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THE VALULT SERIES: BUILT, BUT HEVER RELEASED

The Craig of
the Creek Sneaker
That Almost Happened

An unrelsased collaboration,
and the story behind it

The Vault Series: Built, But Never Released
The Craig of the Creek Sneaker That Almost Happened

Not every product makes it to the consumer.
That does not mean the work did not matter.

During COVID, I was contacted by Liquid Soul, a culture-driven marketing agency based in
Atlanta, about a footwear opportunity connected to Cartoon Network’s animated series
Craig of the Creek.
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The opportunity immediately made sense.

Craig of the Creek was rooted in imagination, adventure, friendship, outdoor exploration,
and culture. The show had a world that felt active. Kids were outside. They were moving.

They were building their own universe out of creeks, trails, trees, cardboard, bikes,
costumes, and imagination.

That kind of story naturally lends itself to product.

But the goal could not be to simply put characters on a shoe.
That is the easy version.

The real opportunity was to ask a better question:

How do you turn the world of an animated series into footwear that actually feels
connected to the story?



Liquid Soul was working with Cartoon Network to identify Black-owned companies that
could create different products inspired by characters from the show. Britney and the brand
team reached out to me about creating a line of footwear for the series.

[ later found out that when they were discussing companies to contact, | was referred by
Liquid Soul’s CEO, Tirrell D. Whittley, who was already a fan of the ROCKDEEP brand.
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That mattered to me.
Not because it guaranteed anything.

Because it meant the opportunity did not come from a cold search. It came from someone
who understood what we were building and believed the brand had the range to handle the
project.

The early conversations were about the opportunity, the product options, the initial
creative direction, and how my ideas would work alongside the ideas coming from the
Cartoon Network Design team.



There were a lot of characters in the show, so narrowing the focus became important
quickly.
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The first characters we began ideating around were Craig Williams, the lead
character, Sparkle Cadet, and Omar, who at the time was still referred to as Green
Poncho.
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Each character had a different energy.
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Craig carried the main world of the show - curiosity, leadership, adventure, and the
creek itself.
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We really wanted to capture his entire being. Craig through his eyes.
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Sparkle Cadet had a more expressive, imaginative, character-driven visual language.
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Omar had mystery, utility, protection, and the kind of outdoor identity that naturally
connected to footwear.

GREEN PONCHD (OMAR) ==
- n. 20 =

-"i'- T
I\ [ il st
= ke e
ey
“ 1o, i i
J iy 2 e i, oy
[E T —
"

SR L

x i F [
'al'lT\lHlllH I.-'I-Dlﬂll Ak | mT] OREERR MR SRR AT lI.I
Mok b s | p oy i, i

COLIN PALETTE PERSOMALITY & ROLE

I"i\" LAY L I

P
I Tien ol e
T i s e e

&
I"H-I Sl Panas™ i il
W e oy

o e e e e ---I‘.'l [ L T T
| SRENCH LRALIANT S . TENTOER § RATIES, BRITTION
_ : firk
*-l P {r‘ | ;TH
?E ’13 45.'@
r =B e, ror_m T e s SN FOF FINE L0, MADY FOl T (AW,

i o A r— O



The original plan was to produce pairs for the voice actors to help promote an
upcoming season of the series.
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The initial message was also that creators and companies involved would have the ability to
sell additional product through their own platforms.

For us, that meant the possibility of producing pairs for fans of the show through the
ROCKDEEP website.
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That is where the project became especially interesting.

e We were not approaching it like a novelty item.
e We were approaching it like a real footwear project.



Our pitch was to repurpose one of our existing ROCKDEEP silhouettes, the Mansa Musa
upper, and pair it with an outsole we had used across some of our hiking and outdoor
footwear SKUs.

