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Supplementary Materials – Integral
Materials and procedures specific for a study, not reported in the manuscript. 
Study 1A
We measured participants’ confidence in their choice of name when viewing the photos: Immediately after they chose the name, a scale of confidence in their choice appeared, ranging from 1 to 7 (1 = not confident at all, 7 = very confident). We found no significant correlation between confidence in choice (M = 4.33, SD = 1.27) and choosing the correct name (r = -.01, p > .250). 
Testing for consistency, we included two sequential and identical rounds of judgments (i.e., participants were exposed to the same block of 20 target pictures twice). Answers in the first round were significantly correlated with those in the second round (r = .57, p < .001). The pattern of results in the second round was similar to that of the first round (26.10% (SE = 0.87%) of the cases, which is significantly above chance (20%, t(120) = 7.05, p < .000, d = .63)). 
Study 2
We found no significant correlation between confidence in choice (M = 4.23, SD = 1.13) and choosing the correct name (r = -.02, p > .250). We also intended to test whether the meaning of a name is responsible for the face-name effect; therefore, half the target names were names with a transparent meaning (e.g., Claire means clear), whereas the other half were names with an opaque meaning (e.g., Barbara). Filler names also varied in this manner, such that for each face, two of the four listed names were transparent, whereas the other two were opaque. However, participants correctly chose the true given names significantly above chance level for both transparent and opaque target names. Future studies should use other paradigms to test if indeed the meaning of the name has no effect on the face-name matching effect. 
Study 3
After completion of the study, we detected a spelling error in one of the filler names for one of the target faces in one of the versions in the facial condition. Including this stimulus might improve the results artificially, so we dropped it from the analysis. Results without this specific stimulus were the ones reported: In the facial condition, participants selected the target’s true given name in 24.97% (SE = 1.95%) of the cases, which is significantly greater than chance (20%, t(54) = 2.57, p = .013, d = .36, with a 95% CI of  the difference [.01, .09]). Including the stimuli changed the results very little: Participants selected the target’s true given name in 25.22% of the cases, which is significantly greater than chance (20%, t(54) = 2.67, p = .010, d = .36, with a 95% CI of  the difference [.01, .09]).
Study 8
We found no significant correlation between confidence in choice (M = 4.34, SD = 1.02) and choosing the correct name/nickname (r = -.14, p > .250).

