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T H E  S I R  P E T E R  B L A K E  
T R U S T  I N S P I R I N G  

E N V I R O N M E N T A L  L E A D E R S H I P
The depth and breadth of The Sir Peter Blake Trust’s activities are impressive, with a multitude of 
environmental programmes designed to provide young Kiwis with the same spirit of adventure, 

participation and exploration as the Trust’s legendary namesake was so well-regarded for.

In his final log entry of December 4th, 
2001, Sir Peter Blake wrote: “We want to 
restart people caring for the environment; 
through adventure, through participation, 
through education and through enjoyment.” 

Seventeen years after his untimely death, 
The Sir Peter Blake Trust (BLAKE) uses his 
final, visionary words as an overarching guide 
in its role to inspire and prepare young people 
to lead a sustainable future for New Zealand.

Established in 2004 to continue Sir Peter’s 
environmental legacy, BLAKE aims to inspire 
tens of thousands of young New Zealanders 
to care for the environment through activities 
and adventures that encourage environmental 
awareness and leadership.

BLAKE is embracing the latest visual 
technology in its most recent environmental 
outreach programme for schools all over  
New Zealand, using Virtual Reality (VR) 
to inspire students to take more active 
custodianship of the marine environment.

In February this year, BLAKE began rolling 
out an NZ-VR roadshow to schools around 
the country, allowing thousands of students – 
with the benefit of cutting-edge VR headsets 
– to experience the rich biodiversity that 
exists below the ocean surface, as well as the 
damage that’s been done to the ecosystem. 

The project is a partnership with  
New Zealand Geographic which filmed 
incredible 360-degree underwater footage  

in six locations, from the Hauraki Gulf to  
the Three Kings and Niue Islands. 

“While we can’t take every child to the 
ocean, we can still bring the ocean to every 
child,” says BLAKE CEO James Gibson.

“This year alone our VR educators  
will deliver an inspiring lesson to almost 
20,000 students. The NZ-VR project  
aspires to give every New Zealander, 
regardless of location, socio-economic  
status or ethnicity, an unforgettable 
experience of the wildest parts of  
New Zealand’s marine environment.”

To help ensure the NZ-VR programme 
gets to as many classrooms as possible, the 
Giltrap Group has provided two Volkswagen 
Golf GTE plug-in hybrids to BLAKE.

“The support we’ve received from the 
Giltrap Group is fantastic,” continues James.

“It means we have two new educators on 
the road visiting schools every day delivering 
our NZ-VR programme to thousands of 
young Kiwis. The fact these vehicles are 
hybrid-electric powered also fits perfectly with 
our sustainability values and goals and the 
environmental messaging of our programmes.”

BLAKE’s endeavours in educating young 
Kiwis about the unique environment which 
surrounds them doesn’t end here though. 
Many other BLAKE programmes exist,  
all featuring a distinct through-line designed  
to inspire youth.

Activities include YELF (Young 
EnviroLeaders Forum), which is a week-long  
programme for Year 11-13 students that 
focuses on environmental issues facing  
New Zealand such as climate change, 
biodiversity decline and marine and 
freshwater health. Adventurous ocean 
expeditions, in collaboration with the  
Royal New Zealand Navy allows students  
a once-in-a-lifetime opportunity to voyage  
to environmentally significant areas.

Also, through BLAKE’s partnership with 
NIWA, up to six young Kiwis are given the 
opportunity each year to take part in scientific 
research encompassing climate, atmospheric, 
ocean and freshwater sciences around  
New Zealand. A similar programme has 
also been established with the Department 
of Conservation enabling young people to 
support DoCs e!orts to restore threatened 
species to healthy populations.

And since 2007, BLAKE, in partnership 
with Antarctica New Zealand, has provided 
life-changing opportunities for young  
New Zealanders to visit Antarctica through the 
BLAKE Antarctic Ambassador programme. 
Antarctic Ambassadors develop new skills, 
knowledge and networks in one of the most 
stunning and challenging environments on 
the planet.

Experience the BLAKE NZ-VR videos at: 
www.nzgeo.com/vr/
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M A D E  T O  M E A S U R E

A firm belief in the bespoke has led a boy from Geraldine to be a crucial player  
in the world of men’s tailoring. Today, Murray Crane is synonymous with style, 

helping shape menswear for a New Zealand audience for over 20 years.
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Murray Crane gives himself away before our interview even 
starts. As we leave Crane Brothers’ High Street store for the 
short walk to their Shortland St o!ces, he pauses to adjust  
the placement of a leather armchair. Having surveyed the 
result with a critical eye he continues out the door.

It’s a glimpse into the precision and exacting standards that 
underpin the world of men’s tailoring; a world in which Crane 
has built his menswear business over the past 20 years and come  
to be recognised as an industry leader, not just in New Zealand  
but overseas too.

Suits, it turns out, have been part of Murray Crane’s life for  
a long time. His earliest memory of wearing one was at age 11. 

