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

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

All right, good morning everyone, and welcome to Pentair's 2018 Investor and Analyst Day. I'm Jim Lucas, VP of Investor Relations and Treasury
and, we're looking forward to telling you the exciting story of the new Pentair.

Now, my value add today is sitting here and reading the forward looking statement, but you guys have it so we'll skip that and get to the presentation.
The agenda today, we're going to have Randy make a few opening remarks, and then we're going to have John talking about the new Pentair; Karl
Frykman talking about prioritizing our opportunities; John Jacko, who many of you have not met before, talking about building out our growth
capabilities; our own Dr. Phil Rolchigo talking about accelerating our investments in technology. We'll take a small break and then come back with
Mark Borin to wrap it up with what you guys want to hear, talking about the financial strength. And then, we'll leave plenty of time for Q&A.

So, with that, I'd like to hand it over to Mr. Randy Hogan, Chairman and CEO. Mr. Hogan?
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Randall J. Hogan - Pentair plc - Chairman and CEO

[audio not available] ...as I was saying, we gave guidance on January 30th, and this being the last quarter of Pentair in its current form, I'm here to
say that we see no reason to change that at this time. So, I wanted to get that out of the way, so that we could focus on the future. And, the future
is for Pentair to have two separate companies. So, the reason we're separating, and you've heard it before, but I want to say it again, is the board
and I believe that we can create more value for shareholders, better serve customers, and give our employees better opportunities by separating
between Water and Electrical. Water, a business that can focus on sustainability, it's close to $3 billion in sales, and it's very profitable with very
high cash flow. Electrical is focused on connecting and protecting of some niche applications, but high value applications in the Electrical space.
And it too, at over $2 billion, is very profitable, very high cash flow. They have unrelated opportunities going forward, so we decided that the best
thing to do was for us to go forward and split the businesses.

And the rationale is first about focus, strategic focus but also operational focus, so that we can drive execution against the best priorities, particularly
the growth priorities. As I mentioned, both businesses have financial strength in the P&L and will have, because of that high cash flow, have some
real capital allocation flexibility on both sides, without having to compete with each other. And then underneath that is what we've been doing
the last 20 years, is building a foundation and capability that's not done, but it's firm enough to carry both of these businesses forward, and that's
the Pentair Integrated Management System. A capital structure, that when we finalize it will leave both businesses in good shape from a balance
sheet standpoint and a management team that I felt good about and I feel even better about now that we've augmented it with a number of key
hires, and those hires are done.

So, we're going to split April 30th into two companies and I'd like to introduce John Stauch, and before he comes up, a little video about the new
Pentair.

John L. Stauch - Pentair plc - Future President & CEO

Thank you, Randy. Thank you for not only introducing me, but thank you for the opportunity. I promise not to screw it up. No pressure, I mean, I
think everybody would agree that water is a tremendous opportunity, and today, we'd just want to take you through a little bit how do we plan
to execute differently and how do we execute successfully.

So we have a great opportunity. I think just the very nature of water and the fact that water is a precious resource, it is limited. There is no substitute.
I think it's always been the exciting part about being a water company.

I think what's not so clear, what we have to work on successfully is, how do we take that opportunity and turn it into a successful business model
everywhere in the world? And how do we turn it into differentiated growth and also, good returns for shareowners.

I hope you hear today that we're prioritizing our opportunities. That is different and I think we've said this before. The thing about Pentair is we
used to bet on every horse in the race and high five when one of them won.

Today, we have to be much more selective about where we want to place our bets and we'll share with you where those are going to be and then
how are we going to ensure our success.

We're building out our growth capabilities. Randy mentioned a great foundation associated with PIMS. The last leg on the stool that needs to really
be formulated, and we need to prove as Pentair, is our ability to grow differentiated and get sustained predictable organic growth on a consistent
basis. That has not been the strength of our portfolio up to this point. We think we have a good productivity and good cash culture and now we
need to put the growth into play.

We are accelerating our investments in technology. We are in a space that demands differentiation and innovation and hopefully, you'll see that
today. And then finally, we plan to be very disciplined with our precious capital that we'll generate.
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So we talked about water. I mean, these are just some of those economic challenges facing the world. I think you just heard that thinking about
running out of water in Cape Town in Africa. Everywhere in the world is challenged and everywhere needs to find a solution. But we believe as we
looked at our strategic plan and we'll spend some time talking about this, 80% of what we do is Residential and Commercial.

It doesn't mean that the other 20% isn't important, it means that we have to have priorities, and we have to focus on where our customers demand
from us, our ability to solve their problems and right now, that is Residential and Commercial. The good news for us is that is that it's a very profitable
space. We don't have that scale and purchasing power that's working against us that is in some other industries, and we believe, we can be very
successful in this area.

Here is our purpose. Our purpose is we believe that the health of the world depends on reliable access to clean water. Our mission is that we deliver
smart, sustainable solutions that empower our customers to make the most of life's essential resource. And finally, our brand promises smart,
sustainable water solutions for life. There's been a lot of work that went into this. And we believe that health and life are very important to what
we do as a company. And as we start to think about our digital transformation, our digital marketing, how we engage consumers, we believe that
focusing on the very nature of health and life is going to help us create pull through our channel.

So our vision, to be the leading Residential and Commercial water treatment company. I want to say that again, to be the leading Residential and
Commercial water treatment company, selectively chosen, narrow in its definition for a reason, because I think where we've got to be careful is
that we don't drift. We've got technology in our portfolio that can solve a lot of the world's challenges. We have to make sure we're taking that
technology and gearing it back to the businesses that we believe we can be successful in.

For instance, our X-Flow technology. It's desalination. It's ultrafiltration. It's nanofiltration. Yes, we can go around geography by geography and
trying to grow projects in that space. But that technology itself can also be a differentiator we think in the Residential and Commercial spaces, as
we think about solving whole home water problems in a much more effective way.

And then we have our 3 strategic focus areas, which I'll spend a little bit more time on and then we're founded in the principles of PIMS and that's
not going away. I feel very fortunate in the businesses that I've inherited, and we've inherited. We feel very fortunate about the people and the
talent in Pentair, and we also feel very, very fortunate about the operating system called the Pentair Integrated Management System. And what
we plan to do is add to it over time, but not to abandon it.

So here we are, $3 billion global leader in Residential and Commercial water treatment. We have industry-leading products and very strong brands,
and we're focused on, smart, sustainable water solutions. 70% of this portfolio in its aggregate is focused on the installed market. And we have
very strong free cash flow generation.

Our Aquatic's business, Aquatic systems, most notably Pool, has a leading position in North America. And more importantly, we've been the
innovative leader in helping to grow content for pool, doubling the value of the pool pad in the last 7 to 10 years, which creates more value in the
chain so people aren't focused on price, they're focused on continue to deliver that innovation and ultimately, selling to you, the consumer more
things for that pool that you have, primarily around energy, energy efficiency components, and also, the ability to save you money on a day-to-day
basis. And also, some pretty cool automation technology allows you to play with your pool when you choose to.

In global Water Filtrations, we have really 2 sets of this business, a $600 million Water Filtration business, which we'll talk to today. And $400 million
of this business plays into Food and Beverage, primarily beer membrane filtration and also Industrial filtration. Again, very important piece of our
portfolio, that technology is important and critical to Pentair, but we want the focus of the future growth to be directed to the Residential and
Commercial water filtration side of the business.

And finally, our Flow Technologies business. Again, 2 pieces of this business. About 2/3 of this business is focused on Residential and Commercial
and the other 1/3 plays into more of the Infrastructure and Industrial spaces. Our focus going forward, again, is to take the strength and success
of this business in the Residential and Commercial and continue to allow it to partner with the other parts of our Residential and Commercial
portfolio in Pentair to drive capability across the portfolio.
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Well, we have to be agile. That's part of our strategy going forward and so this focus on that.

All right. So let's talk about our 3 strategic growth priorities there, to advance the growth in Pool, accelerate Residential and Commercial filtration
and expand in China and Southeast Asia, 3 very important strategic priorities for us.

We didn't just make these up. Matter of fact, I was going to thank you in the beginning for your patience. These spins take a long time. We've tried
to see a way that we could accelerate it, we can't. But what we did do is take advantage of that time to work on optimizing our portfolio to be ready
for the spin, but also spending the time necessary to focus on the strategies and how do we differentiate ourselves within those strategies.

So we got the teams together in a very differentiated way, on this strategy session versus prior, and we look at market back. We looked at competition,
customers, everybody plays in the water space and holistically, where do we have a right to play, but more importantly, where do we have a right
to win. And from that, we were able to determine that these are the 3 biggest opportunities. We have some 32 different strategic priorities within
these 3 and we'll probably focus in 2018 and 2019 on somewhere between 6 and 8 specific areas.

The reason that that's critical is because we're moving to a model in which we want to invest across the enterprise and the things that really can
be scaled and the things that really matter. Okay, so let's talk about why these 3 strategic priorities are important and where we're going to go.
And Karl is going to go deeper into those, but growth is a mindset, a culture and a process, when you're beginning. I think those companies that
get growth right, it's an obsession, right. And I think just like we're obsessed sometimes with margin and lean performance and operational
performance, we have to be that obsessed with growth. The megatrends support our growth and this industry is likely to grow with or without us.
So it's about how we're going to show up and how we're going to be able to differentiate our organic growth.

We believe deeply that moving to an enterprise-led growth process in organization is important, not only because it's expected to ensure consistency,
but more importantly, best practices.

This is how we got lean to be sustained in Pentair. It was an operation sourcing group across the enterprise, who is able to put their resources to
the plants or to the challenges that really mattered. And by doing that, we were able to get differentiated ROS return. We believe the same thing
is required for growth. We can't fund every single priority equally. We have to aggregate those spends, choose the 3 or 4 best that matter, and
that's our job as an executive team to choose those things and then we have to be all-in on them. And we have to fund them at the total Pentair
level for them to be sustained and to be able to be differentiated.

And that's why the focus set of priorities matter and you'd better get them right. And we're not going to be 100% on all the tactical execution of
what we're doing. We know the themes are right, and we're going to have to have a series of if then statements and the agility to shift course, when
competition shifts or pricing changes or the overall markets change. But we have to have that vision out there for employees so that we can be
going after that vision in a very successful way.

And finally, right now in this day and age, with the digital emergence and the transformation that's occurring, innovation and brand matter and
we have to invest in both our digital marketing and also, having the best product that our customers are going to buy.

So here is that shift of the operating model. We were set up in SBUs, or Strategic Business Units, sometime ago last year. Last January, as a matter
of fact, we shifted to the enterprise model, you'll see at the far right. And this journey was really, again and the success that we saw on the operations
and sourcing side working across the enterprise, but also the observance of our ability to notice that growth was getting funded, but it wasn't
getting resourced in a bigger, broader way.

And our competition is showing up in large-scaled applications that we have to compete against that competition. So that growth organization
is made up of our SBU leaders. They are very, very critical. They are extensions of our executive team. And they are there to make sure that those
priorities are continued to be focused on and the customer is being served.

And they need to come back to the executive team and share with us that they feel either one of those 2 things are not happening. Our sales team,
going forward, has to be very agile. Where we sell today is not where we need to sell tomorrow and the way we sell today is not the way we're
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going to sell tomorrow. And we have to be making sure that we're migrating that sales team and they're very agile of where the market's going.
Our vertical market leaders are key to the Pentair organization. We have about 11 of them, right? So think about the Residential Aquatic Systems
vertical market leader, think about a Residential leader in Flow and a Residential leader in Water Filtration, all working together to talk about who
that customer is. That's important, because in Water Filtration, we serve a water specialist or a water filtration specialist. In Flow, they're serving a
plumber. What happens if the market shifts from a water filtration specialist to a plumber? We cannot miss that coverage. And we have to be very
careful of bringing that back to the organization, and say, how do we go serve that channel.

Our marketing organizations need to create the value propositions that differentiate our products versus the competition. And our product
management organizations have to actually create the product that is that differentiation. And when we think about technology, it has to be true
scaled innovation, something that separates ourselves from the competition. And finally, our support functions have to move away from just basic
day-to-day delivering to really thinking about the customer front and center and how do we support the customer better and more efficiently.

As I mentioned earlier, we feel very fortunate as an executive team, that we're starting with great culture, great people and ultimately, great
productivity and cash flow and the proven track record that we have there. We're admitting both to ourselves and publicly that we have a little
ways to go on growth. And I think of that more as an opportunity than a concern, because I think the market itself is going to grow. And I think our
focused priorities along with the capability that we're going to build in growth is going to allow us to create that differentiated growth that you
expect and we expect.

We started about a year ago when John Jacko came in, building our commercial excellence program, similarly to the success of lean, right? So what
we did on lean is we thought about what is best practices and we looked inside for those best practices. And we looked plant-by-plant and we
involved the people that were actually doing the day-to-day and brought them as part of the journey to create the lean programs that we have
today. Sure we had some outside help and sure we used some proven tools, but the point of it was, it was ours. That way the people own it and
they feel accountable and they feel responsible for delivering on it and that's what we're doing with commercial excellence. Every single one of
these are represented by a best practice and now we need to take those best practices that are unique to an individual business or product line or
brand and scale them across the enterprise, this is going to take time.

