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About  Services JoinUs  Stories Testimonials More

Rediscover Your Roots

Roots connects travelers with certified guides to experience Egypt's rich -
. . . Start Your Journey
culture and stunning landscapes through engaging and personalized tours.

ypt Today e Explore Egypt Today ® Explore Egypt Today ® Explore Egypt Today ® Explore Egypt Today e E

Services

At Roots, we believe every journey should reflect the traveler’s spirit. That’s why we offer two types of customized experiences,
those crafted by expert guides, and those requested by travelers themselves.

Custom Trip Requested by Travelers All-in-One Experience
Tailored Adventures Explore Ancient Egypt The Complete Egyptian Experience

Read More Read More




ConneCTinQ PeOp|e, f roOTS
Culture, and Stories

About Roots

Roots is dedicated to showcasing Egypt as a premier
cultural destination. Using a smart app, we connect
tourists with certified guides for a variety of tailored tours,
educational, recreational, and wellness, while supporting
local job creation in tourism.

We celebrate Egypt’s roots and empower its people by
making cultural tourism a source of pride, learning, and
opportunity. Our mission is to enhance and enrich every
traveler’s experience in Egypt, blending heritage with
innovation to tell the country’s story in new, meaningful
ways.




Roots

Our app is currently under
development - join us early and
be part of the Roots journey!

Connect With Us

Email *

O Yes, subscribe me to your newsletter. *

Subscribe

+201027005890
info@Roots.c

er on
Refund Policy.
or, Giza, Dokki 12611

00006
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What makes you choose a specific travel destination?
Do you care about history and culture when visiting a new place?
What do you expect from the ideal tour guide?
Do you prefer booking your trips through digital apps or traditional travel agencies? Why?
What frustrates you the most about organized group tours?
What could make your travel experience in Egypt more enjoyable and seamless?

The Interview:

Hi there! Welcome to Egypt m=s How’s your trip so far?

It’s great! But sometimes it’s hard to find local experiences that feel authentic, you know?

| want to understand the culture, not just visit places.

Totally get that! That’s actually what Roots is all about, connecting travelers like you with
certified local guides who bring stories to life.

If you had an app that helps you choose experiences based on your mood or interests, like food,
photography, or history, would you use it?

Definitely! Especially if it’s easy to use and shows ratings or real reviews.

Sometimes you just don’t know who to trust as a tourist.

Exactly, and that’s why our guides are verified and trained by Roots, so every trip feels safe and
authentic.

What kind of tours do you enjoy most?

Cultural ones, for sure. I'd love to explore places like Old Cairo or local crafts workshops.
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English SEO Keywords for “Roots

1. Core Keywords:

Egyptian heritage
Egyptian culture
Egypt tourism
Egyptian history



Cultural tours Egypt
Travel Egypt

Egyptian traditions
Ancient Egypt experiences
Roots Egypt

Egyptian storytellers
Egyptian tour guides
Explore Egypt

2. Long-tail Keywords:

Authentic cultural experiences
Hidden gems in Egypt
Egyptian heritage tours

Local guides in Egypt

Cultural tourism Egypt app

Historical places in Cairo

Egyptian folklore and stories

3. Emotional & Engaging Keywords:

Experience the soul of Egypt
Travel through Egypt’s stories
Rediscover your roots

Where history comes alive
Feel the magic of Egypt

Live the Egyptian experience
From tradition to adventure
Explore Egypt like never before

in Egypt

Discover Egypt beyond the pyramids
Traditional Egyptian food and places

Unigue Egyptian travel experiences
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Summary
< Service Payment Cancel Transaction 873622477
Service FawryPay Reference
FawryPay
Provider Fawry Pay
You will pay
Selected t: 1125 EGP
elected amoun Date 12 November, 2025
Bill number: 9545972831 Time 12:12:10 AM
Reference Number 9545972831
Mobile Number (01234567890) —
t t
Faceb.oﬂlf .EBX LT StEZLion 070733
Description : Number
1 x Payment for order #1
Reference
9545972831
Number
Bill issue date: 12/11/2025
Expiration date: 20/11/2025 Status Successful
Due amount: 1125 EGP Paid From . ) Merna-Medhat
Fees 33.75 EGP Card Number dekdek dkw ik 1960
Total deducted : 1158.75 EGP

Amount 1125 EGP
250000.
Service Fee 33.75 EGP
Pay 1158.75 EGP
Total Amount 1158.75 eGP
[] @) <
1428 gial) Aaiil)

Allowed amounts are from 3 to

Aadal | e Jelail sab )
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TikTok

Bill To:

Client Name:
Billing Address:
Email Address:

Phone Number:

TIKTOK PTE. LTD.

