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Creators Built a Short-Video
Empire

Aayush and Abhay turned early viral dance videos into ASquare
Crew, one of Nepal’s largest family-led creator brands across
TikTok and YouTube.
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Aayush, Abhay and ASquare
Crew: How Two Nepali
Creators Built a Short-Video
Empire

Aayush and Abhay turned early viral dance videos into
ASquare Crew, one of Nepal’s largest family-led creator

brands across TikTok and YouTube.

By Nepal Digest - September 25, 2026 - Nepal

ASquare Crew began with something almost archetypal to
the first era of viral video: two young brothers dancing in
front of a camera, a recognisable song, enough energy to
make strangers keep watching, and an internet that carried
the clip far beyond Nepal. Aayush and Abhay turned that
early attention into one of the country’s largest family-led
creator brands, eventually building audiences across TikTok
and YouTube that rival or exceed many traditional media
channels. Their story is less about one viral dance than

about what happens when childhood performance, family
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participation and platform algorithms grow into a long-

running digital entertainment business.

By September 2026, third-party analytics placed ASquare Crew at
roughly 5.2 million TikTok followers, while the Aayush & Abhay
YouTube channel had grown above 13 million subscribers. Another
ASquare Crew YouTube channel had accumulated millions more.
Those numbers are extraordinary in a country the size of Nepal,
but the scale only makes sense when viewed across years of
repetition: dance clips, family comedy, trending audio, reactions,

challenges and short-form formats posted again and again.

The public identity is associated with brothers Aayush and Abhay,
alongside their parents Om and Chanda in recurring family
appearances. Channel descriptions have even presented the
concept directly as “Father and Sons Dancing.” That framing is
important because ASquare Crew is not simply a sibling duo. The

family itself became part of the entertainment format.

The Video That Travelled Beyond Nepal

One of the earliest clips that helped define the brand was the 2018
“Nepalese Kids vs Alien Dance Challenge” built around the
familiar Crazy Frog dance. An industry report tracking YouTube
videos by language recorded more than 41 million views by April
2019, a remarkable figure for a Nepali entertainment clip at the

time. The video demonstrated one of the most important principles

3/19



of internet virality: a piece of content does not need complex

language if movement itself carries the joke.

Aayush and Abhay were visually expressive, energetic and easy to
understand regardless of where a viewer lived. The format
required almost no cultural translation. Someone in India, the
Gulf, Europe or Latin America could understand two children
matching an exaggerated dance without knowing anything about

Nepal.

That universality gave the brothers access to an audience much
larger than the domestic market. It also offered a blueprint for
what came next: visually immediate performances, recognisable
music, family chemistry and ideas that could be understood within

seconds.

Why Short Video Suited Them

Short-form platforms reward clarity. Viewers make a decision
almost instantly about whether to continue watching or scroll
away, which means the creator has to communicate the central
idea quickly. Dance and physical comedy are particularly effective
because the audience can understand them before hearing a full

sentence.

ASquare Crew’s content became native to this environment. A
video might revolve around a dance step, a playful family reaction

or a trend that thousands of other users are attempting. The
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difference lies in recognisable performers and the expectation

viewers already bring to the channel.

Once an audience knows the people, the content becomes easier
to process. The viewer is not only asking whether the dance is
interesting. They are returning to characters and relationships

they recognise.

The Family as a Recurring Cast

The involvement of parents has become one of the brand’s
strongest features. A video in which a mother or father suddenly
joins a dance carries a different emotional effect from a
technically polished performance by two creators alone. The
humour comes partly from generational contrast and partly from

familiarity.

This makes family content unusually portable. The relationship
between parents and children is immediately recognisable across
cultures. A father learning a trend or a mother joining a routine

does not require subtitles to work.

It also gives ASquare Crew a built-in narrative structure. The
channel is not dependent on inventing a completely new universe
for every clip. The family members themselves are the recurring
cast, and ordinary domestic relationships become the raw

material.
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From Viral Clip to Repeatable Format

The hardest part of internet fame is not going viral once. It is
developing a format capable of producing new material after the
viral moment ends. Many accounts become associated with one
clip and then struggle to recreate the conditions that made it

popular.