I think we're still working on lean, some 17 or 20 years after the implementation. I think this is going to be a journey, but we should see some fruits,
that start to bear out of it here in 2018 and into '19 and hopefully, accelerating into '20 and beyond.

I wanted to spend a little bit of time on our Residential value chain. It is 60% of our business and a lot of you in this room and on the phone
understand this, but I think this is core to what can separate Pentair in our industry. I remember when I interviewed for the job with Randy, we
talked and had a very good dialogue when I was coming in to be CFO. I came from Honeywell's Automation Control Solutions business, where I
was working in the 2-step distribution channel across all of the home and building products that Honeywell served. And Randy and I had a great
dialogue on how important this was in Pentair. To understand that the dealer or the trade channel gets up every day trying to solve the consumer's
challenge in the home, that is important. You guys know from the HVAC side of the world, anybody who follows the HVAC side, and that professional
is critical to Pentair. Our intimacy with that pool dealer in Pool is what separates ourselves from our competition. The fact that we have sales people
who can sit on a bucket next to a pool installer or a contractor and look at the ethnography of that individual and time them on how long it takes
to install our products, allows us to differentiate ourselves with our product and our technology in that channel. That is an important part to
understand, because most every product that Pentair sells you that goes into Residential channel should be professionally installed for safety
purposes or to make sure that you don't have a plumbing leak or some challenge down the road.

Our traditional channel partners and the distributors on the far right-hand side of the slide, are important. They help provide financing. They help
provide the dealer intimacy on the products that they need, and they distribute the logistics side. But the most important person on this page is
the consumer. And because of that little tiny Internet company that starts with an A, this consumer is so more educated today than they have been
10 years ago.

They know brands. They know solutions. They know prices and they're demanding of this channel. And so what we have to evolve to is that we
have to make sure we got the right innovative technology, we have the right brands and we're allowing that consumer to choose a trade partner
that is loyal to Pentair or affiliated with Pentair, that's critical as we go forward. Because if they make a call, for instance, to a branded water filtration's
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channel specialist, who is not Pentair, we just lost out on that particular transaction of that sale. If we can get them through the engagement of
the digital marketing to choose a ZIP -- in their ZIP code, a platinum dealer, that's a Pentair specialist, we've now got the install and we're likely to
get the aftermarket down the road. So this is a big opportunity for Pentair as we go forward.

So here's what that digital opportunity looks like, and John will spend a little bit more time. We have a brand-new website, that's launching on May
1, with all the right bells and whistles. Most importantly, the right backbone so that we can actually have a professional website that can market
to consumers, but also the capability to gather the data from -- in that website and then work that data and really create a digital marketing
capability.

I think as we go forward in the next 5 to 10 years, if we want to be margin-heavy like all we want to do is focus on ROS we're going to miss that
opportunity in the far left-hand side, which means that consumer is looking for a solution. The solution they're looking for usually the first time,
isn't the one that solves their problem. But by buying the water pitcher or by buying the low-end water filtration device, you now have the ability
to put their data in the database, analyze it and find a way to connect them with the professional dealer installer, which is in the middle of the slide,
to really get them the product that they need, and importantly, the product that's going to solve their challenges.

So we have to be willing as we go forward to think about how we're going to engage the e-commerce and how we're going to engage with the
customer, and then, how do we use that data and information to successfully transfer that over to our dealer channel for the right solution for that
consumer.

We also have to think about scaled innovation across the portfolio, what we're going to call, technology innovation centers. Not just from a
technology standpoint and you could see the 3 innovation centers that we're going to invest in, in 2018 and '19, but also from the standpoint of
application, right? So when we think about a water filtration specialist and they're inside the home and they're trying to give you a solution, we
need to understand what's important to them. Is it the reliability of the product? Is it the warranty backing? Is it the fact that they need to get in
and out of that job in an hour? What is important to them? And how do we bring that into an application capability to understand it? If we get that
right, how do we do that same feedback from a voice of customer, because the consumer and the dealer might actually want or expect 2 different
things and then we have to connect those 2. So the need and the investment in these application centers are critical to our success and being able
to drive differentiated growth over this horizon.

So finally, my last page is the Pentair summary on a page. I think this is in response to a lot of the investors in the room who have said all the time
I sit down, why can't you just give me a strategy on the page. Here it is, right? I know that you're going to use this and come back to us in 5 or 10
years as a team and say, how are you doing against this? And so it was not without a lot of thought that we're passing this out and making it public.
And for us to be successful, we have to remember who we are on the left-hand side of this page. We have to understand our businesses and we
have to continue to focus on what's important to driving that value.

You guys know and especially those that have been involved in a lot of organizations, the mind wants to wander. Sometimes working on the same
thing day-to-day is a very mundane task. But that focus and that constant delivering of what's important to our customer today is the most critical
thing we can do. You're going to see a chart later in 2 different sections, where we talk about delivering the core. Then we have differentiated
growth. Then we might have the opportunity to look at M&A beyond that. If your differentiated growth efforts take away from your ability to
generate the core, you don't get the core plus the differentiated growth, you get a little blend, and you get a dis-synergy that's caused. If you work
on acquisitions and it distracts you from your differentiated growth in your core, you really get a series of dis-synergies. So in a short run, we have
to prove out this capability to grow that base core growth, and we also have to demonstrate our success around differentiated growth to earn the
right to do we're talking on the far left, which is bolt-ons and tuck-ins. And I want to spend a minute on that.

We're going to talk publicly about acquisitions and these are smaller size acquisitions being differentiated between a tuck-in, which would be
something, for instance, that would go into our North American pool market, a place we know really well, it goes right into our channel, becomes
something incremental that dealer can have, and probably it has a higher level of return.

A bolt-on would be something that's an adjacency. It might be a services capability on water filtration. It might be a geography expansion in Pool,
that's a little bit different. It's a smaller bet, but it's also taking you out of your core. So you've got to make sure that your financial criteria around
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it mirror the potential incremental risk that you're taking on. They're critical for us to be a Residential and Commercial water treatment company
and to take those types of risks, but we can't confuse tuck-in acquisitions with bolt-ons as we go forward.

And finally, we can't forget about sustained performance. Our ability to expand margins and grow income dollars and then take that and turn that
into cash flow, gives us the ability to generate that capital that we need to put to work. And I know you all are dying to know how we're going to
put to work. We're talking about that as a team as well. But we're going to do it well and we're going to do it smart. I'm reminded everyday by the
Board, by Randy, by others on the Board, that this is the way that this team will be measured, is how we deploy this capital over the next decade.

Our return on this capital is important, which means we have to treat it as precious, and we have to be very thoughtful on how we put into work.
As we think about '18 and '19, building out this organic growth capability is the priority. And nothing can come in the way of doing it. And one of
the things that I find sometimes to be the challenge is people are looking to grow, it's really easier to buy the growth. But if you don't have the
good organic growth capability, you've now made future growth that much more challenging, because you've got to grow the base and you got
to find a way to grow what you just bought.

And as many of you have heard from me, it's not like when you go to the garage sale that somebody is selling you that Mickey Mantle rookie card,
right? So you have to be very thoughtful on what you're actually buying and then what you're going to do with that particular asset.

So with that, that's the framework. And I'd like to invite Karl up, who is going to go into the focused growth priorities and take you a little deeper
why we're so excited with them. Thank you.

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

Good. Thanks, John. So as we talk about prioritizing opportunities, as John mentioned, it's really critical that we don't lose sight of the core. And
we've got a strong core. We just closed out a great year with momentum in our markets, healthy markets. And our new enterprise organization
that John teed up and John Jacko will talk about, will continue to energize our growth and build on PIMS and help us drive growth through customer
intimacy. That's foundational to our success in the past, particularly in the Pool business.

John talked about sitting on a bucket poolside, working with dealers, that gains us insights that help propel our growth, and we can extend that
capability to our other businesses. So John teed up our 3 initiatives. It starts with a foundation of great business. We've got great macro tailwinds,
providing meaningful benefits to the world. We talk about energizing our commercial excellence to build on that PIMS foundation. It's one of the
3 legs of the triangle. We already know our productivity and our cash disciplines are well developed and we need to build on our growth capability.

Before I get into the growth priorities in more detail, I want to give you some grounding in our business. First, Aquatic Systems, which is our most
successful business. This is near and dear to me, this is the one I led for 9 years up until recently. You can see how we've grown in the last couple
of years in both revenue and margin to fairly healthy levels. In fact, if you go back, we've been doing this for several years running. And it's built on
a product offering that really matters to consumers and it's built on technology leadership and the support that it takes with our dealer base to
really propel that penetration and the doubling that John talked about of our pool pad value over the last several years.

Important to note here, virtually all of our business is aftermarket-based. The new pool market is picking up. It's continuing at a fairly moderate
growth pace, but it's still a small part of our overall market. And we're organized around supporting that aftermarket effort both with consumers
and dealers. We take almost 0.5 million phone calls a year from consumers and dealers to really hold their hands through understanding their
products, understanding how to make them work better for them, supporting installations, everything that it takes to build an ecosystem around
that with intense service.

Complexity reduction is critical for us, and we've got an opportunity here before April 30 to simplify our business. And these are some examples
of how we're doing that and I'll just tell you, we're going to be ready to go on May 1, with plant reductions, product line exits and so on.

As we extend our capabilities around PIMS and into the Filtration and Flow spaces, you can see that we can benefit from focusing our portfolio
and eliminating complexity. The top chart there shows Filtration Solutions. We started a couple of years to go down the simplicity and complexity
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reduction path. And you can see really this past year, the impact that's had on our margins. With new leadership in our Flow Technologies business,
we expect to see those same disciplines read out in that space.

So back to the 3 priorities of growth. Number one, is advance our growth in Pool. As I mentioned, we have a very strong core in Pool. We've got a
great track record. In fact, if you look over the last 7 years, we've taken over 100 basis points of share gain every one of those years. But there's still
product categories in the aftermarket penetration that we have a right to win in, that we've not fully exploited. There are 5 million existing pools
in North America that all deserve our sustainable solutions.

We have strong relationships with our dealer base. They trust us to support our products and to bring innovative new products to them. And
increasingly, consumers, as you know, expect a digital experience around their home appliances and I would consider pool products to be part of
that. And we have an ability to grow on all those levels. First, expanding aftermarket. In-ground pools, as I said, there are 5 million of them in the
United States. You may have heard me talk about this before, because it's been a long time opportunity. We've revolutionized pool pumps by
introducing variable speed technology over 10 years ago.

Still at this point, we're only 20% penetrated in that aftermarket space. So there are 4 million pools out there, where we've got continued opportunities.
The key to all this is getting our value proposition in front of the consumer, the pool owner and consumer digital marketing is essential to our
ability to do that. And you see our 2022 goals there to get 50% penetration of those existing pools and to drive consistent consumer demand
through digital marketing.

On the automation side, most new pools today have some form of digital control. These are pools put in in the last 5 years or so. But, again, it leaves
a huge number, millions of pools out there that were built over the last 40, 50 years, that are not connected, and they deserve to have connectivity
around monitoring their water conditions or operating their pool features.

And we need to develop simpler ways to connect those sophisticated pool products that we've introduced over the last 10 years and exploit that
existing pool base to connect those opportunities. So our goal here is to build the universal connected pools to get 20% penetration of these
existing non-connected pools. And that ability will drive customer intimacy at a new level. We'll start to understand how our consumers or pool
owners are using their pools, and that will give us an insight into developing new product.

So you can see there's plenty of room to continue to grow in pool. I am excited about that. Our demonstrated ability to deliver content at the
equipment pad will be enhanced by consumer touch points through those digital marketing efforts.

Second growth priority is around accelerating Residential, Commercial filtration. We are the leader in Residential water components in North
America. And we have an opportunity to capitalize on increased water quality awareness globally, both in homes and restaurants, where we are
also leading by developing innovative products, engaging consumers. You see some familiar themes here. This is very similar to what we've done
successfully in the pool space.

While we have good margins as a component manufacturer, we can generate better margins by enhancing dealer loyalty like we've done in the
Pool business. You see in this pie chart, the vast majority of dealers are not affiliated by brand with any product. So you know of the water dealers
in the United States that have the brands on the trucks, most of them are not affiliated in any way, that's where our opportunity is.

By building a value -- a powerful value proposition around those dealers and consumers, we can generate loyalty like we have in the Pool business.
And we'll apply our learnings there and be agile as we learn every day to adapt our learnings to be more successful in the water space. You see our
goals there is to build out a loyal network of 700 dealers. And importantly to get an attachment rate on the traditional water softening, offering to
get drinking water systems attached to that as well, which is a new opportunity that we think we can convert from people that are interested in
the quality of the water they drink.

About 2/3 of our business, as John said, is -- in Filtration Solutions is Residential, Commercial. We have many potential paths to grow here around
greater awareness of pure drinking water. We're actively engaged in early learnings as we enter this space in a more intimate way. And we will
develop a resource of vital value proposition for our customers.
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Third area of priority growth is expanding China and Southeast Asia. We have actually a really solid start in China in both Residential and Commercial
where, as you know, water quality is critical. The growing class of consumers who are interested in their quality of life and have the income to take
care of themselves is exciting. And China is a very dynamic market. Actually in many ways, they've leapfrogged the United States in their adoption
of digital marketing. So as a matter of fact, some of the things we're learning there as we exploit this opportunity will feed our understanding of
what we can do successfully in the United States.

