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ABSTRACT
In recent years, the domestic corporate has started an upsurge, more and more corporate to start and to establish with own
enterprise correlation museum, Corporate Museum attempts provide different experience to customers, and then improve the
quality relationship between customers. This research try to from the perspective of corporate museum, Further discuss the
relationship between corporate museum management, customer experience and corporate museum’ s fount ion. In order to know
the corporate museum creates the value of customers experience which if benefit the development in the function of enterprise
museum. The present paper uses the LISREL statistics software to carry on the material analysis; take has visited the Shan Mai
Taro Tourist Factory, the Taiwan Nougat Museum, the Kuo Yuan Ye Museum of Cake and Pastry. By above corporate museum.
Take 18- year- old of consumers as the sampling object, and gather 278 samples. The findings discovered, the enterprise museum
provides the service, the management, except can directly has the influence to customer's visit experience and the enterprise museum
function display, simultaneously also can penetrate the customer to visit the museum the experience, affects the enterprise museum
function indirectly, therefore may know, the customer experiences is the intermediary variable of the enterprise museum
management and the enterprise museum function.
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