ASquare Crew did something more durable. Rather than chasing
an exact replica of one successful video, the creators built a wider
catalogue around performance, humour and family. That created
enough flexibility to follow new trends without abandoning the

identity viewers recognised.

By 2026, public analytics counted well over a thousand TikTok
videos. That volume reveals the less glamorous infrastructure
behind a large creator brand: constant production. Viral success is

episodic; consistency is daily work.

TikTok Changes the Scale

TikTok accelerated a style of content that ASquare Crew already
understood. Its recommendation system could distribute a video to
viewers with no prior connection to the account, allowing physical
comedy and dance to move across borders extremely quickly. For
a Nepali creator, this removed one of the traditional constraints of

the domestic entertainment market.

6/19



The account grew into one of Nepal’'s most-followed TikTok
identities. In September 2026, rankings placed ASquare Crew at
or near the top of the country by follower count. The total
audience reached several million, with individual clips still

attracting hundreds of thousands or millions of views.

This made the account comparable in reach to conventional
national broadcasters, though the economics and structure are
completely different. A television station needs studios, schedules
and distribution agreements. A TikTok creator needs a phone,
editing tools and the ability to produce something the

recommendation system wants to keep circulating.

YouTube and a Different Kind of Scale

YouTube added another dimension. Short-form success can
generate enormous reach, but YouTube offers stronger
opportunities to build multiple channels, longer videos and more
durable search-based discovery. The Aayush & Abhay channel
became one of Nepal’s largest by subscriber count, with analytics

services reporting more than 13 million subscribers by 2026.

The family also maintained related channels and formats,
including reaction content and the older ASquare Crew identity.

This multi-channel structure reduces dependence on one feed. A

creator who has audiences across YouTube, TikTok, Instagram and

Facebook is more resilient than one dependent on a single
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platform.

It also makes the project look increasingly like a media business
rather than a hobby. Multiple channels require content planning,
editing, brand management and decisions about which ideas

belong where.

Growing Up in Public

Aayush and Abhay’s story carries an unusual dimension because
much of their public identity developed while they were young.
Audiences have watched them grow through years of content.
That creates continuity, but it also means childhood moments

become part of a permanent digital archive.

For young creators, this raises questions that adult influencers do
not face in the same way. The person who becomes famous
through childhood performance will eventually develop different
tastes, ambitions and boundaries. A brand that audiences

associate with youth has to evolve as the performers do.

ASquare Crew’s shift toward broader family and lifestyle content
provides one way of managing that transition. The account can
mature without pretending the creators are permanently the

children viewers first discovered.
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Why the Content Crosses Language

Nepal’'s language market can constrain traditional entertainment
because local-language programming primarily serves domestic
and diaspora audiences. Physical performance changes that
equation. Dance, facial expression and family humour can be

understood internationally without translation.

This explains why some of Nepal’s largest digital creators are not
necessarily those producing dialogue-heavy content. The
algorithm rewards material that can travel. ASquare Crew’s use of
popular South Asian and global music further widens the potential

audience.

The result is a specifically Nepali creator brand whose content
does not rely exclusively on being consumed as “Nepali content.”
It can sit naturally beside Indian, Korean, Indonesian or global

short-video trends.

The Algorithm as an International
Distributor

Traditional entertainment exports require institutions. Films need
distributors, musicians need labels or touring networks, and
television formats need licensing. Social platforms perform much

of that distribution automatically.
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For ASquare Crew, the algorithm became a kind of global
broadcaster. A clip produced in Nepal could reach viewers in
countries where the creators had never promoted themselves
directly. The audience was assembled through recommendation

rather than geography.

This does not mean algorithms are neutral. Platforms decide
which formats they reward and can change those systems at any
time. The same infrastructure that enabled ASquare Crew’s scale

also creates dependency.

The Risk of Trend Dependence

Short-form entertainment is built on trends that expire quickly. A
sound popular this week may be irrelevant next month. A dance
format can become saturated after thousands of imitations.
Creators therefore have to react quickly without becoming

indistinguishable from everyone else following the same trend.

ASquare Crew’s defence against this problem is the recurring
cast. Even when the sound or dance changes, viewers recognise
Aayush, Abhay and their family. Personality becomes the

continuity that survives the trend.

