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Anhang |: Tabellenverzeichnis

Tabelle 1: Reichweiten von MTV-Deutschland und VIVA 2002 58

Anhang |l: Deutschland Single-Charts, Top 50, giiltig ab 06.10.2003

Platz

VW* . AW*  Titel Interpret . i Wertrieb .

nﬂﬂ_
| 2 | 6 | 3 |WhereIsThelove?  |BlackEyedPeas  |Universal |
3 | 2 | B |[NeverieaveYou  JLumidee  [Universal |
4 | 3 | 10 [AbindenSiden  |Buddyvs.DITheWave  [WSM |
| 5 | 0 | 1 [Feelgoodlies  |NoAngels(NEu)  |Universal |
| 6 | 7 | 11 [TheMagicKey ~  |One-T4+Cool-T  |universal |
7 | 4 | 5 [AngelofBedin  |MartinKesici  |Universal |
| 8 | 11 | 5 [Breathe  [BluCantrel  [BMG Minchen |
| 9 | 8 | 13 [inTheShadows  [TheRasmus  [Universal |
| 2 |unrockbar |pieArzte  |Universal |

Kim (NEU :

Mustafa Sandal Feat. Gillcan |Universal |

& Dick Rules

(34| 12 | 19 [ichkenne mints  |RZA Feat. Xavier Naidoo  Virgin-EM]
(35 0 | 1 [{Beleveinmiscies — |Gracia (NeD) _____ IBMG beriin

(36 05 |6 Jemim e s Gareth Gates & The Kumars[BHG Hinchen
T S ™ (T
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