VIASHIV DIGITAL - CASE STUDY

Walking
Wanderer

How relentless consistency, useful travel content and a consumer-
first mindset built a large organic audience across YouTube and
Instagram.

% 4.7-4.8 Lakh YouTube Subscribers Multiple 5SM+ Long-Form Videos

18K Organic Instagram Followers TM+ Reel Reach

“Provide quality and value to the consumers
of the content in this niche — and let people
follow along.”

Strategy & execution by Shivanshu Dharmani
Founder — Viashiv Digital




Built brick by brick.

The supplied analytics captures show a channel that accumulated audience through a library of
useful, searchable and visually appealing travel content rather than depending on a single viral
moment.

~4.7-4.8L 6.8M 4.3IMh 18.1K

VIEWS ON TOP SHOWN LIFETIME WATCH TIME INSTAGRAM FOLLOWERS
VIDEO SHOWN SHOWN

YOUTUBE SUBSCRIBERS

The growth philosophy

At the beginning, the question was whether
the niche could scale. The answer was built
over time: start with the people closest to
you, publish consistently, learn from every
upload, then improve the content one brick
at a time.

The operating principle

Value first. The working thesis was simple: if
viewers repeatedly receive useful
information, inspiration and quality
presentation, the audience has a reason to
return and share.

Evidence note: The figures in this report are based on the screenshots
supplied in this brief plus the founder-provided milestone of approximately
477 lakh YouTube subscribers. Where screenshots show a slightly different
live figure (469K), both are described rather than treated as contradictory.
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02 - THE BEGINNING

From uncertainty to a repeatable system.

The early stage was not built around certainty.
There was genuine scepticism about whether a
travel-content page could become a large media

property.

The response was execution: involve friends and
family first, establish a base audience, keep
publishing, and improve the product itself — the
videos.

® 01. Start close

Use the first circle of friends and family to
create initial traction and feedback.

¢ 02 . Improve the product

Better topics, stronger visuals, clearer
information and more useful packaging.

® 03 . Build a library

Let every useful upload become another
searchable entry point into the channel.

® 04 - Let the audience compound

Consistent value creates more opportunities
for discovery, watch time and subscription.

02 - The beginning

THE BELIEF

Quality + value +
consistency = a

reason to follow.

This became the north star rather than
chasing every short-lived platform trend.

What the screenshots reveal

Top-performing topics repeatedly revolve
around destinations, routes, tourist places,
local experiences and practical travel
discovery — a strong fit for search and
recommendation-driven viewing.

Walking Wanderer



A catalogue that kept working.

The channel's popular-video screen shows multiple videos in the multi-million-view range, not a
single isolated breakout.

Walking Wanderer

@walkingwanderer2352

469k subscribers + 149 videos

Here we bring you the most beautiful and informa
some unexplored places in Himachal - by https://v

O Subscribed v

Home Videos

Playlists

Latest Oldest

Popular videos: 6.8M, 6.2M, 4.6M and 4.2M views are visible in
the supplied screenshot.

Top 10 Beautiful Tourist
Places to Visit in MANALI,

Himachal Pradesh
6.8m views - 5 years ago

Apple Orchards in Kullu-
Manali, Apple Plucking,

Grading in Himachal Prade...
6.2m views - 5 years ago

Leh Ladakh Bike Trip 2020.
Manali to Leh, Pangong,
Nubra -The Complete Bud...

4.6m views - 5 years ago

Manali to Rohtang Pass by
Road - India's Most Beautiful
Highway Trip

4.2m views - 6 years ago

Lakshadweep Islands Tour

L I )

Subscriptions

21.8M+

COMBINED VIEWS ACROSS THE FOUR HIGHEST-
VIEW VIDEOS VISIBLE IN THE SCREENSHOT

That portfolio effect matters: the channel has

multiple discovery assets capable of

introducing new viewers to the brand.

Content pattern

Destination + utility + visual proof.

Examples include Manali tourist places, Kullu

apple orchards, Leh-Ladakh routes and

highway journeys.

Search-friendly longevity

The videos are several years old, yet the

channel still shows meaningful recent

activity — evidence that useful travel content

can remain discoverable well beyond its

publication date.

Strategic reading: the strongest asset was not just a viral upload; it was a
growing back-catalogue of destination-led videos that could continue
attracting viewers over time.

03 - YouTube scale

Walking Wanderer



04 - LONG-FORM PERFORMANCE

Watch time became the proof of value.

