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 VERBAL TENSES 1 – Put the verbs in the brackets in the correct form –present simple, present 
perfect or past simple – sometimes in their passive form: 

Barilla ……………………………………………….  (1. originally/to be established) in 1877 as a bread and pasta shop in 

Parma, Italy. It …………………………………. (2. to rank) as one of today's top Italian food groups. Barilla 

…………………………………… (3. to lead) in the global pasta business, the pasta sauces business in continental 

Europe, the bakery products business in Italy and the crispbread business in Scandinavia. 

The history of the company …………………………………………… (4. to be) the history of the Barilla family, at the 

head of the Group for four generations, today with the brothers Guido, Luca and Paolo. In 1971, for family 

reasons and linked to the historical and social period, the brothers Pietro and Gianni Barilla 

………………………………………… (5. to decide) to sell the company to the American multinational WR GRACE. 

Barilla …………………………………… (6. to be managed) by the Grace company until 1979. From the time of the 

sale and for the following 8 years, Pietro Barilla’s fixed idea ………………………………………. (7. to be) how to buy 

back the company. In 1979, creating a special case history in the world of business, Pietro Barilla 

……………………………………. (8. to succeed) in buying back the company, which since then 

……………………………………………. (9. to remain/always) in the hands of the Italian family. 

The Group …………………………………. (10. to employ) more than 8,000 people and in 2011 

…………………………………… (11. to have) net sales of more than euro 3.9 billion. 

Always oriented toward proper diet through exceptionally flavored and nutritionally balanced products 

intended for daily use, Barilla ……………………………………… (12. to become) popular worldwide due to its 

attention to the quality of its products, the result of significant investments in research, innovation and 

technology, as well as communication. 

Barilla …………………………………………… (13. to own) 54 production facilities – 14 in Italy and 40 outside Italy, of 

which 9 …………………………………. (14. to be) directly managed mills that ……………………………………………….. (15. 

to provide) most of the raw materials for the production of its pasta and bakery products. 

Barilla ………………………………………. (16. to export) to more than 125 countries. Every year more than 

2,500,000 tons of food products, with the brands Barilla, Mulino Bianco, Voiello, Pavesi, Wasa, Harry’s 

(France and Russia), Lieken Urkorn and Golden Toast (Germany), Academia Barilla, Misko (Greece), Filiz 

(Turkey), Yemina and Vesta (Mexico), ……………………………………. (17. to be featured) on dining tables all over 

the world. The Number1 brand, a Group company engaged in logistics activities, 

………………………………………………….. (18. to stand) alongside the product brands. 

Barilla …………………………………………….. (19. to become) one of the world’s most esteemed food companies 

and …………………………………………………. (20. to be recognized) worldwide as a symbol of Italian know-how by 

respecting its longstanding traditional principles and values, considering employees a fundamental asset 

and developing leading-edge production systems. 
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 VERBAL TENSES 2 – Put the verbs in the brackets in the correct form –present simple, present 
continuous, present perfect or past simple – sometimes in their passive voice: 

Fake news or information disorder ……………….……………… (1. to be) false or misleading information 
(misinformation, including disinformation, propaganda, and hoaxes) presented as news. Fake 
news often ………………………….…….. (2. to have) the aim of damaging the reputation of a person or 
entity, or making money through advertising revenue. Although false news ……………………………… 
(3. always/to be spread) throughout history, the term fake news ………………………………….. (4. 
first/to be used) in the 1890s when sensational reports in newspapers …………………………. (5. to be) 
common. Nevertheless, the term …………………….…………………….. (6. not/to have) a fixed definition 
and …………………………………………….….. (7. to be applied broadly) to any type of false information 
presented as news. It …………………………….…………. (8. also/to be used) by high-profile people to 
apply to any news unfavorable to them. Further, disinformation ……………………………………. (9. to 
involve) spreading false information with harmful intent and 
…………………………………………………………………………….……… (10. /11. sometimes / to be generated and 
propagated) by hostile foreign actors, particularly during elections. In some definitions, fake news 
…………………………………….. (12. to include) satirical articles misinterpreted as genuine, and articles 
that …………………………………………… (13. to employ) sensationalist or clickbait headlines that 
………………………………………………………….. (14. not/to be supported) in the text. Because of this 
diversity of types of false news, researchers …………………………………………… (15. to begin) to favour 
information disorder as a more neutral and informative term. 

The prevalence of fake news ……………………………………………. (16. to increase) with the recent rise of 
social media, especially the Facebook News Feed, and this misinformation ………………………………… 
(17. gradually/to seep) into the mainstream media. Several factors …………………………………………. 
(18. to be implicated) in the spread of fake news, such as political polarization, post-truth politics, 
motivated reasoning, confirmation bias, and social media algorithms. 


