the trade shows, when you walk around all of the areas in China, you'll see that everybody is trying to knock off our products
because our products are technically very capable and worthy of purchase, but they're really just putting a consumer savvy approach on it, and
that's what we're doing.

So today, we're $160 million in revenue. This is growing about 15% to 20%. It's 2-part: one, participating in the growth; and number two, starting
to take more share and differentiating ourselves against competition.

So here's our long-term value-creation goals. We put this out on May 8, and I think some people said, "Well, you're growing mid-teens this year,
why would you put this as a framework?" I do want to remind you that the intention here is over 5 years, and I think if we were to create double-digit
base EPS growth over the next 5 years, plus the value of this incremental capital allocation, I think we'd all look back and say that was pretty good
success.

Jim and I talked about maybe 2% to 4% core sales growth feels light. I think the real answer is why don't we just start beating it for a change and
then we can talk about raising our long-term expectations. And our segment income allows for continuing margin expansion, but also reinvestment
in the business in the form of growth. So we think this is a good framework and reminding everybody that we've now put $150 million of annual
share buyback into this long-term framework.

Somebody's asked me about capital allocation and what we're going to do with it. I want to remind everybody we do have a strong history of cash
flow. I think our operations are relatively lean. They're certainly not world-class yet, but they made a lot of progress. We're not working capital-intensive.
We're not capital-intensive and we do throw off a lot of cash flow. If we perform at those levels that I shared with you on the earlier slide and we
drive cash flow, we're looking at over $2 billion of cumulative free cash flow.

And I want to give that to you as a thought of, yes, we know we need to do something with it. We're going to end 2018 in our current forecast of
less than 1x leveraged. But we also are only 21 days into a new company, and we're spending a lot of time understanding our markets, understanding
our businesses, understanding what the economy looks like and then I know and I'm reminded of this by you, my board, everyone else, that my
entire tenure will be measured on one thing: how we did with investing capital over the time line and what type of return on that invested capital
did we yield. And so I get it. I want you to understand I get it, and I think it'll be more clear as we drive that value over time.

I do think that maintaining an investment-grade rating is important. I do think that we want to make sure we're always paying a competitive
dividend. We're investing in organic growth and making sure there's enough fuel for our businesses to continue to be able to grow organically,
and then making sure that we're looking at strategically aligned tuck-in M&A.

I want to take a moment to clarify this. I'm using words tuck-in and bolt-on. I think they're fundamentally different. I think tuck-in M&A can be highly
accretive because it's business as you know in markets that you know and you're bringing to your same customer set more products of what they
want. Bolt-on M&A, which is an adjacency, might be a like business in a different geography or it might be a different type of business on top of
your current business. The amount of integration resources required to do them are different and the types of expectations around what you
should be demanding from returns should be different.
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Transformative or bolt-on M&A can create a lot of value. It also can destroy a lot of value. So the decision has to be made very, very carefully to do
it.

And then, I think when you look at that bolt-on M&A, you have to compare it against share buybacks. So if you were to say, "How do we measure
you?" I think you should assume that this $2 billion of cash goes into buyback, and if we're to do something different, either tuck-in or bolt-on M&A,
we should be differentially better than what it would have been if we would have bought back our own stock.

So hopefully, that clarifies a little how we're looking at the capital. Clearly, we haven't earned the stripes that Fortive did earlier on their acquisition
capability and making sure that we can demonstrate the organic growth, and then we can talk about all these wonderful acquisitions we can bring
into the Pentair family.

So on May 8, we announced a series of things, from cash dividend to share repurchase authorization and also reconfirmed Q2 and full year guidance.
So just if you have any more information, it's on our new website, which is an advertisement for you to go look at our new website. It's finally
contemporary. It finally has all the tools necessary, and there was a lot of work and effort put into that. It took reducing about 32 brands and 33
websites to get to that space, and I think that's a demonstration of all the activity that's been going on for the last 15 months.

