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A  M E S S A G E  F R O M
T H E  B O A R D  C H A I R

C A M P A I G N  T E A M

The Discovery Center met my kids on their own terms and provided ever-
changing, hands-on experiences that captured their curiosity, imagination
and interest over and over again when they were growing up. I think it
definitely influenced their choice of careers.

-Susan Copple, Board Chair

Eric Miller
Executive Director

With a background in museum

exhibition design and

fabrication, Eric Miller is a

visionary leader who specializes

in conceptualizing and building

highly interactive and

experiential exhibitions and

learning environments. Eric is

responsible for overall strategic

and operational administration

of the Discovery Center,

development of institutional

vision, experiences, resource

development and team building.

Lydia Bassett Emily Mahon
Development Director Education Director

Lydia has more than 20 years of

experience in the nonprofit sector,

as a Director of Programs,

Development, and Communications.

Lydia is an avid networker,

relationship builder and a flexible

and nimble team builder with a keen

understanding of a thriving culture

of philanthropy. Lydia’s area of

expertise is focused on scaling up

organizations through multi-year

advancement campaigns, as well as

capital campaign planning and

execution.

Emily’s background in

community engagement,

informal museum education and

public programming spans over

15 years at such institutions as

the Bowers Museum and

Kidseum in Santa Ana, The Music

Center Performing Arts Center of

LA, the Skirball Cultural Center

and the LA Opera. Emily brings a

wealth of experience in program

development and leadership to

the campaign.
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B O A R D  
C A M P A I G N  M E M B E R S

Susan Copple
Retired, Micron

Susan provides board

leadership and deep

community connections.

Philip Bartlett Steve Simpson
Wealth Advisor, RBC Capital Retired CEO

Philip brings a rich financial

background and knowledge of the

local business community.

Steve has a deep knowledge of

our history and provides

strategy and oversight.

Nor Rae Spohn

Former Senior Vice President,
Hewlett-Packard Company

Nor Rae has a background in

technology and brings her unique

skills as a pioneering woman in tech

to the Campaign.

Cathy Ammirati

STEM Education,
Micron Foundation

Cathy has expertise in STEM

education with a focus on Diversity,

Equity and Inclusion.

3



The mission of the Discovery Center is to
inspire lifelong interest and learning in
STEM.

We prioritize inclusion, diversity, equity
and access to strengthen our
organization and to help us better
understand, connect with and serve our
community.

O R G A N I Z A T I O N A L  B A C K G R O U N D

"Volunteering with the Discovery Center inspired
me to go into teaching, specifically STEM teaching."

W H A T  W E  D O

We are Idaho’s only hands-on science
center, providing fun, interactive STEM
learning through hands-on exhibits,
informal educational programming for all
ages and a safe space for all to explore. 

Located in the heart of Boise’s
downtown, we’ve been inspiring lifelong
interest and learning in STEM since 1988.

MISS ION &  V IS ION

- Sarah, West Ada Elementary School Teacher
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Today, the Discovery Center serves more than 115,000 visitors annually with

immersive, hands-on exhibits, educational programming, camps, classes and special

events. To better meet the needs of our growing and diverse community now and for

the next 30 years, the Reimagined Discovery Center of Idaho will offer state-of-the-art

exhibitions currently unavailable to us, along with expanded educational outreach

programming for students, educators and the general public. 

Our visionary, multi-phased project highlights our commitment to inclusive education

and innovation in STEM. When complete, our reimagined building and campus will be

poised to welcome 150,000 visitors each year.

The “new” Discovery Center will not only serve as a STEM hub but will also be a place of

pride for the community and will provide the essential infrastructure to expand our offerings

and help us serve wider and more diverse populations than ever before.

CASE STATEMENT

"This place is awesome! I think I might become a scientist."

- James, 2nd Grade Student, Nampa
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▪Increase overall footprint and efficiency of the Center 
▪Add new outdoor spaces for year-round learning
▪Add new core Gallery space
▪Expand the Young Learners Gallery

T H E  R E I M A G I N E D  D I S C O V E R Y  C E N T E R  W I L L . . .

SERVE  MORE PEOPLE  IN  MORE WAYS IMPROVE ACCESS IB IL ITY  AND
FOSTER INCLUSION 

▪Fully accessible interior/exterior spaces
▪Bilingual and Braille signage throughout 
▪Improved lighting and acoustics 
▪Expanded virtual and livestream capabilities
▪Install individual and family restrooms

UPGRADE INFRASTRUCTURE FOR SUSTAINABIL ITY

▪Add climate-control systems to host a wider range of world-class exhibitions 
▪Energy and utility upgrades 
▪Sustainable landscaping
▪Parking reconstruction
▪Solar panels and geothermal heat 
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STAKEHOLDER FEEDBACK

"You guys are very cool! When I grow up, I probably want to
work at the Discovery Center."

