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billboard

HOT 100

SONG ARTIST
1 Butter

2 good4u Olivia Rodrigo

3 dejavu Olivia Rodrigo

4 Levitating Dua Lipa ft. DaBaby

Silk Sonic (Bruno Mars &

5 Leave The Door Open Anderson .Paak)

BTS’s ‘Dynamite’ Holds
Steady At No. 1, Proving That
Chart-Topping Hits Are
Their New Normal

BTS's two-week stay atop the Billboard
Hot 100 is a testament to their ever-
growing fanbase and sustained longevity

and it might just be their new normal.

Bv Brvan Ralli
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