So in summary, we know to create incremental value for share owners, we have to demonstrate the power of being able to accelerate core sales
growth. We have to maintain our ability around sustained margin performance. It is a hallmark of what Pentair has done in the past. We can't lose
sight of the fact that it's growth and margin expansion that creates value.

Reminding you that we have strong free cash flow, and also reminding you that our tax rate is 18%. And we do think that's a structural tax rate of
18% on an ongoing basis, which hopefully starts to give you more of a value of what we can do below the line. And then, ultimately, putting our
disciplined capital allocation approach to work.

So with that, I'd like to say thank you, and open it up for any questions.

Q U E S T I O N S  A N D  A N S W E R S

Josh Pokrzywinski - Morgan Stanley Investment Research - Analyst

Just on the 3 pillars of growth, which I think have been kind of a change for Pentair over time, instead of being all things to all people, that kind of
narrowed it down. You mentioned back at your Analyst Day, particularly on the Filtration side and on Asia that there have been some pivoting
around the way the sales force addressed the market and that was ongoing with the new strategy. How has that gone? And then what -- how far
do they need to get to that process before those 2 pillars have earned the right to grow inorganically to kind of supplement that?

John L. Stauch - Pentair plc - President & CEO

Yes, I mean, I think the expression we used before, Josh, was we used to go to Kentucky Derby, bet on every single horse and high-five when one
of them won, right? So now I'll give you my win, place, show, right? And I think the one that we feel most confident about is obviously advancing
Pool growth, and what that's really about is how do we give them more fuel and more investment and not make them the cash cow to fund the
rest of the organization, but we're funding what's actually working inside. The Water Filtration one in China and Southeast Asia are really linked,
and that's why they're 2 strategies that are separate. We have a North American team that has to reestablish our brand and our positioning in North
America, but we also have to keep an eye on the fact that the China market and the growth in China Water Filtration is eventually working its way
back into the North American and European market. So it's a two-for, we have to win in China and then we also have to have a leading capability
to bring back across the globe. Obviously, that's what we're looking at. In the past, we had a sales strategy, as you mentioned. We're -- our team,
to make their quarterly goals in China, would just undercut price and sell it to European and North American distribution because it is the same
product, right? That's what we can't have happen again. So that team is dedicated and focused to the China and Southeast Asia market, and we're
scoring them and measuring them on their success in China and Southeast Asia.
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Josh Pokrzywinski - Morgan Stanley Investment Research - Analyst

(inaudible)

John L. Stauch - Pentair plc - President & CEO

I think the business that's earning the right so far is Pool, for sure. There's pieces of Water Filtration. Clearly, our Food Service platform and the
success we've had in the high single-digit growth there has earned it. And then China and Southeast Asia, I think is more of a wait-and-see right
now. As much as we'd like to do things there, there's also caution and a reason not to do things.

Deane Dray - RBC Capital Markets, LLC - Analyst

Wondering if you can expand on that last point regarding your opportunities in Commercial and specifically in Food Service. If you had to rank
order your best, biggest priorities and opportunities there and if you go to the trade shows, one of the themes everyone talks about is designer
water, the ability to tune water chemistry exactly to what certain foods to optimize either flavor, quality, freezing and so forth. But if you had to
rank order your opportunities on Commercial and then Food Service, in particular, what would those look like?

John L. Stauch - Pentair plc - President & CEO

Yes, I think in Food Service, we're talking about a very, very profitable, think about a 3 in the margin range, a couple of hundred million dollar
business, and so the EBITDA is very, very strong. I think we got to make sure that we're not trying to limit the growth there by trying to focus on
everywhere that we can have that same margin range and realize that there's a lot of opportunities. The same types of products and services, but
at a little different price point into the mass chains around the world, that's a huge game changer for us in Commercial. The second one is designer
water. What we do for some of the leading coffee producers in the world is we basically are taking varied inputs of water and ending with the
chemistry that's the same in every single one of those locations around the world. That is, in some case, a unique water proposition and there's a
lot of discussion inside Pentair how do we brand water, right? Because, ultimately, that's what people want, to expand their businesses in the Food
Service side. You saw recently in the Wall Street Journal, a company talking about they can't make their pizza taste the same without the water.
Those are exactly the opportunities you're talking about, Deane, and they're substantial, and I think we have the right to play and right to win there.
And I think we just have to stay focused and continue to invest in that side.