“No occasion,” he says. “That’s probably when I got tired  
of my mother helping me choose my clothes.” 

Raised in Geraldine, he recalls teenage years browsing thrift  
stores in Timaru and Christchurch and finding that suits from the 
1940s and 1950s fit him well. 

“That’s where I started discovering the fascination with how  
things were constructed, because I was pulling them apart and 
getting Mum to taper the legs and reshape them.”

Today, Crane Brothers is synonymous with tailored suiting.  
The self-taught designer has stores in Auckland, Wellington, 
Christchurch and Sydney. 

His success has been recognised recently by famed Italian  
cloth manufacturer Albini, which has selected Crane Brothers as one 
of only 18 shirtmakers worldwide (and the only one in Australasia) 
to o!er a limited-edition fabric collection drawn from the historical 
archives of one of its premium brands, Thomas Mason.  
Dubbed ‘The Icons’, the striped fabrics are a tribute to 1960s Britain, 
in patterns considered to have been “emblematic” around that time in 
Jermyn Street, the London address famous for its range of gentlemen’s 
tailors. Those chosen to o!er the capsule collection are a who’s-who  

of the tailoring world and include the UK’s Turnbull and Asser, which 
was established in 1885 and holds a Royal Warrant for shirtmaking. 
Crane admits to being “pretty chu!ed” to be among them. 

Each shirtmaker has received enough cloth to make just five  
shirts in each pattern and Crane expects strong interest. 

“I think now what people really crave is individuality; it’s no 
di!erent to what’s happening with cars and watches. People really  
like that idea of getting something that no one else, or very few  
other people have.”

That understanding of his audience has been key to Crane Brothers’ 
success from the beginning. It was while working at Zambesi and 
helping to launch Zambesi Man in the late 1990s that Crane spotted 
the growing local audience for quality menswear. 

“We were bringing in some fairly challenging labels like Jean Paul 
Gaultier, Martin Margiela, Comme des Garçons. But the thing I really 
started to notice is that there were men who were interested in how 
they dressed, and I thought, ‘There has to be a market for the ten guys 
who are coming in and not buying anything, rather than the one guy 
who is buying something.’ It felt like the market was bigger.” 

Following his hunch, Crane launched the business in 1999, 
opening the first store on Auckland’s High Street in 2000,  
where it remains today. 

He says it followed a renaissance in men’s tailoring globally.  
To his surprise, the tailoring proved more popular with Kiwi men  
than the o!-the-rack product from the beginning and the mainstay  
of Crane Brothers business remains made to measure suiting  
(with a strong wedding clientele), although these days everything  
is manufactured in Italy. 

It also o!ers shirtmaking and handmade shoes, as well as  
o!-the-rack business casual pieces and accessories. A full handmade 
bespoke suit and shirtmaking service (referred to as ‘couture’)  
is also available. 
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Below Crane Brothers  
o!ers shirtmaking and 
handmade shoes as well as 
o!-the-rack business casual 
pieces and accessories.

Far Left The business of 
bespoke: Murray Crane  
in his Auckland o"ce.

Bottom Cloth manufacturer 
Albini recently selected 
Crane Bothers as one  
of only 18 shirtmakers 
worldwide to o!er a limited-
edition Thomas Mason 
fabric collection.

A select few imported brands are stocked, but Crane sees the 
business being 95 percent private label within the next two years. 

“Our heart and soul is handmade; small runs, exclusivity, 
personalisation, customisation. That’s what we’ve always built  
our business on,” he says.

While New Zealand’s menswear market has grown significantly, 
Crane Brothers is reaping the rewards of cementing its brand early on. 

“A lot of those clients have stayed with us over the last 20 years, 
and now they’re partners in law firms, or they run architecture firms 
or they’re successful businessmen or entrepreneurs and they’re still 
shopping with us.” 

The business has also had to adapt to the changes in how people 
shop, and a newly redesigned website gives a more in-depth picture 
of the made-to-measure o!ering, alongside its ready-to-wear.  
Visitors to the site can research a wide range of styles and fabric 
options and even see details of the crafting process. 

“We’ve treated the new website journey in the same way we would  
the journey for someone coming into the shop,” explains Crane.

As industries the world over seek to operate more sustainably, 
tailoring is well ahead of the pack: the antithesis of fast, disposable fashion.

“Made-to-measure tailoring and men’s tailoring is probably one of the 
most sustainable industries of all time,” points out Crane. “Everything we 
sell we can adjust and repair and alter. We have 36 suits here at the moment 
that we’re making adjustments to… letting the trousers out or taking them 
in, darning the pocket, re-lining the jacket or replacing the buttons.  
Some of those suits are probably six, eight or 10 years old.” 

And while life might have become more casual over the last 20 years, 
Murray Crane is emphatic about the role of a suit in a man’s wardrobe. 

“It’s fundamental. Obviously. It doesn’t matter how relaxed you are  
in the way you dress. There will always be times in your life when you’re 
going to need to put a suit on.”
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