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2015 Cazey van Mariz Awand winner John DVAmbrozio reguilanly investz in professional
phofography 85 well a= online adverfizing for hiz businezs, Pro-Land Landscape Construction.
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Pro-Land Landscape Construction owner
John O'Ambrosio calis his first year in busi-
ness “the typical landscape story.”

Indeed, Bke many green indusiry profes-
sionals, he started out with little more than a
pickup truck, some tocls and the willingness
o work extremely hand.

But while the beginnings of the business
were humble, the outcome has been any-
thing besides ordinany.

Mow, with more than two decades of
experience under his belt, D'&mbrosio and
his Brampton and Bolon-based design
and build company are perennial contend-
&rs in the high-end construction catego-
ries Landscape Ontano's annual Awards of
Excellence Program. This year, Pro-Land
picked up 3 pair of awards for projects in the
$100,000-250,000 and $250, 000-500,000
ranges. The year prior. they eamed the
presfigious Casey van Maris Award fora
stunning project designed by Ronald Hol-
brook that eamed “the highest marks for
execution of unique and innovative design in
landscaping,” from a panel of expers.

It all started in the earty 505 when
D'Ambrosio, the ink still wet en his Humber
College civil engineering diploma, decided
he had no interest im purswing an office job.
“The first year was 1923 " he says.

bought a pickup, a tamper and a quick-cut
and off | went. | abways had an inferest in
construction, and while | never studied it
directly in schoaol, my background in civil
enginesring and knowledge in structures,
surveys, neights and elevations obviously
helped out a lot over the years.”

What he facked in industry experience —
in fact, I'Ambrosio had never warked 3 day
in landscaping before starting the business
— hie made up for with youthful enthusiasm.

1 would work during the day and at night
and on Sundays | would nun around with

fiyers and lzwn signs | made mysa(fwith a
stencil and spray paint.” 0'Ambrosio recalls,
adding that in those days, he wouldn't shy
away from door-to-door cold cafling.

Beiore long, it was ciear he had iaken
the right carser path.

‘I just really had a knack for it from day
one,” he says. “[t was a heck of a lot of work
at first, because | only had 50 much maoney
to work with; it was all hand digging and
loading up the pickup truck, but | found afer
the first eight months or so, | really didn't
have to look for work anymare.”

(Cwver the nest 10 years, Pro-Land grew
at a sleady pace.

Cne of the biggest challenges every bur-
geoning landscape construction company
faces is landing its first few high-end clients,
[XAmbrosio says. How do you close the
deal on a luxury job before you have a port-
folio of comparable projects to show the cli-
entwhat you can do?

For D'Ambrosio, it came down to confi-
dence and perseverance.

‘I was never scared; | just wanted o get
my foot in the door,” he explains, looking
back on Pro-Land's transition from stari-up
to industny heavyweight. “Even though | was
doing 520,000 patios, | was siill meeting with
people who were looking to spend several
hundred thousand dollars.”

The key fo closing deals and building
posiive relationships with clients that lead o
word of mouth business is ihe same now as
it was then, I'Ambrasio says.

‘| explain the building process, because
the owverall finished praduct is scmething
that a lot of guys can do. It's critical to pass
on that knowledge about proper sirengthe
of concrete, depths, drainage maternials and
soon’”

He adds, “l always put myseff in the
clients position. If | was spending two,
three hundred thousand doflars on a back-
yard, I'd want to make sure that three years
[ater | don't hawve siuff that's cracking and
falling apart.”

(L-R) Land=zcspe designer Halliee Moynihan, estimator Brend Wiige, owner John D¥Ambrosio and
project manager Frank Addario work chozely logether fo malke every project emooth from the first

conzuitafion through completion.

Jofn OXAmbmozio runs Pro-Land Landzcape Construction alongside hiz brother Anthony, the company’s construclion manager, and brother-in-law
Fawlo Bacchin, who haz been with the businezs for 18 yearz

Then, in the earlier 2000s, Pro-Land
qot a big break: a major condo developer
spotied a Pro-Land lawn sign and gave
['Ambrosio a call.

“Things really started to ramp up
when we gof into commercial work for
condo developments and we became a
prefemed contractor for Home Depot,”
['Ambrosio says.

From that five daollar lawn sign,
['Ambrosio says Pro-Land has received

some 315 million doflars in commercial con-

sinuction wiork.

(The deyeloper) loved us because I'm
a5 straightforward as possible,” he said.
“You can always count on us to make the
openings and ciosings for sales centres; it
doesn't matier what the weather is like or
what the timeline is, we've never failed
them once.”

Empire Communities has been a com-

mercial client of Pro-Land for over 10 years.

Co-founder Paul Golini says the relation-
ship has grown over the years as a result of
the quality of their work and service, as well
as D'Ambrosio’s abdlity to head off potential
Esues during the planning stages of a proj-
ect.

“WWe saw right away that John was some-
one that is very easy fo work with,” Golini
says. “He's someone that takes a lot of pride
in delivering rot only on quality, but on ser-
vice as well”

Cyer the years, the scope and scale of
work Pro-Land has undertaken with Empire
Communities has grown from the landscap-
ing of model homes to luxurious roofiop gar-
dens for high-rise condominiums.

“There's an element of frust and a relz-
fionship that builds where you know that he
can get the job done,” Golini says. “John
also always comes (o the table with sug-
gesfions, 50 when he bids on 2 landscape
architect’s plan, he ofien says he can deliver

the same look and feel, but that there will be
less problems doing it 3 different way. Or, he
finds ways to cut costs in a smart and effec-
tive manner, and that's music to a develop-
ersears.”

Currently, Pro-Land employs 35 workers
during peak season and 10 year round. The
warkioad is spliit 70730 between residential
and commercial projects.

In spite of all of the success and acco-
[ades, D'Ambrosio’s passion and creativity
for overcoming obstacles and meeting his
cliznt's needs continues o grow.

“The harder the project is, the more
interested we become.” he says, recalling a
number of roofiop condo projects the com-
pany has underiaken. “When you're hinng
pump trucks and cranes and working 17
stories up and raising trees 100 feet in the
air, you start to realize the possibities in this
imdustry.”