So we are well positioned in this fragmented $2 billion plus China water treatment market. It's an exciting place. If you look at that picture on the
right, it's interesting to note that every one of those apartments there needs a solution -- an individual solution. And we have a great starting point.
And our commitment as a One Pentair team in China, where we will focus our efforts around these opportunities, will help us yield outsized growth
and differentiated growth.

So as we continue to deliver on our core in our healthy markets, we'll focus on these 3 priorities and opportunities to grow out our Water business.
And I'd like to introduce John Jacko.

John Henry Jacko - Pentair plc - Future Chief Growth Officer

Thank you, Karl. Well, I'm excited to be here today to talk about the growth capability we're building here at Pentair. As you can see from both John
and Karl, we spent a lot of time over the past year, developing a strategy for the new Pentair, optimizing our portfolio, reducing SKUs, talk about
branding to get to where we're getting today, where we're going to start to talk about growth. We've been talking about it for a while, but I hope
you can see some of the things we've done.

I'm going to talk about it in 3 areas today, one being commercial excellence, which you got a glimpse of from both John and a little bit from Karl.
The second one is around customer-led product development. And the third one is around this digital journey we're on to build a new customer
experience.

So I'm very fortunate to have joined a company that is process-driven because I think that's going to help us significantly be able to layer on the
growth capabilities that we're putting into our PIMS system. People understand PIMS, our discipline to it and it's exciting to be able to move now
to a growth phase.

Commercial excellence is about us moving from strategy to customer, to products, to delivery, to getting the aftermarket that we're entitled to
and then being able to sustain this as a process.

So having this lean culture that we have of assessment and how we move forward is critical. So we've spent a great deal of time defining our path,
and we've had some -- this is a Pentair owned, not developed by some consultant. We've had some new people joining the organization and some
real veterans to help us layout an improved path from beginning to end.

What we learned from this is there's a number of our existing businesses that have some real nuggets of things that they do really well that we're
going to try to pull across the organization as we build this out. The other thing we learned is each business was approaching the needs a bit
differently. So we had some disparate systems, which gives us another opportunity as we move forward and build a commercial excellence process.

So we've gone in and we've done our talent assessment, and we've gone in and done a capabilities assessment. And just so that no one is afraid
here, that we're going to take on teaching 62 different competencies in commercial excellence, that's not how we're going at it. We're looking at
those competencies that we feel will move the radar the quickest and the ones that maybe we feel were not as well matriculated in. And the ones
that came up during our first assessment, which was around market insights, how do we get better market insights than we have today. And that
market includes customer. So a lot of ethnography and other things that we're going to be doing.

Second one is around strategic pricing. We could do a much better job on our pricing and improve some of our margins, because we're actually
delivering more value than we've taught people how to sell.
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And the third one is around product management. Managing that product portfolio in a different way and looking across the enterprise as we're
doing it.

I won't spend much time on this. This construct is the same thing that John talked about in the very beginning. How do we take the strategic vertical
markets, understand them better than some of the customers understand themselves, inform our products and our technology and then how do
we link the vertical market to the go-to-market because as John said, it's changing quickly and we need to participate in the changes and make
sure we optimize our go-to-market.

Lots of good internal momentum. We've trained over 200 people so far in the strategic pricing. We're doing a B2B customer insight sessions of
how do I go to a customer and get that ethnography that we want to have. Now a good example of where we've done that is in Pool that I'll share
in a future slide.

Because what we're really after here is differentiated growth. Karl did a good job on the core, but how do we get that differentiated piece on that,
and I'm convinced that the way we're going to do that after looking through our product development pipeline is, is to really focus on those key
attributes that our customers are looking for. And the great example I'd like to use is in our Pool business.

Our Pool business developed a variable speed pump that most customers hadn't realized that they needed yet. And as soon as we showed them
the electricity that they're going to save by installing it, we not only were able to increase the pump itself in its price, we ended up improving the
overall dollar value of the pool pad. So it's that kind of customer intimacy that we're looking at that allows us to not only have great products that
meet unrealized needs, but allow us also to take some price at the same time.

So we don't exist in the world by ourselves. We know there's competition out there that has very similar talent, business, technologies, but we
really believe that to get to where we need to get is to be customer. And hopefully, you're going to just be tired to hear me say customer as they
might be on the inside as it's the core of everything that we're going to go do here.

So the bottom line is most companies spend 90% of their spend developing solutions, which usually result in poor acceptance by customers. So
one of the things we're trying to do differently is move more of this spend to the front end and better understand the customers, much like they
have done in parts of our business to drive a better result and acceptance in our product launch phase at the other end.

So John talked previously about us looking differently. This is -- we've done a market-back strategy this year. Now if you think about it, it's not too
long ago that these were individually independent business units. So it didn't necessarily look across, so each had a lens on a market. But now as
we're looking across, we're trying to understand the whole residence, where we play, where there are opportunities and maybe where we wish
we could play as we look forward.

So we put together our first Residential team, includes everybody across the whole company. And you could see we have quite a number of
products that are in there. And we're looking at everything from filtration, purification, softening, you can transporting and everything that's
happening in the house and putting this team together and saying, make sure we understand who the customer is, make sure we understand the
aftermarket, make sure we understand that we don't dictate the channels that the customer will go to. We have to manage the channel that the
customer is in and truly understand the space, which brings me to the slide that John had showed you previously. So it's a bit of a complicated
go-to-market. But the point here is that we can't let go of -- any one of those boxes, because every one of them is important. Sometimes the dealer
is bringing a brand to the customers, sometimes the customer is asking for a brand, and we've got to manage it all along this whole continuum.

And this is where -- this happens to be a Water Filtration slide, and this is where bringing our Pool brethren into the room with the Residential
people is giving us great best practices and learnings on 2-step distribution, and how we can take some additional share in the market as we go
forward.

So this is an important -- this is important example, here, because these 3 businesses have really not all sat together and looked across the landscape
before. So I'm quite excited about we're going to be able to do here. By the way, that's a $22 billion market, of which we have a very small share.
So we're excited. 60% of our revenue, $22 billion, this one represents 20% of our revenue, and it's about $11 billion share and this is the whole
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Commercial applications and offerings in the buildings -- commercial buildings. See great opportunity here, especially over in Asia and in other
parts of the world. And then lastly, it is our Commercial foodservice applications, about an $8 billion market, of which we have a small share, but
this is also something that is growing at a very, very good pace. They need more and more filtration in many of these applications and businesses.

So now I want to make a turn to talk more about digital in the time that I have left. I know everyone talks digital, but the digital transformation that
we have at Pentair is around the customer. So not that we won't digitize the rest of our business, but we're really focused on the customer and
then emanating out from there everything we need to provide that, that changing customer experience that our customers are expecting.

One of the things we always talk about is, we might call B2B customers in time, but our B2B customers are B2C customers at night. So they have
high expectations, and they want it done their way. So we are putting together or we have put together the right tools for us to be able to provide
that personalized experience for our customers as they come in and interact with Pentair.

So quite excited meeting them, where they need to be in providing their experience. The other thing that we all know is, up to 60% or more of the
buying processes influenced by an online research that goes on to determine what product they need. We've got to be able to provide that
interactive experience for them to go get the online experience that says I want the Pentair Everpure filtration brand.

Before we could go do that, though, we had to start getting to a One Pentair master brand because that was going to allow us to drive everyone
to Pentair.com and then once they are in Pentair.com, we know the residential customer, we can show them all the things that we do, but quickly
get them to what they want and be able to follow them and make sure that they have -- we have all the hooks into our system for them as we
develop smart products do everything we need to do going forward. I'd like to just give you a little glimpse of our website. It is coming out on May
1, just give you a sense of how we're thinking about it.

(presentation)

John Henry Jacko - Pentair plc - Future Chief Growth Officer

So based on some of our ethnography with customers, we're just trying to design a site that gives them the customer experience they're looking
for, when they interact with Pentair. So very, very excited about this, as are our employees. Throughout the assessment process, we also found an
opportunity to reduce some internal complexity, because what we've realized is that each of the business units acting very independently in the
past have all gone in certain directions in terms of the tools they used, some home grown, some other. So it's a great opportunity for us to align
around, what I consider some industry giants here, who gave us the capabilities to be able to really -- not only digitally market, but provide us some
of the security we need as we're working together with our customers.

In the future, as we link, you can see AWS there on the right, as we link our SMART products, this will be an opportunity for us to store that data
and be able to provide this data on any device our customers want, such as you talk about in the pool, eventually within the home to make sure
you can see how your product's operating, when you might need a replacement, and for us to share information as we're going forward.

As we think about the customer digital value chain, we're looking at the customer experiences based on value delivered for customers in Pentair,
but also some shared value for both. So in a more modern website where we can talk about things that here are some optimal products for your
configuration or here are some of your purchase history or product ratings being able to give those customers the experience they want, but at
the same time, providing the value for Pentair in terms of our portfolio what's popular and help -- just giving us better data in terms of our -- even
our SIOP process.

You can see on the right there, the For Life, we will be launching the For Life campaign, beginning in May. For Life means whether in your pool,
when you're exercising for life, you're drinking water for life, agricultural, all the different things that we do as a company, really help sustain life.
And as John said, a healthy lifestyle is certainly what we are after and you don't need a problem to come to Pentair, we're just going to help you
have a healthy life.
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As we drive to improve the customer experience, we once again focus across the value chain and see significant opportunities. So my goal today
was just to give you a glimpse inside of us building this new growth capability, followed by the development of a comprehensive strategy, building
upon a strong culture of process in our PIMS system, supported by our focus on the customer from both an ethnography and digitally to drive
differentiated growth.

So I am very pleased to introduce Dr. Phil Rolchigo, our Chief Technology Officer.

Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

Good morning, everybody. I'm going to take you through our roadmap for developing our technical capabilities to support and drive differentiated
growth aligned with the strategy that you've heard John and Karl and John talk about. It's based on 3 key elements that are all part of PIMS, our
process, our talent and our technology. Very briefly on process, John talked about, how we're really working on building our capabilities around
the upfront part of our process. We have a process that's very well established, which is a great starting point, but where we see the opportunity
is really be able to dive deeper and develop the voice of customer that creates unarticulated need to help create tremendous opportunities to
innovate. And very specifically around the persona of the customer and as all of my colleagues talked about, we have a lot of different customers.
We got end users. We got our distribution. We got our dealers. And we want to look at it from all 3 of those angles. On talent, one of the things
that's new, as we functionalized technology across the entire enterprise. And this gives us a tremendous opportunity to make sure that we have
our resources aligned to our biggest opportunities. And that we are actually able to flow those resources to those opportunities to accelerate the
development of those differentiated products. And then I'm going to spend the rest of my time, really talking about technology and differentiation
and how we're going to do that with a focus on the Residential and Commercial opportunities. And then also how we are doing a little bit more
deeper dive around focusing those opportunities on those 3 growth initiatives that we've talked about this morning.

So I may begin with a little bit of illustration of products we've already been developing that have launched or are near launch, that align with each
of these initiatives and you'll see that we are making already some really exciting progress on creating that differentiated product portfolio. In Pool,
for advancing growth in Pool, we've been building on our legacy of innovation, specifically first with the IntelliFlo pump, that has created a
tremendous amount of growth for us. Now just scaling that technology so that we can attack larger pools, commercial pools. And so that, as Karl
illustrated quite nicely, there is a tremendous opportunity for continued growth just with that product line alone. But when we look at the pool
pad, there is lots of additional opportunity to create differentiated growth. We have started to lead with our heating systems for heating the water.
We've applied some advanced material science to generate a high efficiency heater. We also are looking at in launching soon a hybrid heater that
combines a heat pump with that same technology. And I think these are potentially new categories that are going to change the way we heat
pools.

Illumavision is a new product that we're going to be launching really soon, so you guys are getting a glance at this. You know with pools, we have
lighting, we've moved from incandescent lights to LED light. We're making the next move in creating a whole new category, where we're creating
video in your pool. So imagine know that your pool lights come on and you can actually play a video at the bottom of your pool, you could have
sharks swimming, you can have cool pictures, you could have pictures of your family moving through, you could play movies, really exciting
opportunities. So it's really kind of a cool, wow factor that we see as a great opportunity both in the Residential space, but also, in the Commercial
space, when you get actually advertising different types of products within the Commercial arena. And then IntelliCenter, where we're coming out
with their latest next generation of automation, but we see that this is a great opportunity to continually innovate and build on our legacy of
innovation.

In the Residential and Commercial filtration space, we are moving more and more from components to creating solutions, whole home water
solutions for softening and lead and iron removal and other solutions that our customers are telling us about that they need. In addition to high
efficiency point-of-use systems that go under your sink, go in your shower, go in commercial restaurants and this is an area that we've been leading
in Commercial, and we're starting to build a position in the Residential space.

And then in China, and Southeast Asia, our approach so far has really been taking technology we've developed for the North American market and
translating it into the Asia market. There is a tremendous opportunity with reverse osmosis and disinfection systems, and we're just scratching the
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surface here, as we've been able to translate these products, and then you'll see in a second, where we're really being able to integrate in more
consumer-led designs to attack this market in a much more exciting and significant way.

