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ne night several years ago, Terry Fred-
rickson and his wife, Erica, were at a 
Blue Sox game at the team’s home field 

in Smithfield, Utah. They were longtime fans of 
the baseball team, traveling nearly every week 
during the season to see games.

That night, they began to notice some of the 
small things going on around them — a person 
with a disability taking money at the gate, a bat 
boy with a disability and, as the sun went behind 
the horizon and the summer night cooled down 
and the stadium lights turned on, they saw kids 
playing Wiffle ball behind the stands in the 
shadow of the lights. They overheard the kids 
and noticed that instead of doing what kids who 
love baseball might normally do in that situation 
— pretend to be well-known MLB players — 
they were pretending to be Blue Sox players.

Terry turned to Erica and said, “Wow, those 
kids aren’t imitating Major League players — 
those kids are imitating guys who are out here 
on the field. How cool is that?”

And Erica said, “Pocatello needs this. We 
need to do this. Pocatello needs hometown 
heroes.”

As the Fredricksons left the game that night, 
they found out that one of the semi-professional 
Northern Utah League teams had dropped out 
of the league. That finalized the couple’s deci-
sion: They were going to step up to the plate and 
start the Gate City Grays baseball team.

Now in its sixth season, that team has grown 
into a successful community phenomenon.

Each week in the summer months, the Grays 
draw hundreds of loyal fans. The stands at 
Pocatello’s Halliwell Park are packed with people 
drinking $3 beers, eating affordable concessions 
and rooting for their favorite players.

‘This Town is a baseball Town’
In its five full seasons as a member of the 

Northern Utah League, the team has won three 
league championships.

Terry Fredrickson, who co-owns the Grays 
with Erica, said that what they have created is 
something special.

“This town is a baseball town. It’s very 
special,” Fredrickson said. “(Fans are) loyal to 
us because of a few things. They like a winning 
tradition. People like to associate with winning 
traditions, and we’ve won. Baseball is a very cy-
clical game — it’s up, it’s down. Luckily, with the 
brain trust that the Grays have between coaches 
and management, we’ve been able to find good, 
underrated players that have produced winning 
results. Fans really like to be a part of that. The 
other thing is that Pocatello united loves to 
stand for something. … With the Grays, there is 
definitely a connection.”

Fredrickson said another part of the reason 
people love the Gate City Grays is because the 

managers of the team, which currently has 30 
players on its roster, has made a concerted effort 
to recruit guys from within the state — and even 
from within Pocatello.

“We try to find those guys who went to 
school here, that are a part of this community 
because those are the guys that, one, are going to 
win you a championship, two, have hometown 
pride and, three, they’re going to fill those stands 
because people know, love and care for them,” 
Fredrickson said.

‘a labor of loVe’
As with any business, running a baseball team 

has plenty of unavoidable and frustrating costs 
associated with it.

“A baseball team is not cheap, by any means,” 
Fredrickson said.

Fredrickson said that each baseball is $8, 
so any time a foul ball heads into the stands, 
that’s money being thrown out of the ballpark. 
The team is also constantly replacing uniforms 
(each player currently have three sets) and hats, 
spending hundreds of dollars on bats, practice 
balls and travel expenses, and staying up to date 
with the latest baseball technology, from live 
statistics to sound systems.

The Grays also give a massive amount of the 
money they make back to the community — 50 
percent of the beer revenue goes to the Centen-
nial Rotary Club, which then uses the funds for 
programs that benefit the community, and 90 
percent of the concession revenue goes to the 
American Legion, which runs the concession 
stand. As a result of that, most of the money 
used to actually fund the team comes from 

sponsors and ticket sales ($5 per person), which 
makes it especially important for the Grays to 
keep people coming back.

“We really rely a lot on having the fans come 
in and pay for those tickets so that we can pay 
our coaches and buy the uniforms and provide 
that experience,” Fredrickson said. “It’s definitely 
a labor of love.”

While some people might say it’s a bad 
business move to not keep all the concession 
revenue, Fredrickson said it’s an investment in 
the community, which helps keep fans invested 
in the Grays.

“You can travel to other ballparks. They 
don’t get the numbers like we do,” Fredrick-
son said. “And I believe the reason we get the 
numbers of fans in our games that we do is 
because people feel invested. People feel like 
they’re a part of it. … It blows my mind how 
many times I’ve driven around town and I see 
a (Grays sticker) in the back of someone’s (car) 
window.”

Fredrickson said he is frequently surprised by 
the town’s loyalty to the Grays.

He tells a story about how he was getting cof-
fee one day, and he was wearing a Blue Sox shirt 
from the days when he was a diehard Smithfield 
fan. A man came up to Fredrickson, not know-
ing who he was, and said, “Hey, dude, this is 
Grays country.”

Another man came up to Fredrickson at a 
game and told him he’d been laid off from his 
job, saying, “I really needed to be at a game 
today, and thank you for having this here.”

“It’s things like that that make you realize it’s 
really an investment,” Fredrickson said.

‘noT Trying To geT riCh here’
Though he didn’t give exact numbers, Fred-

rickson did say the Grays have been doing a little 
better financially every year. 

“But we definitely have our financial chal-
lenges. It’s definitely not easy to be so altruistic 
and at the same time pull profit,” he said.

Keeping the beer affordable — $3 for a 
16-ounce can — has always been a priority for 
Fredrickson.

“A lot of people argue that beer and base-
ball go hand-in-hand,” he said. “I’ve went to 
ballparks where it’s $10 for a 16-ounce can. It 
seems like it cheapens the experience when that 
happens. We monitor people very closely and 
make sure they’re not overdoing it, but again it’s 
about the experience. We’re definitely not trying 
to get rich here.”

The Grays’ sponsors — the big ones, Cole 
Chevrolet, Portneuf Medical Center and Grease 
Monkey, and the nightly ones, including the 
Idaho State Journal — are vital to the financial 
stability of the team and help offset some of the 
money being given away.

“Again, we give a lot of tickets away. We want 
to provide an experience, so having those spon-
sors help pay for balls and umpires and general 
costs of the game, they’re a big help,” Fredrick-
son said. “They’re a huge help.”

CreaTing a uniQue experienCe
Fredrickson said that before he and his 

wife started the Grays, he had no idea how 
much work it would take to create a unique 
experience for fans — something the couple 
has succeeded at if you look at the numbers 
of people who show up for every home game. 
The stands at Halliwell hold 1,200 people, 
and Fredrickson estimates they usually have 
between 900 and 1,000 fans show up. That 
number has stayed pretty steady since the 
beginning.

“Our goal was not to have reserved seating. 
We want the richest person to sit next to the 
poorest person and not care about status or 
symbol, just worry about baseball,” Fredrickson 
said. “We want to create an experience so that it 
makes people put their phones in their pockets 
and they get engrossed in the game — a game 
that’s about statistics, a game that’s about being 
places and covering places, a game that’s just as 
much individual as it is team.”

Fredrickson continued, “I didn’t realize how 
much work goes into providing that kind of 
experience. Didn’t realize how much work 
goes into trying to individualize that experi-
ence for each and every fan in a unique way. 
... We do it all. It’s just trying really not just to 
manage the team but manage the expecta-
tions of the fans that walk through our gates. 
There was a reality there that I don’t think we 
grasped in the beginning.”
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Paul Link, a member of the Pocatello Centennial Rotary Club, center, serves 
customers at the beer concession stand during a recent Gate City Grays baseball 
game at Halliwell Park in Pocatello. The Grays donate 50 percent of their beer 
revenues to the Rotary Club.
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