
Building a shop as part of a content
management system

This section shows an online shop that forms just one part of a large content management
system (CMS). The particular CMS we are using here is called Drupal. It is Open Source,
and is free to use. The online shopping system being used is called 'Ubercart'. Why would
you take this approach rather than using a pure shop application such as Magento? Suppose
you are running a museum site where you want to have an online calendar of events,
reviews of past exhibitions, the director's blog, and you also want to sell some
merchandise, this scenario is probably easier to deliver in a standard content management
system that has some ecommerce add-on functionality. Also, if you include ecommerce
inside your CMS then you have a single user management system for site members and
customers. On the other hand, if your operation is almost exclusively about selling items -
let's say you are a record dealer and you really want to focus on the items you can sell -
you may be better using Magento and using its page construction tools for the extra bits
and pieces of information you want to add.

It seems likely that a lot of small museums will be closer to the first of the two scenarios
described above so a CMS makes sense. The example site we'll use here is an actual
website used to promote a music event and sell tickets. In the image below we're looking at
the site's home page and there are various links on the top menu to see information about
the artists.

In the next image you can see an example page that is showing information about the
artists, so this is general content rather than ecommerce as such. Applied to the museum
context, this could be information about a special exhibition:



So far the CMS has no ecommerce dimension at all, but if we add some extra bits of code
called 'modules' we can turn the basic CMS into a full ecommerce platform. Once those
modules are operational we can create new items of content and designate them as
products, and they will then have a set of attributes such as price, weight, and size that are
applicable to products but would not apply to news stories. As you can see in the next
image, the ticket for the event looks quite like any other story in having a title and a
description, but it also has a price and a button for adding it to the cart:

In the image below, our ticket has been added to the cart and we have options to change
the quantity, remove the item, or checkout, which is what we'll do next:



Here we're on the checkout page, and this uses boxes that open and close to ensure that
checkout is a one-page operation. Most of the information we can see here is very standard
stuff: email, address, and billing address (if delivery and billing are different).

The lower part of the same checkout page is shown next and as you can see you can select
your payment method. In this case the only option is PayPal but you could have payment



on receipt of invoice, or credit card added here. If you want you can add some extra notes
about your purchase.

Although there is a full section on payment methods later in this ecommerce guide, we'll
take a look at how a purchase from this site gets processed. Once you have reviewed your
order and decided everything is fine, you press the button to complete your purchase, and
get sent to the PayPal site. PayPal is a completely separate service that focuses on providing
systems for sending money on the Internet. The business model is that it takes a small
percentage commission on each sale so in this case tickets cost £12 but the shop owner
actually gets £11.31 once Paypal has taken its commission. One slight drawback to Paypal is
that it gives most visitors the impression that you have to login and create a Paypal account
to make a payment but actually that is not the case - you can just use the 'continue' link
that appears just above the list of credit cards.



If you use the 'continue' link you will come to a page where your purchase information is
confirmed before you enter your credit card details to complete the payment. Once the
payment has been approved Paypal will send you back to the original site where you will get
a message about how your purchase will be shipped.

We've taken a look at the purchase process in Drupal so now let's have a quick look at the
site from an adminstrator perspective to see what's involved in setting up products and
processing orders. The image below shows the ticket product being edited with fields for the
name, description and image.



The lower part of the product form can be seen next and this is where the product-specific
data such as price, weight and size appear. Of course, in this instance the product is a ticket
so there is no need to bother with physical size but this could be used for calculating
shipping costs.

Once products have entered onto the system and hopefully some sales made, it is possible
to check out customer orders. As with Magento you will get confirmation of orders via email
and can also look at a list of existing orders as shown next. As we're dealing with an
operational website for this example we've blanked out the customer names, but you can
see other details such as price and payment status. For any order in the list, you can see
more detailed information using the small edit buttons on the left.



An individual order carries the usual information about the customer and order details, and
as shown here it also gives advice about stock levels because those are reduced when a
purchase is completed. Also you can add comments that are only seen by site
administrators.

As the actual payments are being handled by PayPal, we can have a look at how that
displays in the PayPal website. The next image shows the login page with a basic summary
of how much money is in the PayPal account but if you select the account activity link you
can see how PayPal is storing that data.



As with an earlier image, we have had to blank out the column that list customers' names
but the basic concept should be clear. When a transaction gets processed by PayPal it also
sends email confirmation so you should have immediate confirmation of any purchase, so
can respond really quickly to demonstrate your efficiency and ensure that customers come
back in the future.

Comparing this system to Magento, you can see that it provides very similar functionality.
Magento will provide more in the form of sales reports and analysis but this system
integrates more easily with other more general content. It is perhaps a bit more
complicated to set up because you are integrating ecommerce into a set of other functions
whereas in Magento the focus is purely on online shopping so the support and help systems
are more focused. Both of these products have large developer communities associated
with them so if you are trying to do this yourself, you can get help if you run into difficulties.
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