- wer 4.63M 3:51

£ A Leh Ladakh Bike Trip 2020.... LIFETIME VIEWS ON THE ~ AVERAGE VIEW DURATION

FEATURED VIDEO

Overview Reach Engagement Audience |

Retention interpretation
This video has had 4,630,587 views

. s 5 The screenshot shows 32.8% average
since it was published W oaverag

retention on an approximately 11:47 video.
That is consistent with the displayed 3:51

Views Watch time
average view duration and indicates that the
4.6mo 298.2} e : ,
T — —— video generated substantial watch time
rather than merely a high click count.
4.8m 300.0k
3.2m 200.0k
1.6m 100.0k o .
, . Long-tail behaviour
8 niflane g The view curve rises strongly and then
. continues to accumulate at a slower rate over
a long period. For travel content, that is
Audience retention 3:51 (32.8%) strategically important: a useful route or
Average view duration - Lifetime destination guide can remain relevant after

the original publishing window.
Key moments for audience retention

Top moment Spike Dip

o The content had shelf
life.

66%
That makes the work closer to building a

33% searchable media library than producing
o o disposable posts.
28 @ ] R ®
Dashboard Content Analytics Community Earn

Leh Ladakh Bike Trip 2020: 4,630,587 lifetime views; average
view duration 3:51 (32.8%).

04 - Long-form performance Walking Wanderer



05 -

WATCH-TIME ECOSYSTEM

The channel's catalogue kept feeding
the ecosystem.

12:54 02!l 4G 764 12:54 021! 4G 764
< Watch time (hours) Overview Content Audience Revenue Tre
- °
Aug  Jul Jun 2026 2025
Top content
8.3k Views - Last 28 days
i  Top 10 Beautiful Tourist Places...  14.4k
18.8k -
HRUPAHBAME . 5 i 2
Tirupati Balaji Darshan Guide-... 10.9k
9.4k
I I |A MN m Top 10 Beautiful Tourist Places 9.5k
0.0 L L\m B
25 May 2016 4 Jul 2021 13 Aug w Malana Village - World's Oldes 6.4k
e Watch time (hours) 4,313,869.5 m Top 10 Beautiful Tourist Places 6.1k
Top content Real time
ii. ‘# Top 10 Beautiful Tourist Places to... 383.0k 10'709 || |
- S— Views - 48 hours ||||"| ||1...,..|I|Il|||||"" |l|......1||"|
" Lakshadweep Islands Tour Guide -... 360.6k
) . . |
i Leh Ladakh Bike Trip 2020. Manali.. 208.2k | ] Top10BeautifulTouri.. 11k A .o
s m— llkurﬁligggnl . X .
) .. Tirupati Balaji Darsha 782 i
m Apple Orchards in Kullu-Manali, A...  231.0k '
- m Top 10 Beautiful Touri 684 uu wwm
S | eh Ladakh Road Trip Guide 2021...  158.7k
: - 492 _,
m Top 10 Beautiful Tourist Places to... ~ 140.3k 463
s
@weai Top 10 Beautiful Tourist Places to...  132.2k
28 O o R ® 25 (©J m R ®
Dashboard Content Analytics Community Earn Dashboard Content Analytics Community Earn

Lifetime watch time screen: 4,313,869.5 hours shown, with
multiple top videos contributing substantial watch time.

4.31IM h

LIFETIME WATCH TIME SHOWN

Equivalent to roughly 492
years of accumulated
viewing time.

05 - Watch-time ecosystem

Recent 28-day content screen: multiple uploads continue to
generate thousands of views, with 10,709 views shown in the

48-hour real-time panel.

10.7K

48-HOUR VIEWS SHOWN

A snapshot of continuing
channel activity.

383K

TOP-CONTENT WATCH TIME
SHOWN

The highest item in the
supplied watch-time
ranking.

Walking Wanderer



06 - INSTAGRAM EXTENSION

Short-form became another discovery

layer.

walkingwanderer... v

Walking Wanderer -

486 18.1K 3
posts followers following

@ Insleep mode

Travel Journals
(2 youtu.t

@ walkingwanderertours % Contact info + Add

Incredible Himachal

Edit profile Share profile Contact

T (RAV

Highlights  Highlights  Highlights  Highlights

Profile: 18.1K followers and a “Travel
Journals” positioning.

Reel insights

reels #travel #explorer #himac...
2021 - Duration 0:08

23 Februar

“Incredible Himachal” — 863K views, 56K
likes and 4.1K saves.

Reel insights

Kaisdhar Kullu
)21 - Durati

No insights available

“Kaisdhar Kullu”
and 6.5K saves.

™ views, 69K likes

69K

LIKES ON THAT REEL

™

VIEWS ON ONE SHOWN
REEL

Engagement signal

The supplied IM-view reel has a displayed like
rate of roughly 6.9% and a save rate of
roughly 0.65%. Saves are especially relevant
for travel because viewers may want to return
to a place or idea later.

06 - Instagram extension

18.1K

PROFILE FOLLOWERS
SHOWN

6.5K

SAVES ON THAT REEL

Content continuity

The Instagram profile positions itself as
“Travel Journals,” while the YouTube channel
carries longer destination guides. The two
platforms therefore reinforce the same
subject rather than competing identities.