Joe Giordano - Cowen & Company, LLC - Analyst

John, curious about the linkage between your cash flow guidance and the process that you have to do on Flow and Filtration to drive growth. I
mean, obviously, it's a hard thing to reinvigorate. And how are you thinking about the risk of extra spending required to do so? How that like could
challenge your ability to deliver near term on your cash flow guidance?

John L. Stauch - Pentair plc - President & CEO

Yes, I don't think there -- the investments, we talked like $25 million of incremental income invested this year. And really, if you think about it, we
took the benefit of the tax rate goal of 2018 and we put that back into growing the business. That was the investment we made this year. So that's
in the 100% net income to cash flow conversion. I think it would be the more innovative things that would put pressure on the cash flow, i.e. leasing,
rental, et cetera, and those are huge opportunities. But I think we'd make it clear to you that we're doing that, and I think we'd make it also clear
what our return on those investments are, and you all must be looking at it as an internal acquisition is the way everyone should think about that.
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Steve Winoker - UBS Securities LLC - Analyst

So just in terms of your messaging and the $2 billion of cash that we should think about in terms of buybacks, first, and then, if you can do better
accretively, than that, that's the return we should expect in the deals.

John L. Stauch - Pentair plc - President & CEO

Do you agree that, that's the way we should look at it?

Steve Winoker - UBS Securities LLC - Analyst

Well, that's what you just said.

John L. Stauch - Pentair plc - President & CEO

I know, but do you agree on that?

Steve Winoker - UBS Securities LLC - Analyst

I think you should be doing deals that are value accretive over a long period of time. And yes, your buyback is your base case and you think your
stock is undervalued, but you want to prove it out first, right? So on that front, though, how are you, therefore, setting our expectations for kind
of any of this M&A in the next 12 months? I mean, should we really be sort of surprised by seeing M&A at this point? And it's really a 2020 time
frame when we should think about that, and you are going to be active on the buyback front until then beyond the $150 million?

John L. Stauch - Pentair plc - President & CEO

We've revved up the funnel-generation side of M&A especially around the tuck-in side. And I wouldn't be surprised, if I were you, not to say we're
going to get one done, but I wouldn't be surprised we did one in Pool because they have every right to do them. And I think the way Pool is spelled
is that with the whole Valves & Controls and the balance sheet being stretched and the whole ERICO acquisition, that they really feel like they're
ready to go and they deserve an opportunity. If we find one there, I don't think you should be surprised. As we move down the rest of those
investment priorities, I think we need to prove a few more quarters organic growth before we convince you that an acquisition is the right fit.

Steve Winoker - UBS Securities LLC - Analyst

Okay. And then just Residential versus Commercial and Industrial. I know you addressed it a little bit up front, but I mean is it a goal of yours to try
to increase the end market diversification outside of Resi? Or is that just totally incidental? If it happens, it happens.

John L. Stauch - Pentair plc - President & CEO

Commercial, yes, because I think Residential and Commercial have a lot of fundamental aspects to them. Industrial, I think, other than participating
in a niche way, I think the ship has sailed. I mean we looked at 2 acquisitions there, that went off and became other companies. I think we weren't
excited about our ability to really differentiate those assets and not have the capability to do something different with them. But also, the margin
profiles weren't as exciting to us when we look at where we sit in the Residential and Commercial space. And I really think the difference is that
you're looking at a scaled solution there that someone's buying 20 to 100 at a time and they have a pricing power over you or a leverage power.
And then without that defined aftermarket annuity, it becomes harder and harder to make that bet. And as we learned in the Valves & Controls
acquisition, it was more project-oriented without the aftermarket play, and those can be scary especially when you get outside of CEOs tenure
before you can actually see the return on the aftermarket side.
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Andrew Obin - Bank of America Securities-Merrill Lynch - Analyst

John, just a question. The new Pentair is a lot more focused on consumer end market versus your sort of Commercial end market before. How does
the mentality inside the company need to change to reorient the company towards this consumer markets, which tend to be -- are they more or
less competitive versus your historical Industrial market? How does the thinking inside the company need to change to address this?

