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This study aimed to: 1) examine factors influencing tourists' nostalgia tourism behavior,
2) investigate the influence of self-congruence on nostalgia tourism behavior according to the
Theory of Planned Behavior, and 3) explore the moderating effect of media exposure behavior on
nostalgia tourism behavior based on the Theory of Planned Behavior. This quantitative research
focused on empirical facts and quantitative conclusions, utilizing questionnaire data as a research
instrument to test hypotheses. The population and sample comprised Thai tourists visiting nostalgia
tourism destinations across different regions of Thailand. The sample consisted of 888 respondents,
proportionally distributed according to Thai tourist representation in each region of the country.
Data analysis employed descriptive statistics and inferential statistics to identify factors influencing
tourists' nostalgia tourism behavior and to test the moderating effect of media exposure behavior
using Structural Equation Modeling (SEM) and Smart PLS 4.0 software. The findings revealed that
three factors—attitude toward tourism, subjective norms, and perceived behavioral control—
significantly influenced nostalgia tourism intention at the 0.001 level of statistical significance.
These three factors collectively predicted 34.60% of the variance in nostalgia tourism intention (R?
= 0.346). Additionally, self-congruence significantly influenced attitude toward nostalgia tourism

at the 0.001 level of statistical significance. However, media exposure behavior as a moderating



variable did not significantly alter the influence of tourism intention on tourists' nostalgia tourism
behavior.
Keywords: Theory of Planned Behavior, media exposure behavior, tourism intention, tourism

behavior, nostalgia tourism