So one thing is for sure, when we look at these markets, one of the things that we see is that putting Pool aside, the technology and water filtration
within the Residential, Commercial markets, has been pretty stagnant. There hasn't really been -- there hasn't really, I would say, we haven't seen
a tremendous amount of differentiation. When we look at our Industrial markets, we personally, Pentair have developed some very innovative
products in our Industrial space. And we're looking at starting to translate those technologies into the Residential space and Commercial space.
But there is even a bigger opportunity when we start looking at taking technologies that are in adjacencies. So this is a way in which you always
see super innovation is when you look outside your industry for opportunities to innovate. We see 2 major areas where we have great opportunity
to create differentiation. One is in the material science, tremendous amount of work being done on functionalized materials and nanotechnologies
that really is not translated yet into our industries. In addition, on the microelectronics and narrowest communications in IoT, we haven't seen that
really penetrate the Residential and Commercial water space yet. So we're looking at really building out our capabilities should both these areas
that only just advance our products, but to even start to imagine, reinventing categories, just like Pool did with variable speed pumps.

So in order to actually operationalize those ideas, we've established 3 technology innovation centers, where we are not only looking at new
technologies, but also new applications to apply those technologies. We've already established one in fluid dynamic technologies many years ago.
We're going to continue to advance that. But this year, we're looking at really building out our capabilities in treatment. We have strong capabilities,
like I said, in Industrial. It's a matter of translating those capabilities now and focusing them on our Residential and Commercial space. And then
building out our capabilities in smart and connected solutions.

So once you operationalize - and it's a very important aspect of whenever you create a technology center like this - that you want to make sure
that always connected back to consumer needs, our customer needs. We've been doing a tremendous amount of voice of customer, and we've
kind of classified grand challenges into 2 major categories of "Make my water...", going from, "...it's got to be safe", all the way up to "...designer,
premium water", that is special.

And to "Make my equipment..." from the point of view of not only the end user, but our dealers and distributors "...easy to install" all the way up to
"...smart and connected." So using this voice of customers are informing our efforts and our road maps within those innovation centers. And we'll
just give you a little bit of a peak into what we're doing with different technologies within each of those 3 growth initiatives.

We are going to continue to build on our legacy of innovation in Pool and look to reinventing other high growth categories. Given our strength in
filtration and disinfection and controls, these are areas that we're going to be focusing on looking for the next great innovation like IntelliFlo. In
the Residential and Commercial space, this is an area where we really need to reestablish our legacy of innovation. This is an area, like I said, just
reemphasizing this has been kind of stagnant for the industry in general. But we see tremendous opportunities to build IoT-enabled whole home
and point-of-use solutions, advancing disinfection and then, also thinking through designer water. So, for instance, coffee, the quality of the water,
the actual chemical makeup of the water that's used to extract coffee, has a big impact on the taste and flavor of the coffee and the efficiency of
how that equipment even works to make the coffee. And we're starting to find that that's a common thread through a lot of different commercial
industries.

So these are areas that we're going to be focusing on for resi and commercial filtration. And then as we turn our attention to China and Southeast
Asia, you see on the left, some of the products that I talked about a little bit earlier and they're just translation of products that were coming from
the United States. But to the next-generation design that we're going to be launching soon, and you see that slick new design for a countertop
water filtration system. Then you see the interesting user interface, where it's really a mirror of what's on your cellphone, very sleek, very leading
edge. And as John Jacko said, and I believe Karl also said that we're seeing that China is actually leading in a lot of the space around consumer-led
design and IoT-enabled products, and so we're going to be doing a lot of work in China looking at advancing these types of products and being
actually bringing them back and importing them back here to the United States where we feel like we could lead.

And then if you think through what I just said, one of the common threads through all of our innovations is really around smart and IoT-enabled
type products. We see the emergence of the Internet in everything we do as part of the ecosystem, the digital ecosystem that John Jacko talked
about. And when you look at our current value chain, where we sell through distribution and dealers to end users, one of the challenges we have
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is that, we don't always understand and don't have access to the end users. So this is a tremendous opportunity for us, when we start to realize
that by using smart and IoT-enabled products, we can actually generate a lot more end-user intimacy, not only around the products, but also
around, where those products are and how much more access we can have to those products. So from a customer point of view, there's a lot of
value that can be created around generating more awareness and education of their products, making their ownership and maintenance of those
products easier and from our point of view, that customer intimacy will be incredibly valuable to us to continue to innovate.

But one other thing that's really exciting is that when you start to look at the footprint of all of our products within the residential space, everything
that has to do with water, we touch. Whether it's water filtration in the whole home, water filtration under your sink, the enjoyment of water within
your pool pad or the water supply and disposal, leak detection and flood control. We are very unique in this. We have this broadest footprint of
technologies that service the home. And we believe that by creating this IoT ecosystem, we're going to be able to really bring to life all value for
our customers, but also a tremendous amount of value for us with the additional touch points. And so what I'm showing you up in the top left part
of the screen is a prototype of the ecosystem, we've got in development, and what it starts to show you is that once you have one Pentair product,
this is an avenue to generate pull-through of other Pentair products and also through that, this type of ecosystem, the ability to ensure that we
get aftermarket sales of say filters that are replacement filters for the -- for filters that are installed -- plenty of these filters that are installed.

So this is a prototype that we have in development. We're looking at within the next 12 months having something that we can actually take to the
market. It's a really exciting opportunity for us. And we envision also that this type of ecosystem is going to be able to connect to other smart
home-type platforms to ensure that, that we stay current with the current trends.

And then just finally, I just want to leave you with the understanding that our technology organization now has gone through a tremendous
transformation, very much focused and aligned to the strategic initiatives, something very different than things you've heard me talk about in the
past. We've got a really exciting road map for developing products and continuing to create differentiated innovation aligned with our strategy.
And we have line of sight to really looking at reinventing a lot of categories and create the kind of differentiated growth that we aspire to.

So with that, we have a break. I think the 20-minute break, John. Okay, then we'll see you back in 20 minutes.

(Break)

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

Hello, everyone. If we can start regathering. We're going start back up in 2 minutes. So if everybody could find their seats, and we will have Mark
come up and when Mark is done, we will start Q&A, and we will be working the aisles with the microphone.

Mark C. Borin - Pentair plc - Future Chief Financial Officer

Thanks, everybody, for coming back. I appreciate it. It looks like the room is about the same size as it was before the break, so I don't think there's
anybody that left in the meantime. So I appreciate you coming back for my section. I'll wrap up and then John will have a few words and then we'll
go into Q&A. Just real quickly, before I get started, just by way of introductions, I've actually been with Pentair for 10 years. I've been John's partner
for the last 10 years, focused on the finance, accounting, tax and treasury side. And I'm really excited about the opportunity to continue that
partnership with John and move into the CFO role. I've met some of you. I'm looking forward to meeting the rest of you as I move into that new
role. So thanks for the opportunity, and we'll jump in. Going to spend some time talking about 4 areas so I'll touch a little bit on performance, sort
of, the history and then also how we see that going forward, talk more about accelerating revenue and income growth, tie that back into what you
heard John and John and Carl talk about and Phil. Free cash flow. It wouldn't be a presentation without hitting on our strong free cash flow
generation and then finally, close it out with some views on capital allocation.

So just to start with an overview, overall, for Pentair. As Randy said, at the beginning of the presentation today, our 2018 outlook information as
presented in the slides, particularly, in my section is consistent with what we communicated on January 30. So there's no update to the guidance
that we're providing today. I think what you can see here is really the strong foundation that we're building on, as we go forward into 2018 and
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the 5 years beyond that. 2017, we saw some momentum building as we moved through '17 on the top line and saw growth return and we continue
that as we move into 2018.

On the income side. It's a good story here, because, I think, what this really illustrates is, if you go back from '15 to '17 and look at the margin
expansion, that's the power of PIMS and that's the power of focusing on simplifying the business, focusing on reducing complexity. And we'll talk
about it. We're not done. You heard Karl touch on the opportunities in a couple of our businesses, and I'll talk about that a little bit more.

So to touch on the 3 businesses, first Aquatic Systems. I think you got the excitement in Karl's voice, as he talked about that, that -- this is our
proof-of-concept business. This is the business that has shown what the power of PIMS and the power of lean can do. It's shown what being close
to the customer [can do]. It's shown what innovation and technology can do. It's our leader. And they've been able to leverage that and turn that
into incremental differentiated top line growth and then also see that then drop to the bottom line. So solid products, solid technology, solid
innovation. And what's -- I think the great story about this business is this is not just a historical look, as Karl talked, 85% of this business is aftermarket
and replacement. So this is not a business that's about new pool construction and that's going to gyrate based on new pool construction. It's about
those 5 million pools that Karl talked about that are in the ground where we've got a reasonably low penetration rate, that's the future opportunity
for this business and that's where this business is focused. And that's where the technology innovation and the things that Phil touched on, that's
what's going to give us the opportunities to grow as we move forward.

On Filtration Solutions. Really a story of 2 different components of this business. So the 60% of the business that's the Residential and Commercial
side of the business. That's where we see the further opportunities for top line growth. We saw that start in the fourth quarter and in 2017. And
we're going to -- and we continue to see that as we move into 2018. The other side of the business, the Industrial side of the business, and the beer
business, that's where we really see the continued opportunity for further complexity reduction. We have done a lot. So if you look you can see the
significant improvement in margins from '16 to '17, but there's a lot of opportunity to continue to expand margins and to look for ways to simplify,
standardize, remove complexity, focus on higher-margin products rather than some of the lower-margin projects. So plenty of opportunity going
forward, both on the top line and on the bottom line within the Filtration Solutions business.

And then Flow Technologies. Flow Technologies really is a story of stabilization. So you could see starting to stabilize on the top line, and as I talk
a little bit more on a few slides about the projections for the future, we start to see them return to growth as we move into '18. But still plenty of
space for focus on the bottom line. This is where we can really look to leverage PIMS and the lean toolkit and focus our efforts on not just the
back-office, but also the factories and how can we further optimize those and optimize the footprint that we have. So a significant margin
improvement opportunity within the Flow Technologies business.

So to dive a little bit further into revenue performance overall. As I said, 2017, we started to see that momentum building as we moved through
'17 and exited in the fourth quarter. Overall, on an adjusted basis, we saw 2% core growth. You've got my commitment that these adjusted, adjusted
numbers, those are a thing of the past, that those headwinds are behind us. And as we go forward, we'll be focused on talking about core growth
and then just straight year-over-year growth. So as you move into 2018, our core growth that's built into these -- into the outlook is 2% to 4% and
then overall growth of 3% to 5% with the main difference between those 2 being FX. And you can see its growth across all 3 of the businesses. So
4% to 6% core growth in Aquatic Systems, building on the solid foundation that they had in 2018. Filtration Solutions, 2% to 4%, which is that
increase that I talked about as we look at the momentum coming out of 2017. And then Flow Technologies, flattish to around 2% range of core
growth. But all 3 of the businesses contributing to our top line performance in 2018.

And then turning to segment income. Another great story in 2017. We -- as John talked a little bit about the journey that we were on in 2017 earlier
in the year. Significant cost-out exercise that we put in place as we're focusing the business on a new operating model, and we saw that readout
in the profitability of the business in 2017 with 150 basis point improvement in ROS. As we move into 2018, you can see the significant contribution
to income from the growth that's been projected. And then still productivity, but this is where you see the investment that we're making in the
growth initiatives that Karl and John and Phil talked about. So this is -- we're getting serious about the need to invest for growth if we want to grow
the top line. We know that we've got to, kind of, put our money where our mouth is. And so we got $25 million built into next year's outlook for
further investments in R&D, selling and marketing, technology and innovation. So with that embedded in the numbers, it's about a 40 basis point
improvement in ROS and about 6% year-over-year. If you exclude that it's closer to about 12% year-over-year in terms of the expansion of segment
income. We're keeping an eye on inflation. That's obviously a focus area. The supply team continues to build funnels and to look for opportunities
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to manage the potential headwind that might be out there, as we see and hear a little bit more about possibilities of inflation. So we'll be diligent
in watching that and managing that to offset the risk.

Now turning to earnings per share and cash flow. So earnings per share. First point here is, the numbers that we're showing here, these include
interest in historical periods allocated on a pro rata basis, about 55% of the interest is allocated to Pentair and about 45% allocated to nVent. So
when we talk about the prior year numbers in the year-over-year, that's the basis for that. But when you look at 2018, 16% year-over-year increase
in earnings per share. If you -- when you, kind of, look at the components of that, about half of that is coming from operational performance and
about half of that is coming from interest and tax rate benefit year-over-year. Touched on the tax rate on the earnings call a few weeks ago, but I
think, it's important to point out that -- we don't -- that's not a tax rate, it's not a onetime benefit that we see in 2018, but we see that as a sustained
position as we look at how we think the tax rate is going to flush out as we go forward. So about 2 points of benefit over what our run rate had
been, principally as a result of U.S. tax reform.

