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ABSTRACT

Portal scanberegarded asaninformation gateway for exchanging businessinformation
over the Internet. They arefor delivering the right information to the right user, at theright
time; totheright place, tomaketheright decisions. A portal isapackaged pieceof information
withthepropertiesof self-servicing, personalization, andreal-timedelivery. Fromabusiness
point of view, a portal is a mobile, self-explanatory, and just-in-time delivered piece of
information. In e-Commerce, businessinformation isthe set of timed transactions that.can
be triggered by events in business activities. This chapter will illustrate and explain the
architecture of intelligent business portals for Web-enabled business applications.

INTRODUCTION

Theportal concept wasintroduced by Merrill Lynch(Shilakes& Tylman, 1998). Itwas
estimatedthat by theyear 2002, theportal market val uein Businessintelligence(Bergert, 2000)
will reach US$7 billion;in Content Management will reach US$ 4.5 billion , and in Data
Warehousing& Martwill reachlUS$ 2.5billion. Themainreasonfor thisfast growthisbecause
of the World Wide Web on the Internet and the high-speed network infrastructure.

Portalscanberegarded asaninformationgateway (Li,2000a & 2000b; Finkel stein, 2000;
Firestone, 1999; Nielsen, 1999; Sullivan, 2001; Walker etal., 1999). Portal soriginated fromthe
question of how wecould deliver therightinformationto users. Intraditional pull technology
(Arnold, 1999; Buchwitz,1999; K&pyl &, 1999), individual Webusershavetoinitiatethesearch
operation to find information from the Web, while when we consider push technology
(Arnold, 1999; Buchwitz, 1999; K&pyl4, 1999), informationissent totheindividual userswith
or without solicitation. Ontheother hand, auser may needtointeract withasystemto provide
information (such asfilling a survey form). Thus, there isaneed to provide an application
independent mechanism for ‘switching information between information providers and
requestors, This reguirement has generalized the traditional many-to-one client-server
relation into amany-to-many client-server relation. Inevitably, an information explosionis
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introduced on the Web. Many Web users are frustrated in dealing with the overwhelming
information bombardment. To solvetheproblem, the Portal asapackaged pieceof information
isused for delivering the right information to the right person, at theright time, to theright
place, to make theright decisions (Li, 2000a & 2000b). A portal has the properties of self-
servicing, personalization, and real-time delivery. For self-servicing, auser would be able
to use pre-defined templates to re-design personalized Web pages. An exampleisgivenin
Figurel(Wei, 2000). Inthiscaseevery university studentisgivenaWebsite. Theindividual
student can modify the Web site according to personal interests.

For personalization, auser would be able to deliver and receive information that is
dedicated to the person. Figure 2 and Figure 3 show two implemented portals that are used
for the students to select subjects and view personalized enrolment information. For real-
timedelivery, aportal isusedasamessagingtool todeliver instant messagestoanindividual.
For example, OracleQiA S(http://www.oracle.com) WirelessEdition canprovideinformation
to any wireless device, such as mobile phones, hand-held computers, and pagers.

Fromabusiness point of view, aportal providesmobile, self-explanatory, and just-in-
timedelivered information. Theinformation could be supplied asaset of timed transactions

Figure 1. A sample self-servicing personalised website.
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Figure 2. A sample personalised website with user input.
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