ROCKDEEP \
THE PITCH: '.T'L 'Iﬂ EN
Empupperen ey My Musg H I: amem
wpper Brd e i with car 1 L
rulrhny | baireg nstiie j \ %
CrENEE Ch R -driver, a L

baciwea with real worid i 1

COLORWAYS & MATERIAL OPTIONS | st st sy ‘---.._._., A 2 ﬁ"
COLORWAY EXPLORATIONS

OUTDOOR / WKING DUTSOLE

m i‘l e AT

il o 'y

oy DR BRE
iy

sl oy e skaisy
i v

CRAIG WiLLidmS SPARKLE CADET (REEN PONCHO [OMAR)

SIPED) IY COlDETY. AATLEL § LE8 MRS BEEDD NY POALT WTIL DT § LRALTF

L e

P
Feormri ke
R
Lomerams

@ Vi L
T Onp
Lk

SUMSET EXFEMTAON MYDNIGHT CREEK FOREST TRANL
Sl i ADYINTURD i Dot IR Y TR L T Lt nai A R ENOE T T
MATERIAL OFTIONS

ONE UPPER,
ENDLEST STOWES.
The Migrga Vios uppee
P i, T
e el O S,
D EPETOPNRLON  PREREM MUK TRUGVERL RERLCT ACCENTS  UTILTY WEBEMG | CUSTOMPULL TS REATRABLE MESe rroskriai. bl P e
LTy, brepabn Tapwerrn fra of pork e T b Ve, o g T B roioes hgepeige ey popa. i e b
[T S T ST p— . ki, gl ared s, B iy Pl e | kil i [ TRy R | ol iy kel ared BUILT DWFFERENT,

4 - ¢ (i Le) W et Ly . T ':-i‘d.ﬂ-ﬂ'ﬂ.h Eob e



That decision was intentional.
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The show was about kids moving through outdoor space. The creek was not just a
backdrop. It was the world. It was the playground, the map, the adventure, and the story
engine.

So the shoe needed to feel like it could live there.



The outsole gave the concept outdoor credibility. The upper gave us a familiar structure to
build from.

The colors, graphics, character references, pull tabs, and detailing gave the product its
connection to the show.

CRAIG OF THE CREEK FOOTWEAR. 4a ROCKDEEP
DEVELOPMENT TECH PACK.
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That is the part of product storytelling I love.
When it is done correctly, the story is not pasted onto the product.

The story shapes the product.



We worked with the design team at Cartoon Network to finalize the design direction for
each character.

The plan evolved into a limited-edition pair for the voice actors and select fans, along with
an inline general release concept for Craig as the lead character.
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We had already begun sampling the Craig inline release to get ahead of the process.
That was important to me.

At ROCKDEEDP, one of our biggest priorities was making sure the production pair could live
up to the rendering.

A rendering can make almost anything look good.

The harder part is getting the actual sample to carry the same energy, proportion, color,
finish, and quality once materials, construction, and factory realities enter the process.
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That is where ideas either hold up or fall apart.
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In this case, the sample started to prove the concept.
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The shoe had the right energy. It felt playful, bright, outdoor-driven, and connected to the
world of the show without becoming a basic character shoe.

Then the business reality changed.



ISH HAPPENS

During the process, the Liquid Soul team reached out and let us know that Cartoon Network
would only allow us to sell roughly 10 to 25 pairs of the final versions.

THE BUSINESS FRICTION POINT

GREAT DESIGN. REAL IMPACT. CLEAR POTENTIAL.
BUT THE SYSTEM WASN'T BUILT FOR WHAT WE BUILD.

WHAT WE HRUMG T THE TABLE THE REALITY WE WERE GiVEN

v cRMGmALTY W ro-25 Pa LT
Uredual 1iyileag Lriramdy bw wehaw
R frrtarar from frr i

o DL [RCfLcleE X FGH C0ST STRUCTURE
""'-"“""*"J’_ Compinr boavur, approwair,
Thsaghth didiatiin iy, ard i
GUALITY & S TIos

."' AT x MO ROOM TD SCALE
Peimes cmiiTaian ll::l:-mghu:wu

R
Eaifar asmarirna fimpenrcafly pndmrably

o COLTARML RELEVANCE

s me

[ [t 1
Lo fof fr by pirme CREATIVG FRTEDOM + PLRPOSE DRVEN DETRN m::mlm
Sarivtic T B0 Lok
ekl et o
P S : — ——— | -
TIE MATH DIEA'T WO MI#HHI#W Whﬂ#ml BOTH SIDEE FELT T |
o ol kg cmEh M R | e T e BOCEROIP bl | il i s, e g, | e w8k :
b O o it mu.-r’h,- -|,--|-| lir rwuivar e e Feeks Ty smiend o br wamt
e il T i bl e astad ok e et b Bt e mabee swe) s

s.los THE BAGGER TRUTH

GREAT PRODUCTS SHOULDN'T BE RARE.

