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Cybersquatting continually has plagued Internet traders. The Anticybersquatting Consumer
Protection Act is intended to protect trademark owners and consumers alike, especially in
the Internet environment. This article evaluates the effectiveness of the act by reviewing
recent cases that have interpreted the act, details remedies available to consumers and
others under the act, and explains the defenses available to cybersquatters. The authors
discuss the currently unresolved issues under the act, including those related to
international protection of existing domain names. The act may have had an unintended
consequence for Web site creators, however, considering that some corporations use it to
bludgeon into submission former employees and others who have created Web sites critical
of the respective corporation's policies and operations. A review of recent articles and court
decisions casts light on whether the act is a help or a hindrance to marketers.