Address: 1 Raffles Quay #26-10, Singapore (048583)
Tax Registration Number: 752217119

marketing

Egypt
shahendamo2005@gmail.com
1034050690

Invoice #:

Invoice Date:

Due Date:

Contract #:
Tax #:

(5 rae 4ia 600 Wtad ;L1 3 1adaald) Bae

TAX INVOICE

EGTT2025606701
31, October, 2025

CON7567327741360570384

Billing Period Top-up Prepay

Client Description Note Amount in EGP

marketing Advertising Fees Prepayment On Account 600.00

Remarks: Subtotal 600.00
VAT@14% 84.00
Total 684.00



Service

Provider

Date

Authorization
Number

Reference
Number

Summary

FawryPay Reference

Fawry Pay

31 October, 2025
2:06:28 PM

660786

9540682410

1020200752Paé9 TikTok Ad
Account: 7567234698175513361

Status
Paid From

Card Number

Amount
Debit Amount

Service Fee

Total Amount

Successful

@  Merna-Medhat

686.50 EGP
707.10 EGP

20.60 EGP

707.10 eGP
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https://www.instagram.com/roots_for_tourism



https://www.instagram.com/roots_for_tourism

roots for tourism -
Roots-jgis
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01027005890 <kalsa / iludil g @

rootsfortourism@gmail.com (5 AN &l o

DiscoverEgypt #ExploreCairo #exploreroots #egypt #traveling #vacation #heritage# o _pas sl

Join us for the Roots Journey!

Holdcairo

This trip is part of Roots’ initiative to revive cultural tourism in Egypt, to rediscover our heritage

with fresh eyes and true passion.
Date: Saturday, November 15

Time: 9:00 AM - End of the day

Meeting Point: Mar Girgis Metro Station (next to the Hanging Church)


mailto:rootsfortourism@gmail.com

Location: Old Cairo

Itinerary:

e Start from the Hanging Church, Abu Serga Church, and Ben Ezra Synagogue

e Visit the Coptic Museum and explore the artistic blend of Pharaonic and Coptic heritage

e Continue to the National Museum of Egyptian Civilization and witness the Royal Mummies
Hall

* Head up to Salah EI-Din Citadel for a breathtaking panoramic view of Cairo
e Stroll through El-Moez Street, soaking in the beauty of Islamic Cairo

¢ End the day in Khan El-Khalili, with the aroma of coffee at El-Fishawy Café and the spiritual
vibes of Al-Hussein Mosque

Seats are limited - book your spot before the trip fills up!

If you’re looking for a unique day filled with spirit, beauty, and history... the Roots Journey is
waiting for you!

For booking or inquiries:
e WhatsApp / Calls: 01027005890
e Email: rootsfortourism@gmail.com

#EgyptianTourism #DiscoverEgypt #ExploreCairo #ExploreRoots #Egypt #Traveling #Vacation
#Heritage #0ldCairo #Rootslourney
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Professional dashboard
Insights Videos you post on Facebook are now Reels x
g Your insights for reels and previously posted videos are now combined under Reels. About this change
© v
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© rfamings
» X 119,213 1100% 16,414 1100% 46 1100%
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Professional dashboard

Insights Videos you post on Facebook are now Reels x
gl Your insights for reels and previously posted videos are now combined under Reels. About this change
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o [ — +100.0% from previous 60 days
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Professional dashboard
Insights Videos you post on Facebook are now Reels x
g! Your insights for reels and previously posted videos are now combined under Reels. About this change
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Insights not available Insights not available Insights not available
There may not be enough data on There may not be enough data on There may not be enough data on

your content yet. Check back again your content yet. Check back again

your content yet. Check back again
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& Professional dashboard O

Insights 13 Oct-11 Nov
Views A 24K >
Interactions A 137 >
New followers 0>
Content you shared 26 >

Next steps

Get Meta Verified

{*:’} Sign up for a verified badge, account >
protection and more.

Your tools See all

?) Monthly recap @ N
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@ Best practices
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€& Analytics &« Analytics
Inspiration Overview Content Viewers F Inspiration Overview Content Viewers F
w +3,10/ W +10Y
7 days 28 days 60 days 365 days Custc
Shares Est. rewards
1,403 $0.00 .
° _ Key metrics ©
it TR Sep 12 - Nov 10
e Post views Profile views
98K 1,502
14K
@ +98K @ +1,502
70 Likes Comments
3,157 159
Sep 12 Nov 10 © +3157 @ +159
Shares Est. rewards
Traffic source © 1,403 $0.00
1,403 $50.0(
For You 82.8% s
e
Search 13.8%
|
14K
Personal profile 3.3%
[ ]
7,410
Following 01%
Sound 0.0% Sep 12 Nov 10
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“— Analytics

Inspiration Overview Content Viewers Fc

7,410

Sep12 Nov 10

Traffic source ©

For You 82.8%
e

Search 13.8%
|

Personal profile 3.3%
]

Following 0.1%
Sound 0.0%

Search queries ©

Each search query has low traffic at the moment.
Information will be available once at least 1 query has
enough traffic.

Update to "For your inspiration” X

As part of our recent updates to improve the
user experience, this section is now located
in "TikTok Studio" > "Creation Inspiration".
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https://www.tiktok.com/@roots_for _heritage0

https://www.facebook.com/profile.php?id=61581277209121

Platform Followers Likes No of posts
Facebook 31 27 36
TikTok 425 3023 36
Instagram 16 98 25
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