John L. Stauch - Pentair plc - President & CEO

We started in January at our Global Leadership Meeting by making sure that we recognize that the customer is actually the consumer and not the
distributor or the dealer. And I know that seems strange, but a lot of times, you say, "Okay, the dealer is my customer." No, the dealer is a very, very
important channel partner to you and they help execute what the consumer actually wants and needs. That's step 1. Step 2 is the consumer mindset
is really about price transparency, awareness, all the different options, and it's much more social media-based today so you have to have a digital
capability around marketing and making sure that you're aware that we exist. It's also about making sure that you and we have the capability that
once you decide to make a purchase, we're connecting it to a Pentair dealer because if we don't do that, we've lost out on that potential sale. So
a lot of new talent being brought in, a lot of talent being outsourced, right, because these are skill sets that we might not be able to retain, but you
should expect that change to happen. And that's why I recognized the website, too, because it's got to be a consumer-facing website, ultimately,
as well. So it's a change. Now I do want to make sure that we didn't make an acquisition to get there, that's what we have, right? And so most of
my comments to the team was you usually start with your how do we win where we're already at today, right? And 60% of our business is there,
we have to go win in it, and we really have to differentiate ourselves. But I will share with you, the margins are quite high. We're in the mid-20s in
our Residential offering. So this is not an area that you say you have to go win in a price compression.

Julian Mitchell - Barclays Capital - Analyst

John, maybe a couple of questions I've got over e-mail. One is around, I guess, the health of the commercial construction up-cycle in the U.S. and
how you assess the different verticals there and how confident you are of that growth persisting? The second one would be around PIMS itself.
Obviously, you had an uneven time dealing with Valves & Controls, so maybe talk a little bit about how PIMS has evolved post that experience, if
at all. And how much progress you're making on it in terms of shifting it to that front-end and driving sales growth approach?

John L. Stauch - Pentair plc - President & CEO

Yes. So good questions. I mean, first of all, in the Commercial one, I just hit that one early. I mean, we're 20% in the Commercial space of $600
million. 1/3 of that is Food Service, and the rest of that would be things like fire pumps and things that go into the building construction side. And
we have not seen any slowing in backlog yet and we still see a strong overall market dynamic there. As it comes to PIMS, I mean, PIMS really, for
us, is the 3 pillars: lean; its commercial excellence, which is the new process that wasn't there when we did Valves; and it's also talent development
and making sure that we have a bench of talent capability. We're good at lean. I wouldn't say we're great, but lean is you have to be really patient.
It's led by people through a process and it has a particular impact. So it works and it usually works better when you're growing and you're finding
out ways to optimize. When you go into these huge downturns, now we're into something that's not really lean, let's just cost out, right? And I
don't think we should compare those 2 things, right? Now we did use lean very appropriately to take G&A and Valves & Controls from [9 to 5]. We
do use transformation processes, where are we in the current state, what can optimal be. So I believe deeply in the tools. Jim and I were catching
up last night. We both were introduced to these tools in a very deep way at Allied Signal. I used them at Delphi my whole life. But the patience at
the top have to be there. And if I change my mind every 6 months, it's going to be very disruptive to the organization. And so we have to use the
same message over and over and over again, and we have to make sure that our same priorities are consistent, year in and year out, and that we're
measuring people on a consistent basis. So I believe deeply in them.

Anything else? All right, well, thank you. Appreciate it.
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