
APRILIA RS 457
A lap of victory for Aprilia in India 



• The Aprilia RS 457 marks a milestone in the Indian performance motorcycling 

scene. 

• Also coinciding in the significance metres was India’s first ever MotoGP. 

• With Aprilia’s legacy in the sport, MotoGP Bharat was the ideal platform to 

showcase Aprilia’s first ever performance motorcycle fully manufactured in India. 

• The price was revealed at the India Bike Week followed by an exclusive track riding 

experience at Kari Speedway, Coimbatore.

BACKGROUND:



OBJECTIVES

Establish and ignite passion for brand Aprilia:
Re-establish its unique brand identity to enhance market competitiveness.

Redefining the meaning of performance:
The 250-500cc class is dominated with local and global well-established players. Aprilia 
needed to elbow its way in and set new benchmarks in the country.

Organic PR for Aprilia RS457 Launch:
Build excitement and anticipation for the first Aprilia motorcycle manufactured in India, the 
RS457.

• Pre-showcase: Build brand equity in the lead-up to the RS457 launch.

• Post-Showcase (6 Months): Sustain conversation, momentum and excitement around the 
RS457, during the phase between showcase and delivery.

A product to envy:
Draw parallels between Aprilia’s racing pedigree, the debut of MotoGP Bharat and Aprilia’s 
first ever performance bike with an India narrative to form a focused, compelling narrative.



CHALLENGES:

• Multiple Indian and Global motorcycle launches (in the 250-500cc class in the Rs 2 to Rs 6 lakh) were planned with 

significantly larger budgets (estimated 20-30x higher than Aprilia).

• The global unveiling of the RS457 at the MotoGP event in Italy (2 weeks prior) saw Indian media had already covered the 

RS457 dampening the excitement. 

• A very limited budget demanded a creative and strategic PR approach to achieve maximum impact and high decibel visibility.

• Apart from a few aficionados who follow international motorsport, Italian-origin Aprilia isn’t as well-known a name as other 

Japanese marques or even well-known Italian brands.



CHALLENGES:
STRATEGY: REPOSITIONING APRILIA THROUGH MOTOGP AND AUTHENTICITY 

Harnessing Aprilia's MotoGP legacy

We went beyond typical sponsorship or corporate 
speak by allowing racing team Principal and riders 
to address media highlighting Aprilia’s racing-first 
approach. This generated significant interest 
among media exceeding our initial ability to fulfill 
all media requests.

Targeted outreach to hungry MotoGP Fans 

in India

We specifically targeted passionate MotoGP 
enthusiasts in India with regular exclusive content 
fostering a strong brand connection among them.

Phased communication for sustained 

engagement: 

We strategically phased out the news about the 

RS457 to maintain conversation momentum and 

keep the excitement around the motorcycle alive.

Authenticity as a differentiator

Unlike competitors offering design or power in 
India, we emphasized the RS457’s racing cred 
derived from Aprilia’s decades of motorsport DNA 
projecting it as a racing bike with number plates, 
not just in terms of power, but also handling, 
suspension and other technologies. 

Unlike competitors offering design or power in India, we emphasized the RS457’s racing cred derived from Aprilia’s decades of motorsport DNA 
projecting it as a racing bike with number plates, not just in terms of power, but also handling, suspension and other technologies. 



INNOVATION

Racing DNA our Brand Ambassador: 

Aprilia chose to stay true to its DNA by projecting its true heroes, its MotoGP racing 

team which included the riders Aleix Espargaro, Maverick Viñales and Aprilia 

Racing legend and former 250cc champion Max Biaggi for it’s unveil to make a 

statement. 

Learn from the Best: 

Aprilia, in an out-of-the-box move, instead of calling corporate spokespersons or 

leaders, had MotoGP rider Mr. Lorenzo Savadori, test rider for Aprilia Racing share 

riding insights, the technology in the RS 457, his own track experiences, and engage 

in a friendly race with the media.



EXECUTION

India Showcase: Countering 
Competition Through Star Power 

(September)

Our initial India showcase faced a challenge – 
two competitors launched events coinciding 
with ours. Media had already saturated the 
market with the global RS457 story. To cut 
through the noise, we upped the ante. We 

secured the presence of the entire MotoGP 
team, transforming the event into a physical 
showcase of the bike, generating immense 

excitement and media attention.

A Case of Resourcefulness, How we leveraged existing events and personalities to achieve outstanding results:

IBW Launch: A Grand Entrance 
for Big News 
(December)

The unveiling of the RS457's price and 
pre-booking details demanded a grand 
platform. We targeted IBW, a massive 

gathering of motorcycle enthusiasts. Securing 
a coveted 30-minute slot on the main stage, 

we created a showstopping moment. Mr. Graffi 
(MD & CEO Aprilia India) himself rode the 

RS457 onto the stage, electrifying the massive 
gathering of over 5,000 bikers with the bike 

and the pricing.

Media Test Ride with a 
MotoGP Pilot 

(January)

To solidify the RS457's performance prowess, 
we invited Aprilia Racing Test Pilot Lorenzo 

Savadori and 40 top media representatives to 
the Kari Motor Speedway, the RS457’s natural 

habitat. They witnessed Savadori push the 
RS457 to its limits, with an opportunity to keep 
pace with him themselves, thus offering them 

a thorough first-hand experience of the 
RS457’s performance. 

Seeding thoughts and initiating momentum (February): On Piaggio's 25-year anniversary in India, we declared our entry into the two-wheeler performance 
motorcycle segment, signaling our clear intent for the next decade to dominate the premium two-wheeler market.



RESULTS

Increased Brand Awareness & 
Social Media Engagement 
following each intervention

• Compared to Triumph and Harley,      
engagement on Aprilia posts for 
similar intervention was 7X.

• 20% increase in followers and 200% 
increase in engagement.  

• Aprilia's India website experienced 
highest ever click-through rates.

Targeted Media Coverage & 
Brand Positioning:

• 100+ media engaged at price unveil.

• 40+ media getting exclusive ride 
experience of the motorcycle.

• 98% editorial driven content basis 
interactions and ride experience.

• 10+ queries from media to purchase 
the bike and experience it on the 
Indian roads.

Sales Success:

• The Aprilia RS457 achieved full 
pre-booking for 4 months at the 
launch in March (Priced at 410K INR, 
it is the most premium and 
technologically advanced mid 
performance bike in India).



IMPACT & MEDIA FEEDBACK

100% 
CAT A Coverage

250+ 
Media Coverage

350+ 
Social Media Visibility

900Mn+ 
Reach

100% 
Positive Stories



THE GRAND UNVIEL COVERAGE SNAPSHOTS 



THANK YOUTHANK YOU!

Glimpses of media rides at Kari Motor Speedway, Coimbatore


