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Abstract While the role of market learning in firm performance outcomes has 
been at the core of strategic marketing literature for over two decades, this research 
has been inconclusive. This paper attempts to resolve this by examining how market 
learning relates to other sources of learning. Adopting the capabilities view of com-
petitive advantage and organizational learning approaches to innovation, we theo-
rize that (a) market learning capability necessitates innovative firms to engage in 
network learning and internal experimental learning and (b) the three learning capa-
bilities lead to both technical and nontechnical innovation enabling the firm to gain 
sustained competitive advantage. The findings of the two-stage research design sup-
port our theorization that market learning plays a dominant role in the innovation- 
based competitive advantage process. Our results reveal complex relationships 
between learning capabilities, innovation types, and components of the sustained 
competitive advantage construct. Implications to theory and practice and directions 
for future research are presented.
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