And then on the free cash flow side. Continue to see the runway for significant generation of free cash flow. Our historical performance has been
strong at Pentair. That performance comes from both sides of the business, so both the Electrical and the Water business, and we certainly expect
that to continue as we look at the performance for Pentair going forward. So our overall target is that cash flow will equal 100% of adjusted net
income. So 100% conversion and, I guess, it's important, I know you know this, our net income excludes amortization. So on a GAAP basis if we
thought of that income that included amortization, our conversion rate would be quite a bit higher. As we think about 2018, in particular, we do
have some headwinds from the continuation of having to pay for some of the restructuring activities and optimization activities that were initiated
in 2017, but some of that cash goes out in 2018, but we've got opportunity on the working capital side not just for '18, but going forward as we
look at the business to really use that to help us offset the headwinds that might come from restructuring and the timing of taxes. So the story of
Pentair as a strong free cash flow generator in the old business on a combined basis that will absolutely continue going forward for the new Pentair
Water business.

So maybe to talk a little bit then more on the long term side. John talked about this, as he was talking about the strategy. And I think -- as I think
about -- as I said before, I've been here for 10 years, and I think about what's different and how are we focusing differently and Phil alluded to this
a little bit. There is an acknowledgment that we've got to get all of these things right, and we need a focus strategy and a focused execution that's
aligned with an informed strategy. So the strategy work this year was a market-back, customer-back look. We looked at what are the things that
were strong and what is the strong foundation of our base, what's our core and how do we build on that and that's really what this slide depicts,
is that we have to focus and have to continue to drive the growth on our core, the growth that we're entitled to get. We're a leader in most of the
products and markets that we serve. And so that GDP growth and getting our fair share of that GDP growth is important. We can't lose sight of it.
It doesn't just happen. We have to go get it, but we deserve to get it. And then as we build out these growth muscles and these growth capabilities,
the things that John and Karl and Phil talked about, that's what's going to drive that differentiated growth. And you think about the foundation of
the businesses that we just talked about, we have that foundation that really gives us the right to go after that differentiated growth. And we're
putting in the processes, we're putting in the tools, we're establishing the team to go out and do that. That's what's different about the organization,
as we think about where we are today versus where we might have been in the past as we've struggled a little bit on the top line side. And then
after we get those 2 things right, after we've built those growth muscles, after we've established our capability around differentiated growth and
after we've maintained our eye on the ball of the core growth, that's when we can think about disciplined M&A. And look at, as John talked about,
sort of those different types of M&As, bolt-on and tuck-ins, but targeted, focused, smart M&A that meets the thresholds, that are the filters that we
will go through so that we ensure that the things that we do they're aligned with strategy and they meet our financial objectives. So this is an
important slide for me, personally, as we work with the businesses and think about expectations and how we want to talk about the company
going forward. And I think, this is important slide for the audience here to think about our commitment around growth.

So and just -- and some of the outlook for 2018. As I said before, this is consistent with what we've presented previously. Most of what's on this
page are numbers that showed up on previous slides. One thing to point out, you see the corporate expense of $55 million, that's consistent with
what our messaging has been for quite some time that we'll be able to split the 2 organizations, stand up these 2 separate public companies and
not incur incremental corporate cost to do it. So the $55 million is basically 55% of the historical run rate of about $100 million and you see $45
million on the invent side. So sticking with that commitment and don't expect that to be any risk. And we've an interest expense assumption that's
based on our current views on capital structure and that's work that we will be focused on and we'll be able to talk more about as we progress with
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the spin and then the 18% tax rate, as I referenced before. The ROS that's reflected on this slide, again, this as the ROS, not just in total, but for each
of the 3 businesses that includes that growth investment, that we've all been talking about over the course of the day today.

So to close out on capital allocation. So John talked about it earlier, and I can affirm what he said that, we talk about capital allocation every day.
The board talks about capital allocation. John and I, Randy -- it's -- the focus on how to allocate our precious capital is something that we understand
that over the long term, over the time horizon of all of our careers, that's how we're going to be measured. And so it's a critical focus for us as we
think about how do we make those decisions. And just to talk about the priority. So maintaining investment grade, we've been an investment-grade
company for as long as we've been rated. We intend to maintain that, that rating and then that certainly is our objective and then to operate within
the construct of what maintaining that investment-grade rating looks like.

And then the priority investing on organic growth. Hopefully, if you think about everything you've heard today, I'm just reinforcing the message
that's been the focus of the discussion today, as it's all about organic growth and differentiated growth. Continued to pay a competitive dividend,
that's been our legacy and our history, and we would expect to continue doing that going forward. And then when you -- after all of those things
becomes a decision on what to do with the remaining capital, and it's really a decision on do we use that to buy another company or ultimately
do we think about using that to buy back our own stock or to buy back our company. And we'll make those decisions over time as we look at the
opportunities that are available to us, both currently and as we look out into the future. And that M&A work will come after -- as I said, after we've
earned the right and established our capabilities around growth.

And so when you think about it in summary and think about what you've heard today, from everybody, we're ultimately focused on creating
shareholder value. And it's really a combination of all the things that we talked about. So accelerating core sales growth, sustained margin expansion
and both of these things, accelerating core sales growth and sustained margin expansion, it's a consistency and an expectation and the ability to
do that over time not to be lumpy as we deliver on those expectations, maintain strong free cash flow and then disciplined capital allocation. If we
get all those things right and we are going to get all those things right, that's what's going to drive top-tier total shareholder return and ultimately
creating value for shareholders. So thank you very much. With that. I'll turn it back over to John.

John L. Stauch - Pentair plc - Future President & CEO

So I like the slide so much I put it in again, so we have it twice. But hopefully, you heard today that we think that we're choosing where to go as a
company informed by where we're already successful. And I think, it's easier to grow if you're just trying to do more of what you're doing. And so
being a Residential and Commercial water treatment company is what we aspire to be and to be the leader there. I think we've got a great starting
point. We are the leader in most of the spaces we play. And I think our customers are looking for us to come up with the innovative solutions and
create more intimacy with them as we go forward. I think maintaining our focus is going to be critical. We chose these 3 strategic priorities because
-- not because of the right things to do in 2018, but the right things to do over the next 3 to 5 years. The tactics, as I mentioned, might change
slightly as we build out the organic growth paths, but that's the agility we have to have within our construct of how we operate as a company. But
I do think if we focus on these 3, invest the money that we're talking about, I think we can get to that differentiated growth that we're aspiring to
have.

I think, hopefully, you heard today that to do this right and to get these focused strategies and drive the differentiated growth, we have to accelerate
our innovation capability and technology. We need to spend more as a percentage of sales and technology, but we have to do and inform by what
the customer wants. And that customer is both the dealer and that customer is the end consumer and both those things should inform where
we're going to go. And ultimately, we are very proud of the fact that we've been grounded in our Win Right values and PIMS. Our reputation as a
company matters, especially, is an area where we're going and the sustainability. We have to continue to make sure our reputation stands out. And
I am very thankful for Randy and what he has given in the PIMS platform and the culture we're inheriting to move from. We have an amazing
accountability for performance culture in Pentair. We just need to put that accountability a little bit more towards the growth side. And then we
think we create the value creation through driving revenue growth, and as Mark said, sustaining the performance. We can't go backwards. We have
to continue to go forward and then ultimately utilizing our capital in a wise manner.

So in summary, we're a pure-play water company, May 1, and we're excited to be so and hopefully, you've heard that excitement today. We're
ready to go. I know -- I've had those training wheels on and Randy's been guiding me, and we've taken those training wheels off and he is ready
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to let me go. And I'm ready to have him let me go. And we as a team are very excited about the contribution we can make in this space. We're
driven by the PIMS and it's a great team. Very proud of the fact that we work together across both companies to make sure that both companies
had the talent necessary to be successful and both - internal capability and going outside to bring external capability in as well. We have a large
installed base to serve, hopefully, you saw that. You probably noticed that our margins and our profitability is skewed more in the areas where our
installed base is higher, as a percentage of sales. It's probably not a coincidence. So serving the installed base continues to be our opportunity to
drive more value to the Pentair shareowners. And ultimately, again, cannot be said enough times, generating the cash flow and putting the cash
flow to good use is how we'll be measured. So with that, that's the summary, and we'll be glad to invite the rest of team up, and we'll be glad to
open up for Q&A. Jim?

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

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

For starting Q&A, we're going to have 2 mics going around. And for the benefit of those on the Webcast if you could please say your name and
firm, would be very much appreciated.

Steve Tusa - J.P. Morgan - Analyst

I'm not going to ask about the long-term targets.

John L. Stauch - Pentair plc - Future President & CEO

Then talk about the quarter?

Steve Tusa - J.P. Morgan - Analyst

Other than growth. Yes, definitely talking about the quarter. The growth bar chart that you put up that showed -- what's the assumption on GDP
there, do you -- using growth?

John L. Stauch - Pentair plc - Future President & CEO

It was intentionally left blank. But I mean, I think, we would assume somewhere over the horizon that we hope that GDP will maintain somewhere
around 2% to 3%, if we're choosing it today.

Steve Tusa - J.P. Morgan - Analyst

So that's kind of an organic for you guys in the...

John L. Stauch - Pentair plc - Future President & CEO

If you take the current conditions and you extract them, yes.

Steve Tusa - J.P. Morgan - Analyst

3% to 5% is what kind of -- what you guys would think about with the organic?
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John L. Stauch - Pentair plc - Future President & CEO

I tell you what, Karl mentioned it today, taking a point of share holistically across the portfolio is hard. I mean, I think, companies who say we can
get 2% differentiated growth from share, that's a big ask. I think there's areas of the portfolio and some years you can get there, but then your
competitors respond. So I think, our differentiated growth across those 3 horizon areas, high 0 to 1% in the short term, Steve, and maybe 1% to
1.5% over the longer term.

Steve Tusa - J.P. Morgan - Analyst

And then on this investment of $25 million, is that going to be kind of an ongoing run rate thing that we're going to be hearing about in '19, '20,
'21? Or is that kind of some seed money to get some of these initiatives up and running?

John L. Stauch - Pentair plc - Future President & CEO

I think we look at it as a jump-start and then you should have that sustained investment being focused on different things in '19, but it shouldn't
be an incremental uptick from the spend that we have in the '18 forecast.

Steve Tusa - J.P. Morgan - Analyst

Okay. And then one last one. On the capital allocation, I didn't really see -- sounds like M&A is really the priority. At what stage, would you be
opportunistic when it comes to buybacks? Or is it mostly bolt-ons and deals in the near term?

John L. Stauch - Pentair plc - Future President & CEO

Yes. I think, we have to work with the new board to figure that out, Steve. I think that's a decision when we have the full Pentair board up and
running, dedicated to the Water side on May 1. I think that's our first conversation as how do we want to do that. I think most of the dialogue we've
had, as a team, has really been how do we not distract from organic growth. And as I mentioned earlier, I think, we have to go get the core growth
and make sure that differentiated growth doesn't take from core. And we have to be very careful that acquisitions won't take from the efforts of
differentiated growth. So I would think, in the short run, it's a lot less likely that we're going to do more deals. I think the deals are more futuristic,
Steve.

Deane Michael Dray - RBC Capital Markets, LLC, Research Division - Analyst

It's Deane Dray with RBC. Maybe, the whole premise of the 3 areas of focus for Pentair, the Pool, Residential, Commercial and Asia make all kinds
of sense. And the level of detail you provided today was helpful. I was hoping you could comment a bit about the part of Pentair that doesn't fit
into that bucket, the other 20%. I know you have to be a little vague at this point. You're probably still thinking through how the businesses are
either kept in runoff are non-core, maybe potential divestitures. But just share with us the thought process. How you're looking at those on a return
basis versus your cost of capital? And maybe, kind of, time frame for decisions on those?

John L. Stauch - Pentair plc - Future President & CEO

Yes. It's a great point, Dean. And just because something isn't a priority from an investment standpoint, it doesn't mean it isn't important to Pentair.
That 20% of portfolio provides a lot of cash flow, a lot of technology and a lot of basically starting points for our geographical expansion. You take
something like food & beverage. It's a big piece of China, Southeast Asia, where we are today. I think that our new structures and organization
where we can work across the organization allows us to stay in those businesses, but don't emphasize the incremental investment going to them.
When they were standalone businesses, they spent their same rate as a percentage of sales in R&D and same on selling and marketing, and it wasn't
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productive use of the money because we needed that money to do it in Pool or to spend in other areas. So if you look backwards, Pool, which is
our biggest growth opportunity, was almost a cash cow to fuel the growth of the underperforming businesses. What we need is the underperforming
businesses to fuel the cash so that we can grow and where we're likely to have a stronger position. So I don't think this is necessarily about divesting
business. It's about making sure that the incremental investments are going in the targeted areas where we want to go. I want Phil to comment,
because it gets complicated because these businesses provide technology that are necessary to our success elsewhere.

Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

Sure. Yes, that's actually a really great point. And I made the point, maybe, not that clear, but a lot of the most innovative forward-thinking
technologies coming out of our industrial markets. And if you look back historically and throughout Water, most of the time there is a trickle down
from the Industrial markets of the technology back down into the Residential and Commercial. And so the technology base within that segment
is really important to catalyzing the innovations that we're going to go forward with within that Resi and Commercial space.

It's a great basis for building off of...

John L. Stauch - Pentair plc - Future President & CEO

I mean, Phil, I know there's more questions, but just take something, like, in U.K., people are running around and just drinking regular water, right?
And they want it as [clean] as possible. It's not the right solution, but RO takes way too many of the nutrients out of the product and that's where
the designer water comes in and that's where nano and ultrafiltration...

Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

Right. Exactly. So we have this opportunity, this whole spectrum to be able to design fit-for-purpose water, right? Whatever the water needs, exactly
the formula for the optimal use of it.

Deane Michael Dray - RBC Capital Markets, LLC, Research Division - Analyst

Just as a follow-up. I want to stay exactly on that topic, Phil, on designer water. The idea here you're seeing more of the big food producers being
more sensitized to water chemistry in terms of their food they're producing. And to use, kind of, a funny example, frozen pizza, it really matters
what the pH is on the water in terms of the quality. Now you guys are in a really unique position given your exposure and platforms in commercial
food, where is that in terms of growth priorities? I know you're already exclusive on the largest coffee chain globally, but how does this all fit together
in terms of your ability to manage water chemistry and then the commercial opportunities?

Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

Yes, it's really great. So when we're starting to talk about the innovation centers that we're standing up, the idea is that all has to be consumer-back
in terms of the grand challenges we're trying to solve with the technology. So when you think about our customer back, the opportunity is how
do you, a) there's a lot of research going on in food science to link the water chemistry to the end product, to the food products that are being
made. So we're engaging in that kind of dialogue to understand what that outcome has to be. But then that's going to help inform the types of
products and technologies we develop to deliver that fit-for-purpose water or so. That's a big change for us with the new organization, it'll be so
much more market-back and understand really what the end use of our products are.
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Clifford F. Ransom - Ransom Research, Inc. - Founder and President

Because I am compulsive, I've read the 10-K about 3 times, but I swear to God, I can't find a single mention of PIMS in it. I am curious what kind of
arrangements you have to share the intellectual property embodied in PIMS and to cooperate over what time frame in advancing PIMS in the
separate companies?

John L. Stauch - Pentair plc - Future President & CEO

Yes. So it's a great question, Cliff, and I'll let you answer or ask that question of Beth in the nVent session. I mean, for us, the Pentair Integrated
Management System is supercritical to our long-term success, and we're going to talk about it quite openly and candidly. I think, internally, the
hard thing has been getting PIMS to think more than lean, right? Lean is embodied in lean excellence process we did. We have manuals, we have
digitization of those manuals, we have the step processes that we use associated with that. But the talent management and the commercial
excellence are big part of this overall Pentair Integrated Management System. So our goal is to make sure, it's just not synonymous with lean. Lean
is still important, it's critical to what we do, and quite frankly, we tried to use those lean tools as we value-stream map our customer needs and how
do we serve those customers more effectively. Great catch on it not being in the 10-K, I'm not so sure if that's true enough, but if you read it 3 times,
I have to believe you. And we'll -- that's a good catch and something that we didn't intend to do. I think, Beth will answer the question on what she
plans to do with nVent.

Mark C. Borin: It'll be in the 10-K. It comes out...

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

The Form 10...

Clifford F. Ransom - Ransom Research, Inc. - Founder and President

Form 10 -- that was Form and I was the one...

John L. Stauch - Pentair plc - Future President & CEO

The Form 10. Yes. I totally got you there. And the real answer is she -- nVent, it would be NIMS and I think, there is a better way to phrase it than
NIMS. And I think she is excited to share that with you, but it's a very -- key to what we do.

Nathan Hardie Jones - Stifel, Nicolaus & Company, Incorporated, Research Division - Analyst

Nathan Jones, Stifel. John, in your opening comments, you talked about the 3 main strategic priorities and then 32 underneath that with a focus
on 6 to 8 this year. Can you maybe share a little bit more about what those 6 to 8 are?

John L. Stauch - Pentair plc - Future President & CEO

Yes. So, I mean, you saw a little bit where we are. I mean, I'll talk to 2 or 3 of them in Pool, and then I'll let Karl. I think what I wanted to make sure
you understood, is funnel of ideas that started with no idea is a bad idea, and how do we take those into working few that we can actually invest.
And then we ran ROIs on these. And as you know, those can be subjective. So we had to stress test those as well, because someone might be able
to do an Excel spreadsheet better than somebody else. And we have to make sure that the market input is right. But an example, and Karl will go
into them, but certainly, automation in Pool is one that's near and dear to us. And I'd like Karl to spend a little bit more time on that. Our price point
is pretty high on the automation we give. It is a robust system that we sell and we think it's better than anybody else's, but the truth is the price
point on that system is limiting to everybody else putting it in. And some people might just want to use automation to turn the pump on and off
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or to turn temperature on and off. And we've got to play in a better range to do that. Another area that surfaced is, if we're going to build the brand
with the consumer, we have to be in the consumer-oriented places in Pool, so i.e. cleaners. You're buying as an aftermarket product and how do
you get deeper into cleaners? What's important in a cleaner? And it's an area that we're not as penetrated in as pool and is an opportunity. In Water
Filtration, it's things like digital commerce. How do we engage with the customer differently? And as I was sharing with a couple of people in the
break, yes, okay, that's low-margin stuff that we might not want to do, but shame on us for missing the connection with you as a customer and
you're telling us that you're looking to solve something on your own. And now we have an opportunity to take that information and convert it
back into a dealer opportunity. Those are 3 of the examples. And I don't want to give you all of them, but that's kind of where we are going with
those ideas. And so Karl, maybe, you talk a little bit more about Pool.

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

Well, so you've touched on the really good ones.

John L. Stauch - Pentair plc - Future President & CEO

Of course. It's what I get to do.

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

And we're really focused. So at the same time, we tee up these very specific initiatives for you. We also have an organic process going on to bubble
up future places where we can invest our resource. One that John didn't touch on was in the food service space. We've got a really strong position
supplying high-quality drinking water to restaurants, who depend on that. We are in a beta test process now to connect those water quality
characteristics to the cloud so that restaurant operators can actually see, monitor, control and respond to their water quality. That's huge. It's
something that's nice to have for a homeowner, it's a must-have for a restaurant operator. One area, I think, you did touch on is in Pool, we are
underpenetrated in the pool cleaner space. And as we build-out our capability to get in close contact with consumer and generating demand at
a consumer level, our ability to gain share and gain traction with some of those more consumer-oriented products as opposed to the products
back at the pool pad, back in the equipment room, so to speak, will be greatly enhanced. So that opens up the whole new area for us.

John L. Stauch - Pentair plc - Future President & CEO

And the other one, real quick, this is a follow-up and it's one that we're talking, we should have mentioned in our presentations, but his whole body
of work came back and identified through the marketing efforts, that John's team led, that the 5 largest pool states where we have a strong position
in are 5 with the worst water quality from a water drinking standpoint. So that's where brand, our Pentair brand on the water filtration side will
connect to the Pentair brand that you know when you service your pool. And that's an opportunity for us to connect the dots, as it's another idea
that came up.

Nathan Hardie Jones - Stifel, Nicolaus & Company, Incorporated, Research Division - Analyst

And my follow-up question...

Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

I was just going to say that when we are starting to talk about that, IoT Pentair Residential ecosystem that's the other way we're going to really
connect these dots, right, because you might have one Pentair product where you get an opportunity to learn about other Pentair products, who
build brand awareness and elevation for us and also allows us to target market at those potential consumers. So imagine you're in Arizona, you
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have a pool, we know that they probably have a water problem and they could use a water softener or a point-of-use or whole home water filtration
system, we're able to much more effectively go find those customers and create that dealer pool.

Nathan Hardie Jones - Stifel, Nicolaus & Company, Incorporated, Research Division - Analyst

Okay. And my follow-up question on margins. You're looking at sustained margin improvement, which is a target for everybody, I think. You've
clearly got margin scale lot higher in Pool than the other 2 businesses. Is there still opportunity to push margins in the Pool business higher? Or is
the margin expansion side of it really focused in the other 2 parts?

John L. Stauch - Pentair plc - Future President & CEO

It's a great question. I personally don't believe that high margins stand in the way of growth when you are solving the real needs of the customers
and you have the right applications and capability. I've been associated with businesses in a prior life that were substantially higher than that, that
were still growing at the higher rates of performance. I think it's more a reflection of the spaces you're in and the solutions you're bringing into the
spaces. I think what you saw in the other 2 businesses was little bit more complexity, a little less scale into a vertical market, all right? I mean, Pool,
majority of what it does is a North American pool play for a space in a vertical market and all of its products serve that. When you get into Filtration
Solutions, the Water Filtration side would look a lot better than what you saw. And where you see the other $400 million, is the complexity of the
projects coming in there. The same thing you would see in Flow. We have very, very high margins in certain product lines where we have a lot of
value. And where we're relying on large projects or large infrastructure type of place, our margins are much lower. So Mark mentioned this, but it's
really about where we focus the portfolio and how do we continue to add value in the spaces we should. And that's what the new organization is
about and making sure that we up here are prioritizing where that spend gets put.

Scott Graham - BMO Capital Markets Corp. - Head of U.S. Government Bond Trading

Scott Graham, BMO. I wanted to, maybe, talk about the 6 to 8 versus the 30 a little bit differently. How are you gating that? Because, let's just say,
for example, the 6 to 8, they're not all going to work or they're not all going to give you the return that you hope. Is the 25 to get to the -- over 30
is that kind of where we reach up and grab new ones if any of the 6, 8 fail or, what is that, 25 plus?

John L. Stauch - Pentair plc - Future President & CEO

I think just to not spend too much time on this, but I think you're asking the question about what do we not do? So let me give you some insights
what we didn't do. A very large opportunity for Pentair would be taking our filtration into medical space in a much broader, bigger way. On paper,
that's a huge opportunity. Over the next 5 to 7 years, it would be one that would have risen to the top for me to look at it, but then when we get
into the right to win piece of that compared to the other competitors, who could also go serve that. It fell out for that particular reason, is why
would someone actually choose Pentair when we're 1/10th of the size of the other people that they can solve that and it's harder to say, no, we're
not going to invest in that. And obviously, that team that's committed to that, that was a difficult conversation, Scott, but that's what we've got to
have. And we got to say, listen, it's still important go do these things, but we're not going to do that. In the past, they would put their own resources
towards that and they would have gone and worked on that particular project.

Scott Graham - BMO Capital Markets Corp. - Head of U.S. Government Bond Trading

And when within the 6 to 8 when you see something not working, how does your gating mechanism work to just drop those off? And my follow-up
question would be is $25 million enough?
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John L. Stauch - Pentair plc - Future President & CEO

Well, it's enough for '18. I believe that to be true. I think I would never want to challenge the team or we would never want to challenge team to
go spend it, because they will, but we want to spend it properly on the right things. And we have great tools in PIMS for Alpha Testing, what we --
part of Rapid Growth Process, I mean, and with digital marketing now, we can go test the zip codes or test in particular areas. And we can fail quickly.
And what we're talking about with the team is how do we turn those failures into learnings that help further our opportunities. I think it would be
hard for me to believe that the way that we're working, as we go forward, we wouldn't identify that something is not winning. But it is a concern
of ours, and we spend a lot of time at our global leadership meeting saying when will you feel comfortable telling me it's not going to work. And
we need to know that early so that we can adjust course, Scott.

Michael Patrick Halloran - Robert W. Baird & Co. Incorporated, Research Division - Senior Research Analyst

And then Mike Halloran with Baird. So let's stick on that from a topic question and just go over process of identification and what your internal
hurdle rates are for these projects? So, if we look historically, a lot of great opportunities for Pentair, internally didn't monetize them as effectively.
It certainly seems like you're talking about more rigor financially around driving towards those hurdles. Can you talk about that? And then what
exactly those hurdles are?

John L. Stauch - Pentair plc - Future President & CEO

Yes. So I'll give you some ranges. But I think, first of all, think of the conversation we had on tuck-ins and bolt-ons, similar to what we're doing with
differentiated growth, right, Karl and John? I mean, for instance, if it's something our dealer needs today and they're saying I absolutely need it,
we're probably going to take a lower hurdle rate on going to answer that form, because we don't want to create an opening for them to go to a
competitor and then ultimately lose the other products we're going to sell. If it's more of an adjacency where it's not the same customer and it's
something else we're doing and we can create incremental value, we'd be more likely to expect the higher return from it, because it's going to take
differentially more money to go make that happen. And so think about it as if we are targeting a long-term mid-teens ROIC, because this is organic
growth or probably in the low 20s to the high 20s from our expectations.

Michael Patrick Halloran - Robert W. Baird & Co. Incorporated, Research Division - Senior Research Analyst

Makes sense. And then on the margin side, obviously, acknowledgment earlier the pendulum might have swung a little away from growth, little
too close to margins. So when we think about the expansion you're expecting from here, is this just productivity mitigates or offsets the incremental
dollars associated with the investments and then volume flows through? Or is there -- and then, maybe, a little pricing with some of the initiatives
you're doing? Or is there some other calculus to that progression?

John L. Stauch - Pentair plc - Future President & CEO

Yes. I mean -- If I gave you some general framework, I mean, most of the products that we serve have a drop-through rate, somewhere around that
low 40s to mid 40s from the value contribution standpoint. So our growth is very important to us. And I think having made sure it's targeted to the
places we want to be, we're going to get the return. I mean, you saw Mark show you what it looks like without the growth investment this year.
And so we feel like we've got to jump-start this growth. And then, as I said, that kind of plateaus as far as an incremental investment becomes more
of a run rate and we should see the drop-through coming through.

