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7.1 2993BIANAAN WM (Product Life Cycle: PLC)
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Customer Satisfaction Customer Satisfaction Customer % Reject from
Index Complain Customer

Data Availability 2 1 3
Data Accuracy 1 2 3
Timeliness of Data 2 2 3
Cost of Data Collection 2 3 3
Clarity of KPI 3 2 3
Validity of KPI 2 2 2
Comparability of KPI 3 2 3
Relationship with other KPI 3 3 3
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