IR

ol T eRprep——— o W e prwect i R
e sk b e W e chery s right
e i / ¥ the micrine ip righe., |
St crukiel mgperd whel ACCESS SHOULDNT BE A TRADE-OFF, WY CAN'T THE MOBEL i
i b ® B mgaT oo ! ;
THE FRICTION WAS REAL, THE DECISNON HAD TO BE REALER. : % L }

That created a major problem.

Footwear does not work like a T-shirt.



Sampling, development, materials, molds, production coordination, minimums, freight, and
finishing all carry real costs.

Producing only 10 to 25 pairs would have created a major net loss, especially after the
investment already made in sampling.
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The only way to make the math work would have been to price the shoes at a level that did
not make sense for the consumer.

And that was not something I was willing to do.

The average consumer for this project was not a collector chasing artificial scarcity. It was
kids, parents, fans of the show, and families who may have wanted something special
connected to a world they loved.



ROCKDEEP was built on a different premise.

[ started the brand to create footwear that looked good, felt good, had quality, carried a
story, and could still be accessible to the average consumer.

A 10-to-25-pair release might have sounded exclusive.
But for this project, it would have worked against the spirit of the product.

It would have created cost without access.
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And access mattered.

So I had to make a decision.



[ was not willing to sacrifice the voice or integrity of the brand for a project that had no
guarantee of changing our business, especially if the final structure made the product
inaccessible to the same people it was supposed to reach.
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Even if the project had created visibility, I still had to ask whether it aligned with the brand.
For me, the answer was no.

That does not mean I had ill will toward Cartoon Network.

[ did not.

I understood what happened.



Most people who have worked in product, licensing, entertainment, or brand collaborations
understand that the creative team is not always the final decision-maker. Sometimes legal,
licensing, risk, approvals, or internal business constraints can reshape a project after the
creative work has already begun.

That is part of the work.
Frustrating, yes.
Personal, no.

Once it became clear that the project no longer made sense for us commercially, we let the
Liquid Soul team know that we would need to recoup the costs for the samples and work
created to that point, and we would need to sell the samples on the open market.

They understood.
They asked us to hold off while they spoke with Cartoon Network.

A few days later, they came back and let us know that Cartoon Network was willing to pay
us for the samples produced and the work performed.
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I appreciated that.

It was professional.



[t did not turn the project into a release, but it respected the work.
And sometimes that is the best possible outcome for a project that cannot move forward.

o The lesson was not that we should never take on opportunities like that.
e The lesson was not that we should have done everything differently.

[ already understood that not every design sees the light of day.

That happened many times while ROCKDEEP was still in business. We still have more than
300 designs that never made it to the website.

Some stopped because of cost.

Some stopped because of timing.

Some stopped because the market shifted.

Some stopped because the business case changed.

Some stopped because they were good ideas, but not the right ideas for that moment.

THE IDEA ARCHIVE

e The rest stopped because we simply didn’t have the one thing needed to move them
forward.



That is the reality of product creation.

What matters is what the work reveals.

The Craig of the Creek sneaker never released.
But it still showed how I think.

It showed how I approach IP.
It showed how I translate story into product.
It showed how I protect brand integrity when the business structure no longer
supports the original idea.
e [t showed that product creation is not just about making something cool.

It is about making something that makes sense.

For the character.
For the consumer.
For the brand.
For the business.

That is the part people do not always see.
The unreleased work still counts.
And this is only one project from the vault.

[ will be writing more about the products, collaborations, samples, and concepts that never
made it to the website - not because they failed, but because they still tell the story of how
the work really happens.

Built, but never released.

Still worth talking about.
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About The Vault Series

This article is part of The Vault Series, a continuing look inside the ROCKDEEP archive of
unreleased products, projects, concepts, collabs, and samples.

Some ideas made it to renderings. Some made it to tech packs. Some made it to samples.
Some were released in small ways. Others never made it to the website at all.

They stopped for different reasons: cost, timing, licensing, capital, market shifts, production
realities, or business structures that no longer supported the original idea.

But the work still matters because each project reveals something about the creative
process, the business behind product creation, and the decisions that shape what
consumers eventually see.

I'll continue sharing more stories from the vault on LinkedIn and on my website, with
additional photos, renderings, sketches, samples, and behind-the-scenes details from the
ROCKDEEP archive.
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