Steven Eric Winoker - UBS Investment Bank, Research Division - MD & Industrials Analyst

John, you and I've been talking about the growth playbook versus the cash and cost playbook for a number of years. And now you got a portfolio
that seems to be well-oriented towards that. But 70% of it, as you noted in a number of slides, is recurring in aftermarket. So from that perspective,
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do you expect to shrink the replacement time significantly on the product side of that as oppose to, let's say, the consumables engine? And by
how much are you guys thinking of doing that such that you'd actually be able to drive that 70 -- growth in that 70% by another 100 basis points?

John L. Stauch - Pentair plc - Future President & CEO

It's a great question. It's probably a complicated answer. So I want to kind of parse it a little bit. I think, if we look at Pool, I think, Karl shared with
you that that's an aftermarket business. And quite frankly, what we learned on the variable speed pump was it was hard to sell as an original
equipment play, because you had to tell someone their pool would be very expensive. And so we actually saved the money for you after you find
out it's expensive when you're enjoying your pool and is tagged more to be in the aftermarket. So you could actually come in later and start replacing
products, but you take something like a saltwater pool, you want to have that installed in the beginning. If you talk about different forms of
sanitization, you want to get that installed in the beginning, because those are harder to do later in the aftermarket side. When you get into water
filtration, losing that sale upfront, it's going to be a hard replacement, because it is going to be a like-for-like more than likely, right? So we've got
to give more reason for you to think about it install, even if it's a slightly lower margin so that we can make the money on the filters going forward.
When we get into Flow, we've got to really separate the installed base, but we have an opportunity to do like-for-like on pumps that have been in
the ground for many, many years and make really good money from going on winning new projects that right now are really in the low double
digits margin rates. And those aftermarkets can be anywhere from 15 to 20 years long before you're coming back for that aftermarket play. So I
think it's careful thoughts of what you're saying. And I don't think it's a one-size-fits-all, but it's making sure we understand those business models,
making sure we understand what the customers' needs are and be very selective how we go after the growth that we're looking for.

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

Yes. When I think about aftermarket, I don't think first of replacement. I think of augmenting the pool pad, for example, with all the great products
that we've come up with over the last 10, 15 years. You're right, John, that it is easier to get those installed at the outset, but the opportunity really
is around getting in front of the consumer with the benefits of these products that have been released. I'm constantly surprised at how, frankly,
ignorant pool owners are of all the technologies that's out there now. And it's not that hard to put on after the fact. So there is a great opportunity
for us there and it all hinges around getting those consumer touch points, digital marketing. The same is true on the water filtration side. We're
convinced we can have the same kind of productive equation going on there in getting in front of consumers with solutions that are compelling.

Steven Eric Winoker - UBS Investment Bank, Research Division - MD & Industrials Analyst

And then as a follow-up question, I think, the latest filings had R&D at about 2.6% of sales for the water side of the business and that's before the
-- obviously the $25 million. How much of that $25 million are sort of R&D versus sales distribution or other initiatives roughly? And then where
are we taking -- where are you thinking and hoping to take that 2.5% over time and what can the organization absorb?

John L. Stauch - Pentair plc - Future President & CEO

Yes, so I think, long term, we'd like to be at least at 5% of sales for technology. I don't know what long term means. I don't know what framework
it is. I think that really comes down to what the voice of the customer informs and can we spend it wisely. And I think you can spend and as we
found out, we did a lot of small applications and a lot of throw-away products that create complexity. So we want to go for the big scale. I don't
know yet, is the answer to your first question. And I think, without a doubt, that digital marketing and the marketing will be the likely majority of
the investment this year. And it will inform where we want to spend the incremental R&D dollars except for the technology innovation centers,
which are an absolute must-do this year and we got to get those up and running.
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Martin A. Sankey - Neuberger Berman Group LLC - MD

Martin Sankey, Neuberger Berman. Going back to the margins question, the $25 million or 80 basis points of sales are being invested this year. If
you go back to the 2018 outlook chart, you have bars for inflation price growth, et cetera. Usually, the investment has a separate bar. So where
does that show up? Is it in -- in which bucket is it...

Mark C. Borin - Pentair plc - Future Chief Financial Officer

It's in productivity. So if you look at the slides that I presented, it's in that productivity bucket that we're showing $15 million of productivity.

John L. Stauch - Pentair plc - Future President & CEO

And where it shows up going forward, will be in growth in a differentiated growth, our volume should increase in '19 and '20.

Martin A. Sankey - Neuberger Berman Group LLC - MD

Right. So in other words, the gross productivity, so to speak, would be more or like $40 million?

John L. Stauch - Pentair plc - Future President & CEO

That's correct.

Mark C. Borin - Pentair plc - Future Chief Financial Officer

That's right.

Martin A. Sankey - Neuberger Berman Group LLC - MD

Okay. But -- and my follow-up is, you mentioned in answering a previous question that the current drop-through rate is 40% plus or so, much across
the product line. What do you see as the entitlement over time in terms of where incremental margins are today versus where you think they can
be in the future?.

John L. Stauch - Pentair plc - Future President & CEO

I really don't know if I want to even attempt to answer that. I think that those types of targets get you in trouble in the future. And I don't feel like
I need to tell you that. I think they can be better. And I think right now, we want to focus on growing the top line and growing income dollars at a
rate that we can all be proud of. And then turning that into cash and then invest that more wisely. I think the margins will be proof-of-concept of
how well we do. And if we grow, they should be better not worse.

Joshua Charles Pokrzywinski - Wolfe Research, LLC - Director & Diversified Industrials Analyst

Joshua Pokrzywinski of Wolfe Research. John, I heard ethnography today more than I have, I think, in my entire life up until this point.

John L. Stauch - Pentair plc - Future President & CEO

Did you google it?
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Joshua Charles Pokrzywinski - Wolfe Research, LLC - Director & Diversified Industrials Analyst

I absolutely. I'm not too proud to admit that. I guess, in that same token, 2 years ago that you talked about a lot of changes to selling practices in
the sales force. And it sounds like there's more to come today. At what point do those stop? How has that been received? Or are you seeing a lot
of people who are kind of reconfiguring, who they're talking to or what they're selling by a substantial amount? What's that feedback loop been
like? Because I think a lot of that hinges on people having a recalibrated base and going after that excited versus confused?

John L. Stauch - Pentair plc - Future President & CEO

Yes. So let me break it -- break 2 things down, first of all. There's 2 words that we're using a lot internally that I had to google both myself, too. One
is empathy and one is ethnography, right? The word empathy, you immediately say, "Okay, that's sympathy." It's not. It's understanding the other
individual at a level that helps you understand what the real need is. I think the example we use is the Apple iPhone, right, the smartphone. Nobody
knew they needed one. And Apple found a way to tell you you need one. And now you can't live without it. That's the ultimate empathy of
understanding what a customer need is. I think when we look back and we look at ethnography, it's more of industrial engineering for a particular
customer. How many clicks is it taking for them to find you in the website? What is their real use and the real need? And John can certainly talk
more to this. But I think what you should hear is we put marketing into the forefront. And one of the things Randy and I used to talk about, Industrial
companies cut marketing people all day long because you couldn't understand if they had a value or not. With the Internet today, you can measure
marketing through data, research and you can value the benefit that marketing is bringing to you. You can find out real acquisition cost of a
customer. You can understand how you're converting that. You can understand what you've lost by that. So there is a great opportunity to do
better at this. And most Industrial companies are in the positions we're at, where we're just now trying to bring those resources into our organization
that understand and can look at this as a project that they can participate on and really get informed on what our customer wants. So I don't know
if we can outsource a lot of this, which is probably an answer, because you've got to keep people on the digital front engaged. And we'll probably
going to find partners who can take that data and research it and analyze it a much more effective way than we probably could because we're
going to look at it as more maybe from a defensive mode. And then we've got to find a way to convert it into an ROI that's quite valuable for us,
so...

John Henry Jacko - Pentair plc - Future Chief Growth Officer

The idea of ethnography is, first, to be more of a B2C company. So I'll give you an example. If you were to talk to us someone who has an RO system
under their sink, they'll tell you, "It's dark, I don't know when the filter cartridge needs to be changed. It's takes up too much space, I like to put
other things there." That's the kind of observational voice of the customer, if you will, that we can do, have done. And if you see some of the new
products coming out, they actually have a light on, tells you when the filter cartridge changes. It's much slicker in design. We need to bring more
industrial design in here as we move into a B2C company. So things look high-tech. They're not just that industrial design if you look at old industrial
design. So more that is going to help us be a better company.

Joshua Charles Pokrzywinski - Wolfe Research, LLC - Director & Diversified Industrials Analyst

Got you. And then just a follow-up on China, I think there's a pretty well-worn path there with another water peer that it looks like you're heading
down there as well. And I think if you ask them what does the U.S. channel look like versus China, it's a way different brand, it's valued differently
and you interact with customers differently. I guess, I didn't hear a lot about the difference today. Is that something that shortens that development
cycle in terms of penetrating? Does it lengthen it? How do you have a -- is there a retail strategy that needs to be involved? Just any color there, I
think, would help flesh it out.

John L. Stauch - Pentair plc - Future President & CEO

Yes, yes and yes. I mean, I think you probably noticed that they would put 1, 2, 3 on the page. I think, the Aquatics one, we know what we need to
do and we're further along on that. The Water Filtration one, which is the center of that page, is the #2, priority in China is the third just because
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we just announced our leader. And that leader needs to go find the team. And we're all going there shortly to make sure that team has what it
needs. But we have to go back to where we were 5 to 7 years ago, where it's a localized product developed for a localized need and it's consumer-savvy.
And yes, it is sold in retail. And yes, it's an appliance. And yes, you're proud to put it on your counter, right? We can no longer look at it as a distribution
arm of North America. It's more likely to be the other way. And what we've been spending time on is how do we organize the chaos and successfully
take the products that are developed for the China market in China? And how do we bring those back to Europe and bring those back to North
America in an effective way through our other existing channels? So we're excited. And there's room there, right? There's not a big distance between
the #1 player and where we are. And we used to actually be the leader, so it's about getting back to where we were.

John Walsh - Vertical Research Partners, LLC - VP

John Walsh with Vertical Research. Maybe just, first, a clean-up question. As we think about the 70% that's aftermarket and replacement, how much
of that is kind of recurring consumable? Do you have that breakout within there?

John L. Stauch - Pentair plc - Future President & CEO

All of it, I mean, pretty much. Well, I mean, we have to define consumable. We define it as a replacement and we're selling into an installed base
versus an original equipment. So Pool, it's fair to say that we could be increasing your content at the same time we're replacing something else.
So it's maybe closer to 80%, if I'm guessing.

John Walsh - Vertical Research Partners, LLC - VP

Got you. And then on the 30% that's not replacement, can you just baseline where projects as a percent of sales is now?

John L. Stauch - Pentair plc - Future President & CEO

Mark, do you know what that would be offhand? It's a lot lower than it was 2 years ago.

Mark C. Borin - Pentair plc - Future Chief Financial Officer

How do you define projects?

John Walsh - Vertical Research Partners, LLC - VP

Well, I guess, what we were backing out before, so now it's obviously...

John L. Stauch - Pentair plc - Future President & CEO

Well, what Mark committed to you is we wouldn't do that anymore. So let's say that all the ones that are necessarily gone are gone.

John Walsh - Vertical Research Partners, LLC - VP

Okay, fair. And then as we think about software and embedded software, I mean, what do you think the penetration rate can reach on your product
portfolio? I mean, is this something that can proliferate through the majority of it? Or are there certain parts where just it's never going to hit the
product line?
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Dr. Philip M. Rolchigo - Pentair plc - Future Chief Technology Officer

It's hard to say. But I think you're going to see a significant portion of those products be smart and connected. I would say for sure, almost -- more
than 50% of anything we do in Asia is going to be that way because that's where the trend is. And I think you're going to see that come back here
towards North America and the other developed markets. So I would say easily 50%, any...

John L. Stauch - Pentair plc - Future President & CEO

No, I think what we're doing as a team is looking back 5 years, looking back 10 years and saying wow, probably like you are, look at all the change
that's happened. And it is only fair to think that the rate of change going forward is going to be even more rapid than it was going back. And we
have to make sure that we're not engaging in dialogue with our teams informed by our particular lifestyles. We have to understand that the
emergence of people out of college are they've never known anything but technology. I have one of those things that sits on my counter that my
son bought me, he drive me nuts. He can't live without it, Alexa. But I mean, that's the lifestyle of what people are growing up with. And I think that
rate of change is going to absolutely be faster in the future, which is going to drive our need. What we'll have to do is make sure we're agnostic to
any one solution and that we have the capability to play with everybody else's solutions. I don't think we're going to be the home controller of
choice across the nation or the world. But we need to have the smart products that can hook into anybody else's. And then if you have a bunch of
ours, they need to be integrated as well.

Robert D. Barry - Susquehanna Financial Group, LLLP, Research Division - Senior Analyst

Robert Barry from Susquehanna. I just had a couple of questions for Mark. First, on price/cost, on the call, lots of focus there on Enclosures. But now
that we're looking just at Water, it looks like price/cost is negative, maybe neutral with productivity. Why is that happening?

