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Matrix
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Pairwise-Comparison Matrix
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6.1
0.45398 10
0.30875 6.8
0.136738 3.0
0.069578 1.53
0.030954 0.68
6.3
15 1
: i PR
0
1 3 5 7 Oossisleg) 13 15
—— qafoynt & gadaya2
6.3 Direct Rating

Direct Rating

Direct Rating
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(Information)

AHP

6.4

1
(Products)
Pairwise - Comparison Matrix

Pairwise-Comparison Matrix
1

0.151323
0.37672
0.471958
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Pairwise - Comparison Matrix

Pairwise-Comparison Matrix 2

0.109586
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0.581264

0.490476
0.311905
0.197619

0.2
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Pairnise-Comparison Matrix
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0.5
0.5

0.490476
0.311905
0.197619

3 1

=0.5 X 0.109586 X 0.151323
=0.008291 08291 %
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6.3 2
6.7() () 611 () ()
() 2 AHP

() 1
Absolute
QFD

AHP
6.4
\ 2
4
1 2 ' 3

Keeney
Raiffa (Keeney, R. L. And Raiffa, H., 1976)
1. Completeness

Absolute

2. Operationability :
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3. Decomposability : 3

4. Absence of Redundancy :

5. Minimum Size : 3
5 AHP
(Sensitivity
Analysis)
Absolute 1 4 AHP
Absolute 1
6.7 () () 6.11
() ()
6.5
1
1
1 3 3
4 6
2

AHP
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