Walking Wanderer



07 -

WHAT ACTUALLY DROVE THE GROWTH

Five compounding decisions.

Value before vanity

The content was built around places, routes
and experiences people actively wanted to
discover. The viewer received information or
inspiration first.

Iterative improvement

The operating loop was simple: publish -
observe - learn » improve the next piece.
Over time, better packaging and better
storytelling compounded.

Cross-platform reinforcement

Long-form YouTube established depth and
watch time; Instagram short-form expanded
reach and visual discovery around the same
travel identity.

Consistency over bursts

Growth was treated as a cumulative process.
Each upload added another asset to the
library rather than being judged only by its
first few days.

Searchable subjects

Travel guides, routes and destination videos
naturally create evergreen discovery
opportunities through search and
recommendation systems.

The result

A media library where individual videos can
continue introducing new viewers to the
wider brand long after publication.

“Brick by brick we grew it — first with friends and
family, then by making the content better step by step.”

Important distinction: the screenshots demonstrate outcomes and patterns.
They do not by themselves prove that any single tactic caused every result.
The strategic interpretation here connects the observed content mix,
longevity, watch time and cross-platform reach with the working process

described by the founder.

07 - Growth drivers

Walking Wanderer



08 - THE PLAYBOOK

A repeatable model for niche media
growth.

The Walking Wanderer experience can be distilled into an operating system for content-led brands:

® Discover the audience's intent

Identify what people want to know, see, plan or experience — not just what is easy to post.

® Make the useful version

Turn the subject into a clear, visually strong piece of content with a reason to watch until the end.

® Package for discovery

Use titles, thumbnails, hooks and platform-native formats that make the value obvious without
sacrificing substance.

® Publish long enough to learn

Consistency creates enough observations to distinguish a one-off result from a repeatable pattern.

¢ Compound the library

Link topics, locations and formats so that one successful piece creates context for the next.

Content Distribution Compounding
Useful destinations, routes, YouTube search/ Evergreen catalogue +
experiences and local recommendations + returning audience +
stories. Instagram discovery. platform crossover.

The core lesson

Do not optimize only for today's reach. Build content that can still be useful to someone
discovering the brand months or years from now.

08 - The playbook Walking Wanderer



09 - FOUNDER NOTE

From a doubtful beginning to a proven
body of work.

“l was sceptical at the beginning about how much it
could grow. But we kept showing up, improving the
work and giving people something worth their time.”

Working on Walking Wanderer as Shivanshu Dharmani,Founder of Viashiv Digital,was less about
finding one magic trick and more about staying with the craft. The audience grew because the
content kept getting more useful,more polished and more aligned with what people actually wanted
from travel media.

The supplied screenshots capture the outcome of that long-term approach: a YouTube channel at
roughly 4.7-4.8 lakh subscribers, multiple videos in the 4-6M+ range, more than 4.3 million hours of
lifetime watch time shown in analytics, and an Instagram presence with 18K+ organic followers and
individual reels reaching around one million views.

Case study takeaway Prepared by

Build trust before chasing scale. When the Shivanshu Dharmani

content repeatedly delivers value, scale Founder — Viashiv Digital
becomes an outcome worth compounding Strategy - Content - Digital Growth

— not the only thing being optimized.

WALKING WANDERER *x VIASHIV DIGITAL

Quality. Value. Consistency.

A content-first approach to building an audience that lasts.

09 - Founder note Walking Wanderer
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APPENDIX - SUPPORTING ANALYTICS

Additional evidence from the supplied

screenshots.

12:54 :

4G 76%

< Watch time (hours)

Aug Jul Jun 2026

28.3k

18.8k

9.4k

0.0 L MM‘"“M
25 May 2016 4 Jul 2021 13 Aug

e Watch time (hours) 4,313,869.5

Top content

> “» Top 10 Beautiful Tourist Places to... = 383.0k

2 Lakshadweep Islands Tour Guide -... 360.6k

Leh Ladakh Bike Trip 2020. Manali... 298.2k

Apple Orchards in Kullu-Manali, A...  231.0k

—

Leh Ladakh Road Trip Guide 2021... 158.7k

Top 10 Beautiful Tourist Places to...  140.3k

e Top 10 Beautiful Tourist Places to...  132.2k
26 (& | 3 ®
Dashboard Content Analytics Community Earn

Duplicate capture of the lifetime watch-time screen,retained as
supporting evidence from the original submission.

Reel insights

Incredible Himachal % #reels #travel #explorer #himac...
23 February 2021 - Duration 0:08

® [ Q o)
863K 56K )

Duplicate capture of the “Incredible Himachal” reel insight. It
corroborates the same 863K views / 56K likes / 4.1K saves figures
shown earlier.

Source: all analytics imagery in this document was supplied by the client in
the current conversation. Metrics are presented as visible in those captures;
platform dashboards can change over time.

Appendix

Walking Wanderer - Viashiv Digital
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