Mark C. Borin - Pentair plc - Future Chief Financial Officer

Yes. That's what I was kind of alluding to...

Robert D. Barry - Susquehanna Financial Group, LLLP, Research Division - Senior Analyst

What's the risk there if you think about...

Mark C. Borin - Pentair plc - Future Chief Financial Officer

Yes, when I talked about it, I mean, I think as you see kind of inflation creeping up a little bit, that's where we'll need to focus on managing that
inflation or looking at further price actions. And John touched on it a little bit, too, about the strategic pricing work that's going on within the
organization. So there's more opportunity on the price side to think about that interplay.

Robert D. Barry - Susquehanna Financial Group, LLLP, Research Division - Senior Analyst

I mean, are there just pockets where it's hard to get price? Or is it kind of a broad concern or challenge?

Mark C. Borin - Pentair plc - Future Chief Financial Officer

I don't think -- I didn't say there was a concern on getting price.
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Robert D. Barry - Susquehanna Financial Group, LLLP, Research Division - Senior Analyst

Or the headwinds, let's say. Well, I mean, since you're...

John L. Stauch - Pentair plc - Future President & CEO

I mean, we normally look to offset it. And we set those prices early in the year and we have. And what we're suggesting, and you said this on January
30, it's only fair to say that the inflation is going to continue to exist with some of the products. It's close enough is what I would tell you. I mean,
going back to our customer and asking for more probably for the level of disconnect we have right now, I mean, let's go drive more productivity.

Robert D. Barry - Susquehanna Financial Group, LLLP, Research Division - Senior Analyst

Got it. And then a question on the working capital and the cash flow outlook. Looks like this year, you actually expect working capital to be a source
of the cash kind of offsetting those other headwinds. I mean, as we think about that over the next few years, especially as you're thinking about
investing in growth, do you think working capital can still be a source of cash or might you need to invest there?

John L. Stauch - Pentair plc - Future President & CEO

No, I do. I think -- as you think about when I talked about the 3 businesses and the 2, the Filtration business and the Flow business, talked about
the margin opportunities, those businesses also have working capital opportunities. So some of this project business, that creates more working
capital requirements. As we have less and less of these large projects, that creates working capital opportunities. And some of that is still yet to
bleed off. So we've got opportunities. And we're not going to get all of them in 2018. I think that will continue to be a source of further improvement
going forward. So even as we're investing -- so for example, we might see the Pool business that might have working capital growth as they continue
to grow. But then in the other businesses, there's still plenty of opportunity.

Dax Vlassis - Gates Capital Management, Inc. - Managing Partner and Director of Event-Driven Research

Dax from Gates Capital. Can you talk a little bit about your acquisition pipeline right now and the likelihood of any deals in 2018?

John L. Stauch - Pentair plc - Future President & CEO

No. I mean, we have a really -- I mean, part of the new organization, the good news is we have a good vertical market focus and we're building a
really robust funnel. I think the challenge we're having is that for most people, '18 is better than '17. And most people see '19 is better than '18, so
most of the potential properties are not inexpensive and if we had a high success rate and they're just a tuck-in I think you could pay a little bit
more and it won't matter but from a large deal perspective I think those are off the table just because we haven't earned the right to do them and
as far as the tuck-ins and bolt-ons it's a robust funnel but the price points aren't yet exciting.

Dax Vlassis - Gates Capital Management, Inc. - Managing Partner and Director of Event-Driven Research

And can you talk about sort of ballpark enterprise values of what you would consider a tuck-in versus a bolt-on, just ranges.
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John L. Stauch - Pentair plc - Future President & CEO

Let's just say that without getting into specifics, I think too small, they get lost, and you can't track them, and they get very distracting, so don't
think of less than $10 million EBITDA, is probably being too small, and the bolt-on is somewhere between $10M to $20M EBITDA range. That's not
precise by the way, just a general ballpark.

Steve Tusa - J.P. Morgan - Analyst

What is the negative taxes in 2018 in cash flow?

Mark C. Borin - Pentair plc - Future Chief Financial Officer

That's just timing of how our cash taxes run. And so just as we look at year-over-year cash flows, it's -- we've got headwinds coming 2018.

Steve Tusa - J.P. Morgan - Analyst

Rough magnitude?

Mark C. Borin - Pentair plc - Future Chief Financial Officer

$20 million -- $15 million, $20 million.

Steve Tusa - J.P. Morgan - Analyst

And is that kind of a structural thing relative to booking cash tax rates going forward?

John L. Stauch - Pentair plc - Future President & CEO

Yes, that's probably right.

Steve Tusa - J.P. Morgan - Analyst

Beyond '18 as well?

John L. Stauch - Pentair plc - Future President & CEO

Yes.

Steve Tusa - J.P. Morgan - Analyst

Okay. And then are you seeing anything on the channel with regards to Amazon? What you're going through the channel in Pool or any of these
other areas, any changes there with Amazon?
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Karl R. Frykman - Pentair plc - Future Chief Operating Officer

So we are for participating with Amazon in Pool and in Filtration. But we've not seen any major change in the last couple years. We've been after
a structure in e-commerce around Pool for about 8 or 9 years or so. And things really in the last 2, 3 years have settled down a lot. A lot of it felt like
the Wild West out there about 5 years ago. But we've arranged for distribution and pricing structures and kind of rules of engagement that have
calmed things down. So we don't see a lot of change happening there in those two spaces.

John L. Stauch - Pentair plc - Future President & CEO

I mean, Steve, I'll just say generally, I think that what Amazon does, or consumer shopping on Amazon, that puts a number in their head from a
price standpoint and also puts an expectation of when they can get something. I think that has to inform how we're going to do business going
forward and how we're going to engage with the consumer and give a consumer what they need, when they need it. And we've got to become
better and we've got to come along with it. That being said, most of our products as we've said, we'd prefer to have installed by a professional
because of the electrical nature of them or the professional nature and the warranties that we put along with those products. So there will be -- I
mean, look, what did they do? They just announced they're going head-to-head with FedEx, right? I mean, there's big thinking in Amazon and
they're bright people and they're putting big resources behind some of the things they want to do. I think consumer intimacy, dealer intimacy is
ultimately how we defend ourselves against those particular threats or sell at a 40 multiple.

Scott Graham - BMO Capital Markets Corp. - Head of U.S. Government Bond Trading

Scott Graham, BMO with just 2 follow-ups. The first one, I think, is going to be easy. You just gave us directionally some of your thinking on M&A
going forward. Is the reason why we haven't been doing that M&A in the last 5 years, company size, the smaller tuck-in type into Water? Is it now
that you're just a smaller company, you can more focus on that? Just essentially, why haven't you've been doing this in the last 5 years?

John L. Stauch - Pentair plc - Future President & CEO

No, just simply were our debt levels. I mean, we did the Tyco Flow deal and oil corrected. We did ERICO. And because of that, we got ourselves in
a situation our debt-to-EBITDA was fairly high. We've now sold Valves & Controls for what we think is a fair price. And we've turned that now into
paying down the debt on both sides. And we're going to go place the debt in nVent as appropriate to what we could do. Each side will have a
capital structure. Each side will have a board. Each side's boards will determine how we want to look at the capital going forward. And then we'll
decide how to allocate that capital.

Scott Graham - BMO Capital Markets Corp. - Head of U.S. Government Bond Trading

Understood. The other question was simply, in the past, we have sort of gone through the distributor and reached into the consumer and the
professional installer to pull through products. And that has not necessarily been a strategy of success because of the nature of the individuals that
you're working with, and just simply there, the complexity of their knowledge of the products and that kind of thing. What changes this time
around? Are you talking about whole house and leveraging products? How do you get people that are interfacing with the customer, which is not
necessarily the distributor, the installer to whole-house product Pentair?

John L. Stauch - Pentair plc - Future President & CEO

Well, I mean, I think what we've learned from Pool is that if the dealer shows up and the consumer says, "I want this, this, this and this," that's the
best-case scenario, right? They're informed, they might have read a blog. They understand about our variable-speed pump. They wanted it installed
because they know it's going to save money. Now our dealer does not have to try to up-sell the consumer. And that's a better starting spot. When
that doesn't happen, what we did in Pool is we provided tools to all of the dealers to help take for your zip code the energy cost associated with
your particular region and give them the ability to demonstrate to you how much money you'll save with LED efficiency, the hybrid heaters and
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also the variable-speed pump. That's a great selling package now that a dealer has to inform you of what you should do. And then in addition,
what we have is the capability to again digitally market you. And we do have a digital marketing group in Pool that has been more effective than
the rest of our organization because we do have a brand and we do have dealers by ZIP code that we're partnered with and we've got a pretty
good strategy there. Now we have to put that playbook into Water Filtration.

Steven Eric Winoker - UBS Investment Bank, Research Division - MD & Industrials Analyst

John, just a couple of follow-up questions to your earlier answers. One is on variable-speed drive pumps and the changeover from fixed-speed.
What are the -- I mean, obviously the incremental profit dollars per unit is a heck of a lot higher. But the question I have is around the aftermarket
side of these things. With fixed speed running continuously, heating, braking presumably faster than the variable-speed units now, so I know your
OE dollar should go up. Does the aftermarket life extend, so as we move from 20% to 50%, we see kind of a move a little bit from aftermarket to
OE on that side or no?

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

I don't know that we've had enough experience with the length of life of the variable-speed pumps yet to really determine whether there is an
extension of the life. I do know that the estimates around the average life of an existing traditional pump in ground is somewhere between 5 and
7 years. And that's on the motor. So every time one of those fails, we've got an opportunity to up-sell. And that gets to the point around getting
the homeowner aware of the value of replacing with the variable-speed, which is really the centerpiece of our whole strategy in the aftermarket.

Steven Eric Winoker - UBS Investment Bank, Research Division - MD & Industrials Analyst

Okay. And then secondly, your answer to the -- to Deane's earlier question about staying in Industrial and the value of that to the rest of the portfolio
in terms of both cash generation and then the justification that an R&D level, that it's critical to drive some of the leading-edge technologies that
you can roll through the rest of the portfolio. If that is true, then the question is do you not -- if the R&D answer of that is true, do you not need the
scale in that area relative to larger players there to roll through the portfolio? And I'm just questioning that last part of the answer.

John L. Stauch - Pentair plc - Future President & CEO

Yes, it's fair. I'd say don't know. I mean, I think, first of all, we're informed that, that technology is an opportunity. But we can't be afraid to partner
with somebody else to get to scale either. And that would be the answer. And if someone is producing 10x as much as we're producing, why don't
we give them and have a partnership for them to produce?

Deane Michael Dray - RBC Capital Markets, LLC, Research Division - Analyst

Yes, I wanted to circle back with the third priority on China and Southeast Asia. It came up in the slides. It's pretty clear regarding the Residential
opportunity with countertop and individual Residential water treatment solutions and there's also comment on Commercial food equipment. So
what -- and then you also said that you've got a new leader. So what are you going to do differently in the region? What are you going to stop
doing that you were doing before? What are the kind of the key changes that you're looking for in terms of the go-to-market? And address the
opportunity outside of China, if you would.

John L. Stauch - Pentair plc - Future President & CEO

So our leader, first of all, has been in the region -- Karl, what, 10, 12 years, maybe 15? So he's been with us for a while. We chose him because he
has great insights into what's worked and what's not worked. And I think our main goal is to ask him what he needs and let him go do what he
needs to go do. That's the purpose of what we're trying to accomplish. I think we don't know. We don't live there. We don't wake up there every
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day. And then we'll get on the planes and we'll go every 3 months and we'll check in to see how they're doing. And we'll adjust the investments
and the funding and the resources if necessary. But you saw the cool product that Phil shared with you. That's a really neat product. We have cool
products in India, too. And we had an example the other day, where it kind of got sent around. A particular appliance broke in their kind of cafeteria,
and they just made one of their own. It's a water thing that they did with all existing types of products that they had right there. There's great
ingenuity in other places in the world. And what we have to do is not get in its way.

Karl R. Frykman - Pentair plc - Future Chief Operating Officer

Yes, I would add to that, that what we're doing in China is a microcosm of what we're doing across Pentair in that we're looking at enterprise-wide
opportunities. So if you think about Pentair in China, there are common channels. There's common customer service. There's common marketing
efforts around brand that we've never really reached critical mass around because we've gone to market as separate individual businesses. That's
over now. We're going as one Pentair, and so we can really leverage that scale.

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

All right. Do we have any additional questions? Never seen this group quiet before.

John L. Stauch - Pentair plc - Future President & CEO

Well, I just want to say we're really excited. And hopefully, you saw that enthusiasm today. I don't think this space struggles from opportunities.
What we want you to take away is that we have to prioritize those opportunities and we have to execute differently. And by doing so, we think we
can get to a higher level of differentiated growth. We want to sustain the performance that we've been so lucky to have with PIMS. And then we
ultimately want to put the capital to good use. So thank you for your participation today, and thank you for your questions.

James C. Lucas - Pentair plc - VP of Investor Relations and Treasury

And for those on the webcast, this will end for now. We're going gather back here at 1:00 for the Pentair Electrical nVent presentation. So we will
have lunch in a little bit. And I look forward to seeing everybody back at 1:00 and the webcast will be back live then. Thank you.
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