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ABSTRACT

The portal is the starting point of network users accessing to the Internet point. Most users require the portal as a gateway to the

Internet. And the portal is also the important source of the data the user searching for. This research is oriented to preference of

cross-strait users, it focused on how portal service quality, the quality of the relationship, the value of the relationship to change user

’s behavior, this research provides new opinion for understanding the interface preference well. So web site designers can modulate

the design according to the needs of users. Research findings: 1. The portal service quality on the relationship between the value of

quality has significant positive impact. 2. The portal relationship value on the relationship between quality has significant positive

impact. 3. The relationship between quality portal on behavioral intention has significant positive impact. 4. The portal relationship

value on behavioral intention has significant positive impact. 5. The portal service quality on the relationship between quality has

significant positive impact. Finally, I hope that the result of the research is available to consumers, portal services, and business

officers, in order to promote the development of the cross-portal services.
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