- Gina, Middle School Student, Mountain Home

GROUPS INCLUDED:

▪Idaho Business for Education

▪Micron Leadership

▪University of Idaho administrators and faculty

▪Idaho STEM Action Center 

▪Office of the Mayor of Boise

 ▪Several local banks

▪Two local marketing companies  

▪Law firms 

▪Junior League of Boise

▪Local philanthropists

                                                             
expansion of the Discovery Center of Idaho will propel us into the future and

allow us to meet the growing and changing needs of our community for the

next 30 years.

 
In a series of in-person and virtual presentations, spanning February 2021
through December 2021, Executive Director Eric Miller and Development
Director Lydia Bassett shared plans for the improved Discovery Center of Idaho
and gathered stakeholder feedback from well over 150 people. 

The project was met with near universal support and stakeholders found the
$10M goal to be a reasonable one. 

A $10 million capital campaign for a complete renovation and 
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CAMPAIGN
STRATEGY

STAKEHOLDER FEEDBACK

"Kids made connections to science concepts we made

in class. It was awesome seeing their excitement carry

over into the classroom long after the field trip ended."

- Marcia, Elementary School Teacher, Meridian

2021
CAMPAI GN PREP
was spent planning, preparing and

gathering stakeholder feedback for a

Capital Campaign.

Notable achievements include: 

Working with CSHQA to draft new plans 

Forming a Campaign Committee

Raising visibility and gathering feedback

about the project

Gaining project approval and support by

the full board

Setting up a dedicated bank account for

the Campaign and beginning fundraising

Getting City approval to proceed with

the project and securing location for next

30 years

YEAR ONE
will be one of building the systems and
infrastructure required for a successful
project, culminating with a public
announcement of the Campaign at the March
2022 Science with Style Gala. 

Milestones include:

Building a robust Board pipeline
Public launch of the Capital Campaign at
the March 12, 2022 Gala 
Securing $1M towards the $10M goal, in
pledges, outright gifts and in-kind support
Continuing to build support and visibility

2022
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YEAR 2-4

Continue to leverage Campaign priorities in donor and community engagement, positioning
them as the Discovery Center’s strategic priorities

Transition the Campaign Committee into a Campaign Steering Committee, adding
additional non-board members capable of providing philanthropic leadership and
connections

Through either a strategic partnership or a direct investment, leverage a broad-based
marketing effort to build awareness and visibility

Revisit the campaign goal between March and October of 2023; prepare to either raise or
lower the overall goal if fundraising to date and donor pipeline indicate either 

Seek to increase major gifts received and total funds raised each year of the Campaign

Continue to focus on recruiting a more diverse and representative Board, by seeking to
identify prospective new Board members and provide opportunities for deeper
engagement such as serving on the Campaign Steering Committee

Seek to re-engage high-capacity former donors with more distant current relationships,
including former Board members, using engagement opportunities such as the Gala, Adult
Nights, VIP Openings and other events to bring them back into the Discovery Center Orbit

Public Phase

July 2022 - June 2025
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YEAR 5

Share updates and milestones with all Campaign donors via social media,
newsletters and on the campaign website

Host regular "gratitude events" for top donors to the Campaign at the Center
to share progress

Use events like Adult Nights and the Gala to continue to solicit support

Begin to convert Campaign donors to regular annual donors 

Launch Campaign for $1,000 "Bricks" or other vehicle to solicit broad based
community support and recognition for the project

Community + Stewardship Phase

July 2025 - June 2026
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CLICK HERE TO VIEW FULL 
CAMPAIGN & BUILDING

SCHEDULE

CAMPAIGN &
BUILDING SCHEDULE
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https://documentcloud.adobe.com/link/track?uri=urn:aaid:scds:US:6bd23cdc-9606-3f6b-9992-e1dd6cfa00dd
https://documentcloud.adobe.com/link/track?uri=urn:aaid:scds:US:6bd23cdc-9606-3f6b-9992-e1dd6cfa00dd
https://documentcloud.adobe.com/link/track?uri=urn:aaid:scds:US:6bd23cdc-9606-3f6b-9992-e1dd6cfa00dd


ITEM AMOUNT

Design - Building and Exhibits $ 750,000

Building Demo - Storage
Units

$ 200,000

Construction $ 5,500,000

Landscaping/Plaza $ 1,250,000

Parking $ 750,000

Permitting $ 150,000

Furniture, Fixtures,
Equipment

$ 250,000

Exterior Exhibits - DCI $ 250,000

Closure and Reopening - DCI $ 550,000

Capital Campaign - DCI $ 200,000

Contingency - Mostly Built In $ 150,000

PROJECT TOTAL $ 10,000,000

CAMPAIGN
BUDGET
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