The long-term challenge will be developing formats strong enough
to work even when the algorithm does not provide an obvious

template. Originality becomes more important as creators mature.
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From Performance to Business

At their scale, creator accounts inevitably become commercial
assets. Brand partnerships, platform revenue, appearances and
sponsored content can turn online reach into substantial income.
Public videos have even framed major family purchases through
the language of YouTube earnings, reflecting how digital media

has become economically significant to the household.

This is one of the most dramatic changes represented by ASquare
Crew. A childhood dance hobby can now generate financial value
at a level that would once have required entry into film or
television. The barriers to distribution have fallen, even if the

uncertainty remains high.

Commercialisation also creates responsibilities. Audiences need
clear distinctions between entertainment and advertising, and
young creators require adults around them who understand

contracts, rights and long-term financial decisions.

The Importance of Family Management

Because the brand is family-centred, management and
performance are difficult to separate completely. Parents are not
only appearing in videos; they are part of the environment in
which the creators’ careers developed. This can provide stability

that independent young creators might lack.
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At the same time, family-led creator businesses need clear
boundaries between private relationships and public production.
The easiest content to film is often the family’s own life, but not

every part of that life needs to become material.

The durability of ASquare Crew will partly depend on how
successfully the family maintains that distinction as the brothers

become older and their individual ambitions develop.

Nepal’s Creator Economy at Global Scale

ASquare Crew demonstrates that a creator based in Nepal can
achieve audience numbers that no longer look local. Millions of
followers and billions of video views place successful Nepali

channels inside a global attention market rather than merely a

domestic entertainment industry.

This matters for other creators because it changes expectations.
The ceiling is no longer defined by Nepal’s population. Content
that travels visually can reach audiences many times larger than

the national market.

It also changes how brands view Nepali creators. A channel with
international distribution can become valuable even to companies

whose target markets extend beyond Nepal.
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What the Brothers Actually Built

The easiest description of ASquare Crew is that two brothers
became famous by dancing online. It is accurate but incomplete.
What they built is a repeatable media format based on personality,

family and fast visual communication.

The channel learned to adapt from early YouTube virality to
TikTok and Shorts, from childhood dancing to a wider catalogue of
family entertainment. Each platform demanded different pacing,

but the underlying identity remained recognisable.

That continuity explains why the brand has survived far longer
than the typical viral clip. The audience came for videos but stayed

for people.

The Next Stage

The future challenge is maturation. Aayush and Abhay cannot
remain permanently defined by the same child-performer identity
that first made them famous. Their audience will age, their
interests will change and the entertainment market will continue

shifting.

The strongest path may involve expanding beyond trend
participation into original formats, larger productions or
businesses that use the audience without depending entirely on

daily virality. Their scale gives them resources and leverage that
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few young Nepali creators possess.

Whether they become performers, producers, entrepreneurs or
some combination of those roles remains open. What is already
clear is that they helped prove a fundamental point about Nepal’s
digital generation: global-scale entertainment no longer requires

leaving Nepal or entering a traditional media institution first.

The Production System Behind “Simple”
Videos

Large short-video channels often look effortless because the final
clips are brief, but maintaining output at ASquare Crew’s scale
requires a production system. Ideas have to be selected, music
tracked, videos filmed, edited, posted and evaluated continuously.
Even when each clip takes less time than a traditional television
programme, the volume turns content creation into an operational

routine.

Families that become production teams face an unusual overlap
between work and home. A living room can become a set, a family
outing can become footage and ordinary conversations can
become possible ideas. This lowers production costs but makes

boundaries more difficult to maintain.

The durability of the brand will depend partly on whether the

family can professionalise production without losing the
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spontaneity viewers originally enjoyed. Too much polish can
remove the charm; too little structure can make a large operation

exhausting.

Understanding the Numbers

Follower counts in the millions are impressive, but the more useful
metrics are repeat viewership and the ability to move audiences
between platforms. ASquare Crew’s presence on TikTok, YouTube
and related channels shows that viewers are not attached only to

one algorithm. That cross-platform recognition is a major asset.

