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ABSTRACT

The construction industry is undergoing unprecedented transformation driven by
technology, market, and workforce shifts. Such changes' implications on industry
dynamics, productivity, and employment trends are addressed in this review, with
drivers emphasized while also addressing challenges posed by new technologies,
automation, and labour market re-alignment. Our approach combines literature
review evidence (2018-2024), fifteen leading-edge construction company case
studies, and quantitative analysis of global market trends. We concentrate on three
areas: digital technology integration (BIM, 10T, predictive analytics), automation
trends (robotics, prefabrication), and workforce development programs to meet
changing skill needs. There is evidence that technology-savvy companies attain
15-23% greater productivity compared to their conventional peers.

DOI: 10.4018/979-8-3373-4307-5.ch012

Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to
train generative artificial intelligence (ATI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative Al training and machine learning model development.

329



1. INTRODUCTION

The construction industry is approaching a critical inflection point as the founda-
tion of global development and economic growth. While it has tremendous potential
to supporturbanization, infrastructural development, and employment opportunities,
it simultaneously faces significant ethical, labor, and safety challenges. The industry
routinely manages complex projects with compressed timelines, employing work-
ers with diverse backgrounds and varying skill levels. Historically, approaches to
addressing industry challenges have focused on identifying fault or implementing
remedial mechanisms after problems occur. However, mounting evidence suggests
that a fundamental shift toward proactive responsibility is essential to create a con-
struction industry that is safer, more equitable, and consequently more productive
(Xia et al., 2018; Amoah & Steyn, 2023).

This paper contends that robust accountability frameworks prioritize ensuring
success for employees at all levels rather than merely “reducing” unskilled workers.
These frameworks encompass transparent communication channels, comprehensive
training programs, and ethical leadership oversight. Directors have corporate gov-
ernance responsibilities to shareholders that include preventing controversies and
maintaining long-term financial sustainability (Kapri, 2023). Modern technologies,
particularly decision-making algorithms, introduce additional accountability dimen-
sions that must be considered (Cobbe et al., 2023). The complexity of accountability
increases dramatically when interactions between sophisticated systems involve
multiple hosts, automated processes, and far-reaching consequences.

For the construction industry to realize its full potential, attention must shift
from individual blame to addressing systemic issues that contribute to accidents,
unethical behavior, and talent shortages. This paper will analyze how organization-
wide accountability culture can lead transformation toward a more sustainable and
equitable future. Accountability is particularly crucial in construction given the
industry's management of substantial financial resources, project complexity, and
responsibility for protecting both workforce and public safety. Central to this process
is holding all stakeholders accountable for their decisions and actions, including
architects, contractors, subcontractors, and suppliers (Sohail & Cavill, 2008; Mo-
hammadi et al., 2018; Ortiz-Marcos & Silvius, 2025).
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