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ABSTRACT
With the rapid development of the Internet, the portal site has become an integral part of the modern type of web site, we have every
day on various portal send and receive E-mail, browse news, search for information. The purpose of this study to investigate the
general success of the portal factors to DeLone and McLean in 2003 published the information system framework for the success of
that model based on information system user satisfaction with the intent to use. Information quality, system quality, service quality
and brand equity of the new four exogenous variables affect whether and how the information system user satisfaction, with the
intent to use the net benefits. This study is the survey through the Internet, a portal site targeted at users. Ask them to the most
commonly used entrance of the site is used, respondents. A total of 233 valid questionnaires were to structural equation
modeling(SEM)conducted test, Amos 7.0 as analytical tools, test the model with moderate and the dimensions of the relationship
between. According to data analysis, the user satisfaction with a direct impact on the use of intent, information quality, quality and
service quality system on the use of user satisfaction with the intention of both significant and positive impact on the quality of
information on the use of the intended effect of the strongest, and Impact of user sat-isfaction is the main factor service quality.
Finally, conclusions and practical recom-mendations.
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