At the same time, large audiences create misleading expectations.
Not every subscriber sees every video, and even channels with
millions of followers can experience sharp fluctuations in reach.
Digital entertainment has no guaranteed equivalent of television

ratings.

Creators therefore have to treat analytics as signals rather than
status symbols. The important question is not simply how many
people once followed, but how many still choose to watch when a

new video appears.

Children, Audiences and Changing
Identities

Because Aayush and Abhay became visible while young, their

audience relationship is unusually long. Viewers can feel that they
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“grew up with” the creators, even though the relationship is
entirely mediated through screens. This familiarity can create

loyalty but also expectations that become difficult to escape.

As the brothers mature, they will need greater control over how
they are represented and what parts of family life remain public.
The content that felt natural at one age may not fit another. A

sustainable brand has to allow the people inside it to change.

This transition will be one of the most important tests of ASquare
Crew. Many child-focused entertainment brands struggle when
performers age because the original formula depends on youth.
The advantage here is that the family identity is flexible enough to

evolve if the creators are allowed to redefine it.

From Creators to Producers

The scale of the audience gives Aayush and Abhay an opportunity
to think beyond appearing in front of the camera. They can
eventually become producers who develop formats, hire other
talent or create larger entertainment projects. That would reduce

dependence on their personal ability to remain viral every week.

Such a shift is common in mature creator economies. Successful
YouTubers build studios, launch companies and turn their
distribution advantage into infrastructure for other creators.

Nepal is only beginning to see this level of professionalisation.
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If ASquare Crew moves in that direction, the most significant
legacy may not be the viral dances themselves. It may be proving
that a creator business born inside a Nepali household can grow

into a media operation with regional scale.

What Happens When the Algorithm
Changes

ASquare Crew’s scale can make the business look secure, but
digital entertainment remains structurally fragile. TikTok,
YouTube and Instagram can change recommendation systems
without consulting creators, altering the reach of formats that
previously performed reliably. A family whose livelihood depends
on platform distribution therefore has to think like a media

company even when the content still feels informal.

Diversifying across several channels is one defence. Another is
developing characters, formats and intellectual property that
audiences will actively seek rather than encounter only through
recommendations. The more viewers type the creators’ names
directly, the less dependent the brand becomes on accidental

discovery.

Building a Nepali Entertainment Export

The brothers’ global reach also suggests a larger opportunity for

Nepal. Entertainment exports do not have to resemble films, music
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albums or television programmes. A recurring family format
distributed through short video can also become a cultural export

if enough people around the world recognise it.

ASquare Crew rarely needs to explain Nepal explicitly for the
country to remain part of the brand. The creators’ identity, family
setting and occasional national references allow viewers to
associate the entertainment with Nepal naturally. This soft
visibility may reach audiences conventional tourism campaigns

never touch.

From Viral Childhood to Adult Creative
Choice

The most important future decision will belong increasingly to
Aayush and Abhay themselves. As they mature, the brothers may
choose to keep performing together, specialise in different
creative roles or build businesses behind the camera. A successful
family brand should be flexible enough to allow all of those

possibilities.

The next chapter will therefore be judged not only by whether the
numbers keep growing, but by whether the creators gain more

control over what those numbers are used to build.

The scale already achieved gives the brothers a rare advantage:
they can experiment without starting from zero each time. That

freedom can be used to test longer storytelling, original shows,
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music, live entertainment or production work behind other
creators. The audience that once arrived for a dance challenge
could become the foundation for something much larger if the

brand learns to convert reach into creative ownership.

That transition will require patience because audiences often want
familiar creators to remain exactly as they remember them. The
strongest version of ASquare Crew will be one that keeps the
warmth and family chemistry of the early videos while giving
Aayush and Abhay enough room to become different kinds of

creators as they grow.

The audience has already proved willing to follow the family
through several platform eras. The next challenge is giving that

loyalty somewhere new to go.

ASquare Crew began with two brothers, a camera and a
dance. Years later, it stands as evidence that a Nepali family
can build an entertainment audience measured not in
neighbourhoods or even cities, but in millions of screens

around the world.

Originally published by Nepal Digest - https://nepaldigest.com/asquare-crew-aayush-abhay-nepal-tiktok-story/
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